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“The Business Leaders Book Club offers something that most
so-called business books don't: real lessons, from real
executives, facing real challenges in this tumultuous age.
This series is your chance to sit down with and learn from
some of the sharpest practitioners in business today. Don't
miss it.”

Steve Farber

President, Extreme Leadership, Inc

Bestselling author of The Radical Leap Re-Energized

and Greater Than Yourself

“This book provides valuable advice from business owners
who have been on the front line and know the challenges of
starting or running a business.”

James Caan

Founder and CEO of Hamilton Bradshaw

“This is a great book on how to deal with tough times in
business: a series of practical case studies by entrepreneurs
who have been there and come out the other side
successfully.”

Nicholas Bate

Author of Instant MBA and How to Sell Brilliantly in

Good Times and Bad

“A real treasure-trove - sixty real-life stories of how
entrepreneurs have dealt with the worst recession for many
years. Anyone starting or running a business will find both
inspiration and information here.”

Chris West

Co-author, The Beermat Entrepreneur
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Foreword by Mark Stephens, Co-Editor

| am currently the joint owner/director of a business called The F10
Group. The business is based in Milton Keynes, England and we turn
over around £2.5m per annum with a workforce of 25 employees.
Our core business for the past ten years has been a recruitment
consultancy business specialising in the Technology and Sales and
Marketing arenas. We have focused in particular on several niche
areas of business and have established ourselves as one of Europe’s
leading consultancies in the Aerospace and Satellite arena.

| joined the company in 2000, about one year into the last recession,
in order to establish the Technology recruitment division. The
company | had been working for prior to this, S.Com, had suffered
severe losses with their contractor headcount dropping from around
2000 to less than 1000 in the space of a year. They had been
operating principally in the Telco space, so the impact that
government licensing had on the 3G and Telco market positioned
them perfectly to take a really big hit.

| was a slow starter in business terms and spent the first eight years
after leaving school flirting with University and travelling abroad, but
I think that | have always had the energy, drive and confidence to try
new things even before | settled into my first real job.

That first proper full-time position came in 1995, at the age of 25, in
the form of a sales representative role for a National Home
Improvements company, Anglian PLC.

It was noted that | had a flair for sales and after just twelve months
with the company | was matching their top performers.
Unsurprisingly, | was then approached by a competitor to work for
them as their Sales and Marketing Manager. | relished in this new
role that allowed me to utilise my creative side as well as make
money from my sales capability. The most important factor which
changed my focus and outlook at this time was that | started to read
and learn about Marketing Strategy.

The company | worked for had no real USP, so winning business was
very much down to Marketing and Sales conversion. They had good
products coupled with a well-run organisation and excellent
customer service. This, with the added ingredient of intelligent
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marketing, motivated staff and good management meant we
performed very well.

I am not advocating that this is the magic ingredient required to be
successful because these traditional values are being challenged like
never before; predominately by the phenomenon that is the
Internet, the World Wide Web and most importantly Search Engines
which power the ongoing impact that the Web is having in our lives
and the way we operate our businesses.

Search Engines have altered the physiological makeup of how
businesses need to think in order to survive. Not too many years ago
the power in industry was with the big brands with well-established
names that provided the consumer with confidence. Today it is all
about niche and micro niche! Search Engines and the Internet allow
me to research and find exactly what | want from anywhere in the
World. Reputations are easily monitored through customer opinions
and online feedback; subsequently the balance of power has
changed. This gives a one man band, living and working in a third
World country the opportunity to compete with the major domestic
brand names.

This change in behaviour is incredible and exciting. With new rules in
play, there is a massive paradigm shift, increased opportunity and a
new world for business entrepreneurs to play around in!

I don’t know what the statistics are but | recently read that the
World has seen more new millionaires in the last five years than in
the previous 100. 90% of those have achieved their success by
harnessing the web and adapting to the new business model. Large
organisations have also thrived. Those that understood what was
happening adapted their models and subsequently made it easier
for the consumers to find their niche products and services.

So with all this positive change taking place and the business world
promising untold opportunities for wannabe entrepreneurs, what
happened for it to go wrong?

The Global Recession, that’s what happened!

| don’t know about you but | hate the word ‘Recession’ almost as
much as the phrase ‘Global Economic Downturn’ and any other
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overly-abused phrase that the media have used to death in their
attempts to beat us into submission over the last few years.

We switched on early at F10 to what was happening, so by the time
the media got into full swing six months later, | was well and truly
bored and frustrated by the daily bombardment of doom and gloom
to the extent that | stopped watching the news in the morning.

My morning routine involves getting up at 5am and that gives me
lots of time to think and plan my day. In 2009 | thought a lot about
the impact of the ‘Global Downturn’ on our business, which had
steadily been growing year on year. We had chosen to reinvest the
majority of our profits back into the business rather than reward
ourselves and in essence, we didn’t want to lose what we had
worked so hard to achieve.

The company was built around our own philosophy and we had
created the sort of business that we ourselves wanted to work for.
The cornerstones of our business are: a pleasant working
environment; the best tools for the job; support and training; a
career roadmap for individual progression; a generous reward
structure; a solid process that helped form the basis of our identity;
honesty and transparency and a supportive management style that
recognises effort and achievement. Most of all we all strive to run a
world-class operation.

The constant drip, drip, drip of negativity coming through the press
worried me and challenged us every day to protect attitudes and
remain upbeat. We banned discussions on the subject and we
agreed collectively to remain positive and optimistic when speaking
to candidates, clients and each other. We launched a number of
initiatives that anyone who has read the book FISH will be able to
relate to, tucked up closely to our best clients and collectively
agreed to work harder and smarter to outperform the competition.

Before | start with my own chapter, | would like to share with you
some of the motivations that inspired me to put this book together.

Hardships and difficulties in any faculty of life - whether it is family
or business relationships - force us to evaluate and re-evaluate what
we are doing.
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We often get so blasé and wrapped up in what is immediately in
front of us, that we forget to take the time to step back and look at
the bigger picture, considering closely all the different facets that
work together to create the entity within which we operate.

Like an immune system that needs a dose of illness to kick start it
back into action, recessions do tend to force action upon us and act
as a stimulant to enforce change. That change could be to remove
elements that are ineffective, place more emphasis on those that
are working or to create something new.

Through various new business ventures and subsequent new
alliances formed during the past few years, we have been extremely
lucky to have forged relations with some truly incredible people who
have generously shared their time and thoughts with us. Obviously
the most powerful lessons that we can learn in business come
directly from our own experiences, but other people’s experience
can often help to stimulate thought and action, and this can have a
positive impact. Positive thoughts put into action are
entrepreneurialism in its most basic form.

Having read through all of the submissions for this book, | know that
there is a good reason to be optimistic for the future.

From the inspiring chapters submitted by the self-employed, solo
entrepreneur community, who demonstrate the power and
influence that we can all have over our own destinies if we just have
the determination and discipline required; through to the corporate
influence that help to steer the bigger ships through difficult times, |
am sure that there are important lessons for us all to learn from in
this book.

We hope that you will be inspired by what you read and will join us
on a journey to explore a range of business related subjects over the
next few years through the eyes of business leaders from around the
world as we produce a number of books in this series, The Business
Leaders Book Club.
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Chapter 1: Maximising Your Existing Resources

The F10 group have remained stable throughout the last two years.
We have increased turnover by 20 percent year on year and
retained all key staff members, many of whom have achieved their
best results ever during this period.

The purpose of this chapter is to address both the general lessons |
have learned through this latest recession and those more specific
to The F10 Group.

The general lessons that | have learned...

1. It is important to remain agile enough to be able to realign your
business offerings quickly, but it is likely that not every facet of your
business will be badly affected by the downturn.

2. Establish as early as possible which parts of your business are
more recession-proof and focus your business around them. Talk to
those customers most important to this strategy and propose
improvements that you can offer them in order to strengthen that
relationship. It is essential that you get in there before your
competitors do. Our clients told us that our competitors started
proposing solutions and improvements nearly six months after we
did, which they found amusing, but more importantly it emphasised
how far ahead we were of the competition and solidified our
reputation.

3. Some customers and sectors are affected much later on by the
economic downturn. For us it was the space, defence and aerospace
sectors but most publicly-funded sectors did not feel the pinch
straight away. High tech engineering, where projects run into the
hundreds of millions and are planned to run over many years, do not
respond quickly to a downturn.

4. Some areas of business are very reactionary and sensitive to the
economic climate, especially where the product or service can be
perceived as a luxury addition to the business.

5. Other industry sectors start to thrive during a recession and we
have seen this in the areas of low-cost alternative goods and
outsourcing solutions.
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Recessions can create opportunities to improve services, processes
and customer relations.

Our Business

1. As soon as the very first signs of the downturn started to show,
we began to evaluate three things in our company. Firstly, we
needed to be sure of what our core strengths were; secondly, we
needed to be clear what areas of our business were most profitable
(and would remain most stable in a downturn); thirdly, we needed
to know who our best staff were that would help us through it. This
was key to ensure that any strategy we rolled out was well
researched and that we had the right people in place to action and
deliver it.

2. Every business needs to evaluate their spend from time to time
and look closely at what services and products are offering good
value and are essential to the company’s goals. We aimed to reduce
our spending by up to 20 percent in some areas. We also looked into
outsourcing services. There is nothing quite like a recession to get
you to focus your mind on what is really essential and what is
ineffective or a luxury.

3. | would say that the single most important decision that we made
early on as a company, was in response to our analysis of our best
performers. It wasn’t so much about who they were working with to
get their results, but in response to their time allocation to different
tasks. It was clear that our best performers and highest paid staff
were spending nearly 50 percent of their time doing administrative
tasks that could be achieved more cost effectively by someone else,
subsequently releasing more time to focus on activities that were
more likely to result in sales and could provide our customers with a
higher standard of service.

We brought in a small administration team (at a time when every
other recruitment business we knew were letting theirs go) and
outsourced some of the search and research functions off-shore.
This had a double impact, in that it improved efficiency and it was
also well received by the staff, who generally hated administration.
From a sales team of 12 senior staff, five of them had their best year
ever in 2009. The strategy to maximise our best performers was a
calculated risk and it paid off.
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4. Increasing, or at least maintaining, marketing activity during a
downturn is essential, especially as everyone else is reducing or
cutting theirs. This provides a great opportunity to extend one’s
business as we experience some of the green shoots of activity.
Coming up with unique marketing strategies through Facebook,
LinkedIn, Twitter and YouTube in conjunction with our own social
media site Ask The Experts has helped maintain our brand at a time
when many clients have stopped recruiting and relationships can
suffer.

As our clients have started to hire again, we have been at the front
of their mind. | am sure that most of our clients have watched with
interest as ‘Ask The Experts’ has evolved into the site that it is today
and some of them have even become contributors.

5. Finally, the last point that | would like to share with you, is about
myself and my Co-Director Mark Flawn and the wakeup call that we
had about 18 months ago through a networking group of business
owners called NABO. An inspirational speaker at the event
highlighted a flaw in our individual strategy which had been focused
on refining the way that we work, making lots of small ongoing
improvements across the business. It was what we had considered a
Kaizen approach, but was what this individual referred to as
‘tinkering’.

We had become so obsessed with making our business world class in
every facet, that we had stopped focusing our efforts on telling
people about it. In short, we needed to realign our efforts on sales
and marketing activities and this was an important change in
mindset that we must always be aware of, as it is a trap that many
small business owners fall into.

Summary

e Recessions rarely happen overnight, so if you are agile and
you can adapt quickly, you can minimise the impact

e Recessions also create opportunities to grow your business

e  They offer the opportunity to re-evaluate your business
focus and reduce unnecessary spend

e They affect everyone in your industry so we are all
operating from the same playing field

e Responding positively and refusing to let the negativity in
the media impact your office environment is essential
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It is easier to create partnerships, add value and enter
joint ventures in a recession

Client relationships can flourish during tough times
Maximising the best resources that you already have is the
smartest way to ensure that you focus on the people that
will help you ride out the recession

Add value to your clients and don’t reduce your fees.
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Chapter 2: How to Improve Your Business Development in a
Recession (And Any Other Time For That Matter)

Recessions often elicit the knee-jerk responses of budget and people
cuts across all business sectors. This is a costly mistake in many
cases. The smarter organisations realise that, where possible, a
recession is an opportune time to invest, NOT to cut costs. And that
has been my experience during this recession.

The recession hit at a time when | was transitioning focus from
owning my own coaching business to taking on an additional role as
Head of Global Development for an expanding people development
company whose focus was in delivering role-specific leadership and
talent development. This has proven to be a potentially challenging
combination for my own career development and for the
development of both businesses.

Firstly, most companies and organisations react to a recession and
make people redundant (and that is still on-going). | experienced
that post 9/11 where | lost my new job before | had even started.

Secondly, most organisations put a hold on most or all spending
related to training and development. In my new role in global
development we came up against this daily with existing and would-
be clients. Some existing clients wanted to reduce our engagement;
some would-be clients were deferring decisions to unknown dates in
the future.

At the start of the recession, | recall hearing an interview on BBC
Radio 4 where an industry expert warned, “For those companies
who have any people left, you need to invest in them for they will
bring the resurrection of your business.”

Never have truer words been spoken. And that’s what our
organisation was trying to do. We endeavoured to practise what we
preached, thereby showing organisations ‘the light’ of this.
Admittedly, we, like so many other small businesses, were caught
off-guard by the recession.

To survive and thrive, we knew we needed to respond rather than

react. In a recession most organisations seem to react - they are the
ones who often struggle. The smart ones respond.

11
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Responsive and proactive businesses, the ones we were intent on
engaging with, suddenly seemed to be on the endangered list
globally i.e. they were rare and seemingly hard to find.

Considering that cash flow was tight and the business development
budget was also very limited, the mantra was to make every penny
count. So before making any strategic decisions, it was necessary to
question everything about our business to ensure our response was
the right one.

Four extremely helpful questions we asked and answered were:

1. What is the profile of our ideal client in detail and where do we
find them in the highest concentration?

Through this exercise we gained greater clarity on which clients we
were intent on working with in a long-term engagement. Part of that
profile focussed on those organisations who have a track record of
consistently investing in their people and who are also listed in the
Top 100 Companies to Work For (these lists exist in many countries).

We also identified that an affiliation with relevant industry
associations would be an effective approach. Target associations had
a remit to add value and provide training and development services
to their members and were seeking ways to add to their own
income streams. By gaining an affiliate or joint venture relationship
we gained credibility. We leveraged our marketing spend through
contributing content to association publications whilst they
promoted our organisation to their members.

2. How do we attract our ideal client?

From our research of past and existing clients and from looking in
our own mirror, we determined that our ideal client (not all those
that we had worked with, just so you know) understood that people
were NOT their most important asset — the right people were and
are. One key finding from that research was that we all understood
that knowing and promoting our values first and foremost was
essential if we wanted to move from a transaction-based business to
a relationship-based business.

We also adapted our business model to lower the barriers to

12
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engagement by offering a pilot of our engagement, which had no fee
if they went on to invest in an engagement of a year or more.

3. How do we leverage our resources and our processes for greater
efficiency?

Out of this we devised two adjustments to our business
development approach. The first required that we redesign the
business development process so that it was more simple, effective
and consistent. We made 70 percent of it virtual. No longer did we
travel to see anyone and everyone around the globe. We had a
screening process that filtered out those who did not fit our profile.
That meant we took advantage of social media, referral networking,
the Internet, webinars and the phone so that we only actually met
with future clients where we knew we had more than a 50 percent
chance of conversion.

The second adjustment was our focus on partnering with
associations (see answer to #1).

4. What do we need to focus on to secure long-term client
relationships?

Whilst this was easy to answer, it was more of a challenge to
implement. We innately knew we had to invest in client
relationships. For that we had to improve the quality of our
communication. The quality of our communication would determine
the quality of our relationships. We ensured that our
communication, in all its forms, was open, honest, timely, clear and
consistent in all directions — externally and, perhaps, more
importantly, within our organisation. This kept everyone inspired,
focused, committed, reassured and updated.

Summary

Recession brings change. Change is inevitable; growth is optional. To
us, recession became an opportunity for growth. We invested our
resources (time, money and people) in to the core activity of
business development. That meant we refined the profile of our
ideal client, identified some leveraged ways of locating and reaching
them whilst streamlining our business development process
virtually.
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In addition we enhanced our core offering and developed additional
low-entry offerings to attract new clients where they could try
before they buy.

Throughout we have ensured that all communication, internally and
externally is clear and consistent.
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Qualifications: BSc (Hons) Environmental Science
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Email: simon.billsberry@kineticom.com

Linkedin: http://www.linkedin.com/pub/simon-
billsberry/0/466/881

Website: www.kineticom.com

Simon Billsberry's authenticity, intuitive business savvy, approach to
adversity and heart have made Kineticom a winning company. As
CEOQ, Simon's goal is to establish Kineticom as the first iconic global
brand in the talent industry. Growing up in a British military family,
Simon’s energy, drive and natural business instinct shaped his
identity as a risk-taker, competitor and entrepreneur.

Coming out of University, Simon landed in the people business and
was fast-tracked through the ranks at S-Com, a global telecom
staffing firm. After growing its client base to capture dramatic
market share in the UK, Poland, Portugal, Egypt & the Netherlands,
he was assigned a turn-around effort for a struggling subsidiary in
the United States. US operations were quickly recovered as he led its
sales and marketing operations from start-up to revenues over $20
million.

Simon then decided that his biggest career risk would be to stay
under the radar and lose his spirit by becoming entrenched in
comfortable politics & corporate bureaucracy. Simon and his co-
founders broke off to shake up the talent industry. With a true
understanding of the energy created by mutual trust, Simon and his
leadership team have built a culture where employees and clients
derive value from partnership.
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Chapter 3: Keeping it UP when the Economy Goes Down

Kineticom is a professional services firm and has been through two
recessions under its current leadership. We are the market leader in
our niche and the fastest growing company in our industry in the
United States.

Professional services, like many other perceived ‘non-critical’
business line items, come under enormous scrutiny in the economic
down cycle phase we broadly term as a recession. Typically, by the
time the experts and commentators have formally announced the
‘R” word, we are usually deep into that phase of the cycle which has
executives scrambling to take defensive ‘survival’ driven action,
usually, but not limited to, significant and painful cuts in operating
and capital expenditures.

Kineticom has not only survived two major recessions; it has thrived
during them. | think of Kineticom as somewhat of a ‘recession baby’.
Because we were born into a recession, the lessons learned from it
form part of our culture and operating philosophies. In this chapter,
I will link some philosophy with practical action tips that we have
deployed successfully.

1. Understand - analyse the current recession’s key features

Each recession is usually characterised by the end of a prosperous
economic trend and later tagged with a dramatic label. For instance,
the relatively mild recession of 2001 was seen as the ‘bursting of the
dot.com bubble’. The most recent and severe 2008/09 recession
was ‘a meltdown of the global financial markets’ or some variation
thereof.

It is critical for upper management to translate and interpret the key
features of the recession, so that the impact of it on the business
can be appropriately understood and modelled.

Examples:-
a) The 2001 recession hurt technology start-ups and the venture
capital community, putting many out of business.
Action
We had to increase diligence on our exposure to equity
financed tech players which had previously been a very
lucrative market sector.
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b) The 2008/09 recession heavily impacted banks around the world.
Our specialist debt financiers were sold and merged into a larger
corporate bank.
Action
We had to manage this transition carefully and ensure that
we had new key relationships in this ‘arranged marriage’.
With banks nervous and twitchy, it was vital for us to be
able to manage this business critical relationship though a
rushed transition.

2. Defend - cutting with care and principle

If cuts have to be made to defend and protect the business, it
usually involves pain and can charge the emotions of even the most
seasoned players. Due to the cumulative nature of business, the
longer it takes management to make cuts, the bigger the knife
necessary.

Once the quantitative component of the cut is understood, the next
task is to select the line items (and often people) that will make up
the cut.

This task is both quantitative and qualitative and it is the qualitative
component that we have found causes the most internal tension
and therefore the most impact on a company’s culture. In order to
make principle based decisions, we address our cuts in the following
order:

1. Items that are not performing.....that need to be resolved

2. Items that are not deemed mission critical

3. Items where cost can be deferred but benefit retained

4.  Muscle, but minimising revenue impact

By addressing #1 first you are reinforcing a culture of meritocracy,
which is critical to thriving in good times and bad. An example of a
cut in #3 was whereby Kineticom’s executive team took half pay in
order to avoid cutting muscle (#4).

3. Attack — get on the front foot and lead

The most effective and sensible way to navigate challenging times is
to attack them with vigour. The pie has shrunk, so in order to
prosper you need to be prepared to feed off the other guy’s plate in
order to grow stronger. This means fine tuning your organisation
into a lean competitive animal and getting the focus back to the
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marketplace and away from the internal bruising that may have
occurred.

If you have managed effectively, you should be in better shape than
many of your competitors. Who knows how their businesses were
geared going into this recession? Here are several things that could
be features of the new competitive landscape:
1) Competitors focus on marketplace and clients may have
shifted to internal issues
2) Talent that was previously unavailable may now be open
to a team change
3) Customers are more open to change and are keen to see
real value propositions
4) Vendors are keen to keep your business. It is important to
ensure that you are getting the best value from your own
supply chain just as your clients are
5) Mergers & Acquisitions: great deals are available if you
have the capital & management bandwidth

Examples:-

1) In the face of tough and unpredictable economic
conditions, one of our fiercest competitors executed a
questionable ‘defend’ strategy; they retroactively cut the
commission of their frontline sales people. As a result, we
attacked and headhunted two of their veteran stars who
had 10-15 years of experience and world class client
relationships. Due to the nature of how badly they were
treated, their non-compete agreements were legally void
and they have been happily driving revenue for us on an
even better commission plan than they have ever had. Our
competitor made the mistake of looking at cuts from
purely a quantitative perspective and missed the
importance of the qualitative dimension (and principles)
highlighted above.

Our reputation allowed us to hit our competitor hard. The
two stars could have gone to any of our competition but
we were known in the industry as the best place to work
as our focus is authentically on our people and hard but
fair play. Our industry has an average staff turnover of
over 60% per year. Kineticom’s is less than 5%. We walk
the talk. My point here is that you have to start now if you
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are to build a culture that can weather storms. If you wait
for the storm to hit, you are likely to be too late.

4. Smile - positive communications

The good thing about a recession vs. any of the myriad of other crisis
type situations is that everyone is pretty much in the same boat. The
media, bars and restaurants, airport lounges and family discussions
will all have the same negative and alarmist tone that comes with
fear. There is no need to amplify that in the office. It becomes a
source of paralysis.

Uncertainty can cause anxiety (a performance inhibitor) but it can
also be a source of excitement (a performance catalyst). There have
been plenty of scientific studies that show how smiling, laughing and
being relaxed reduce stress hormones and performance inhibitors.
It is the job of leadership to determine if the team is in a state of
anxiety or excitement. Great leaders generate excitement.

It is hard to quantify the business impact of smiling and laughing but
that’s ok as its benefits are also immeasurable.

If management is doing everything within their power to navigate
this period, then the focus should shift to the next inevitable phase
of the cycle, ‘the recovery’. Striking the right tone with corporate
communications is critical to keeping energy positive and at the
levels needed for high-performance.

That which you focus on has a tendency to grow, so focus on the
positive and take the fight where it should be — in the face of your

competition.

During the last recession our industry contracted 26% whilst
Kineticom grew profitably by 75%.
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Stefan Boyle
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Current Position:  Managing Director of PrintRepublic

Experience: 21 years experience in Business

Email: hello@printrepublic.co.uk

Linkedin: www.linkedin.com/profile/view?id=1384438&t
rk=tab pro

Twitter: www.twitter.com/Print Republic

Facebook: www.facebook.com/#!/stefan.boyle

Website: www.printrepublic.co.uk/

Contact Number:  +44 (0) 845 862 5550

Stefan Boyle has worked in his family’s print business for the past 18
years working his way through every department; he eventually
bought the business in 2008. Since then he has diversified their
offering and in 2009 started an online business, PrintRepublic.

PrintRepublic offer the full service — graphic design, web design and
printing — to save businesses time and money. They don’t just
produce pretty designs and high quality print but also like to get
involved with a business and understand what it is trying to achieve
to help produce marketing collateral that achieves their goals.

It is a fully integrated service with a hands-on approach to all of the
activities from building websites, creating identities and logos for
businesses who are starting out or who want to create a fresh image
and promote themselves to their clients and prospects. They work
on cross media campaigns from conventional direct mail to e-
marketing campaigns.

Stefan is married with two children and two dogs.
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Chapter 4: If you don’t Change During a Recession,
You’re Moving Backwards

My self-employed history starts in 2008 when | bought my family
business. It was a printing business that had been established for
about 38 years and had been very profitable and successful. We
were very good at what we did and had some lovely clients, a lot of
which were in the financial services industry.

We relied very much on our hard-fought reputation and we never
really had to be particularly good at marketing because there was
lots of business around and as we delivered great service to our
clients, we naturally got some excellent referrals.

You may guess where | am going next with this. Two dreaded
words...’Credit Crunch’.

| didn’t really know what hit me. | had been sitting in my business,
delighted that | had managed to buy the business from my parents
and so | was now master of my own destiny. | had a good track
record, a good client base and now all | had to do was more of the
same.

I could not have been more wrong! Many of our clients in the
financial services sector, who in recent years had been fantastic
businesses making significant profits and growing amazingly quickly,
all of a sudden stopped buying.

Actually quite a few of them stopped trading! Literally!

Businesses that were making millions of pounds and spending quite
a large portion of it, benefitting my company as well as many others,
just simply either didn’t exist, or were put into hibernation.

Time for change
I knew | had to change both myself and my business. As the owner

of a business, there is only one person who is accountable for
change and for the success or failure of that business. And that
person is staring back at you in the mirror!

| was stressed and frustrated.
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As well as this | was lumbered with a sales team full of excuses of
how quiet the economy was, how we were too expensive and any
other excuse they could think of. | was working very long hours and
sleeping little. | started to become a person | didn’t like and | knew |
had to make a change.

As many people in business would say, we were good at the job we
did and the service levels experienced by our clients were first class.
The major problem | had was how we communicated that to clients
and very quickly | realised | had to get better at one very important
skill: marketing...so | decided to learn!

Invest in Marketing
| invested in every marketing book and started to read everything

remotely related to marketing that | could find both off and online. |
learnt an awful lot but there was still a major stumbling block...how
to put a plan together and actually implement all my ideas!

| made the decision to enrol myself on a marketing programme and
very quickly | realised this was one of the best investments | had
ever made. | went to every seminar for as many of the UK’s leading
marketing experts | could get to and started to look at my business
very differently. | looked at it from the perspective of my customers!

Having really taken it upon myself to study and learn marketing
ideas, trends and skills, | have noticed so many errors made by many
businesses in their marketing. | should know - after all | was making
almost all of them myself!

| started to implement a strategy that really changed my business. |
made one really dramatic change; | fired myself from my own
business! Strangely, my team were quite happy with that decision!

There is a cliché that business owners should work on their business,
not in it. Trust me, it works. | was bogged down with day to day
issues and couldn’t see the wood for the trees. Taking myself out of
the business and empowering my team changed that.

| also completely re-engineered the business and shut some of the
ineffective areas of my company down. Instead | brought in external
specialist skills on a project by project basis. | have automated parts
of the business and partnered with companies who supply
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complementary services to what we do. Thus carrying out both joint
venture partnerships as well as employing a number of companies
to deliver some of our contracts.

My primary role in the business is to develop the strategy with a
focus on the marketing. In recent years, with a small sales team of
around four people, | would get more excuses than new prospects
and leads. | have now focused the marketing on promoting a
number of irresistible offers that generate new leads for my
business literally every single day of the week.

If you look at the vast majority of websites and marketing literature
for businesses in all sectors across the UK, on the whole you will see
nothing but features. Dull stories about how the company has been
in business for X number of years and how they ‘pride themselves
on customer service’! What the hell does that mean? You are hardly
likely to be saying you pride yourself in terrible service!

Marketing materials that work

| always like to compare marketing literature to how you would
behave when meeting someone face to face. | bet you have met
sales people who just talk about themselves and show very little
interest in what you are actually interested in or what problem you
need solving. Why should a website, brochure, direct mail-piece or
email be any different than that dullard we get lumbered with at a
party who wants to talk about himself all night? It's pretty easy to
see when we think how quickly we want to get away from those
situations, isn’t it?

Overcome fear

When prospects are interested in your business and how you can
solve their problems, you must overcome their fear. People are
fearful of making a mistake by choosing your business and the
consequences of a bad decision on them and whatever it is they are
buying.

So remove the fear, make it as easy as possible for them to see that
your products and services offer significant BENEFITS, not features.

If you introduce consistent messages in your marketing that focus
on the customer benefits, it’s amazing the impact it can have. | have
introduced this simple philosophy in my marketing and it has had a
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huge impact. Whilst many business owners batten down the hatches
in a recession, | have done the opposite and gone hell for leather.

Whilst the economy is in full bloom and everyone is growing, it is
much harder to make serious headway and grow your business
because everyone else is going for it too. If you make progress when
the odds are against you, the opportunity to learn and develop is far
greater and your progress will accelerate in your market.

My business is completely and utterly different now than it was
before the start of the recession. We have made massive progress
and although at times, it has been extremely challenging, | would
not change anything.

In less than 12 months my company has attracted 700 new clients,
including the world’s biggest online auction site, eBay, and turnover
has jumped by 40%. This is all thanks to getting better at marketing.
The recession for me ensured that | had to completely remove any
chance that complacency set in, both to me and my business.

| have sharpened my pencil in more ways than one. One thing | have
learnt, and now continually apply the theory of to my everyday
business life, is that there is always another way of doing things and
nothing is forever. It is vital to implement change. This | found
particularly challenging at times but | have also thrived under that
pressure. | have found inner strength that | feel has helped me grow
and develop my own skills which | use to try to keep on driving
myself and my business forward.
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Debra Zimmer
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Current Position:  Founder, CEO

Qualifications: MBA Columbia Business School
BS Optics
Experience: 25 Years of experience in consumer, small

business and technology marketing and
entrepreneurship

Linkedin: http://linkedin.com/in/DebraZimmer
Twitter: www.twitter.com/DebraZimmer
Facebook: www.facebook.com/DebraZimmer
Website: www.ExpertMarketingCoach.com
Links to

Other Works: www.BestFreeMarketingTips.com

Contact Number:  +1 303 834 1094

As The Expert Marketing Coach, Debra Zimmer brings 25 years of
marketing experience to help you, the entrepreneur, to attract,
engage and convert your ideal customer. She lights the path through
the often cluttered, confusing and overwhelming world of internet
marketing to teach you how to create your own sustainable
marketing SYSTEM that creates LEVERAGE, frees your TIME and
increases your ROI.

Debra developed this expertise as a marketing executive at
Microsoft, where she attracted 700,000 customers into an online
community in 18 months. She then repeated the process for another
division by attracting 250,000 members in 10 months. From there
she founded an online retail business and used her system to grow it
to six figures and put it on autopilot for three years. She now
teaches this proprietary TRIBES marketing system to private clients
as well as to individuals and groups via teleclasses, home-study
products, group mentoring programmes, books and through public
speaking.
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Chapter 5: Retail Knows First

At the time the recession hit, | owned a multi-channel home
furnishings business; | was the founder and CEO. The company had
started as an internet business in 2001 and in the autumn of 2005
we expanded into a bricks-n-mortar retail storefront.

At first when we opened the storefront, our sales increased quickly
as people discovered us. Soon we showed only modest growth that
was below our targets. We were getting great feedback from the
community and everyone who walked in to the store “loved it”, but
no one was buying.

If at first you don’t succeed try and try again

To increase sales, we brought in new product lines and tried to
move older merchandise. We found that when furniture was deeply
discounted, it moved. But our lease had a clause saying that we
could not operate a discount outlet.

So we tried EVERYTHING; we added design services, held classes,
advertised, improved store signage, held promotions and events, did
direct mail pieces to new home buyers, hired better trained sales
people and so on. But nothing increased sales. We developed
relationships with interior designers and estate agents but to no
avail. | was racking my brain and couldn’t figure out for the life of me
why no one was buying.

Strengthen what is NOT broken

The saving grace had been our internet store which produced a
steady six figure revenue. Then in the summer of 2007, petrol prices
doubled, our shipping costs skyrocketed and our margins dropped.
Not a good thing. Our primary internet supplier started to slip on
delivery times from six weeks to 24. Our customers became angry
(and sometimes hostile) and our supplier began lying to us. | looked
into expanding our internet offerings to limit our vulnerability. The
problem was that the bleeding at the retail store required more of
my attention.

Look for and listen to the signs

My first clue that there was a more global issue came in early 2008
when one of my sales reps congratulated me on doing so well for
opening my store during the worst two years the industry had ever
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seen. He said they were losing accounts everywhere; that stores
were shutting down.

In the meantime, Colorado was leading the nation in foreclosure
rates. | thought it was concentrated to low income areas. | didn’t
know it was a national issue, let alone global. | wasn’t alone.

The 80/20 rule is wrong!

In business school | learned to analyse my business financials in
three ways: best case, worst case and most likely scenario. In the
worst case, you should calculate that 80% of the things can go
wrong 20% of the time. Well, they were wrong! EVERYTHING can go
wrong at once!

Do your research

The only thing we hadn’t tried was a different location. So that’s
what we did. After talking with other independent furniture stores in
the proposed new location AND hearing rave reviews about how
well they were doing - two out of three had just renewed their lease.
We switched locations in April 2008. We moved to a smaller space in
THE most upscale shopping district in the state. We lowered our rent
and reduced our payroll. These changes cut over 50% off our
expenses but it was already too late.

Diversify while you are strong

In May of 2008, the month we opened in our new location, our
supplier for our internet products raised prices by 15%. The result?
All sales CEASED! Our steady six figure sales dried up and we did not
see another penny of revenue from the internet for the next six
months.

Sometimes it’s beyond your control

April 2008 was the first month of the recession in the US but it
wasn’t official for months. By August the furniture shop across the
street from us said their clients had stop signing contracts. In
October the stock market crashed. Customers put their plans on
hold. The streets of the shopping district were empty.

By November, top architectural firms around the city were slicing
their staff by 50% or more. One even laid off all his staff and moved
his business into his home. There were rumours of architects
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standing on the street corner holding a sign and begging for work to
feed their family.

Life DOES go on
I remember sitting in the store and feeling completely

overwhelmed; it was like the world was crashing in around me and |
was losing everything. And then the light went on and for the first
time in three years | felt hope. | went home and joyfully told my
husband, who was unemployed at the time, “You know, the only
people who died during the great depression are the ones who killed
themselves. We still have each other. We have three beautiful,
healthy, wonderful kids. I've got everything | need. | don’t care if we
live in a tent. | have a great life.”

The new store never achieved any sales worthy of note. We closed
at the end of December 2008. We could not even sell our inventory
at clearance prices. There just weren’t any buyers in sight. Two out
of the three stores we had talked with, who had claimed strong
sales, closed shortly after us.

Watch the trending of the big guys

William Sonoma, owner of Pottery Barn, is one of the leading
publicly traded companies in home furnishings. At the time | opened
my store in August 2005, William Sonoma’s stock was trading at $40
per share. At the time | closed my store in December of 2008, their
stock was trading at $7.85. Had | thought to track their revenues at
the time, | may have shut down sooner. Needless to say, | didn’t
have the deep pockets to weather the storm. Sometimes it’s best to
stop.

Learn how to quit
Going into business | knew that | should put a floor as to how much

time and money | was willing to invest before pulling the plug. But
three things happened: firstly | was emotionally attached, this was
my baby; secondly | was humiliated to fail and so | hung on; thirdly |
didn’t know how to stop - no one had taught me how to shut down a
failing business.

Watch the growth of the industry

Nine months after we closed the business, | had dinner with a friend,
a successful venture capitalist, who made a comment which | will
never forget. He said “the number one thing that determines how
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successful a business will be is the growth of the overall industry”.

Have aplan B
After shutting down the store, | regrouped. | looked at what had

drawn me into the home furnishings business and what | had most
enjoyed. Then | designed a new business that maximised my
strengths and minimised my weaknesses. | began to share my
internet marketing expertise with other entrepreneurs to help them
grow their business.

The architects and designers | know weren’t so fortunate. Many are
still unemployed, their skills not transferable beyond their industry.
Those that do have jobs saw their pay checks slashed.

Develop a functional expertise that can transfer across industries.
Have a skill you can fall back on.

Retail knows first

In closing, if you want to know what’s happening in the economy,
ask a retailer. They know three to four MONTHS ahead of the
government what’s happening at the consumer level. They are the
pulse of the consumer. You want to know? Ask a retailer.
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Experience: Over 25 years of experience in business
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Email: tito.nath@btinternet.com

Contact Number:  +44 (0) 7941511520

In a career spanning over 25 years, Tito Nath is a unique personality
in the world of business consultancy having started his career as a
Lawyer. His background and qualifications have enabled him to
assist numerous organisations, from large, prestigious groups to
small independent companies, to both prosper and grow;
predominately in the hair and beauty sector. Tito has also
contributed various articles for many trade magazines aimed at
assisting business owners to realise their goals and objectives.
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Chapter 6: A Positive Approach to Recession

Owning, managing and operating a business has become an
entrepreneurial challenge. My passion is for assisting business
owners identify the opportunities, exploit the windfall profits and
ultimately realise their vision for the business.

A highly renowned salon | have worked with over the past two years
has been able to steer its business through the battered economy
and to increase turnover from £1.6 million to £2.2million. | am
confident that this is just the tip of the iceberg with regards to
realising the full potential of this organisation.

There are some businesses that succumb to negative conditions,
while most simply develop the ability to ‘adapt, survive and thrive’ in
the downturn. You need the right outlook and being optimistic
during tough economic times is a learned business skill.

Personally, having experienced the ups and downs of the business
world over the last 30 years, | think economic recession can be a
good thing. Recessions can help to weed out the sub standard
enterprises in otherwise overcrowded market sectors.

Companies that just don’t ‘get it’ will be superseded by companies
that do. Having the benefit of history is a wonderful thing and it tells
us that recessions are temporary conditions. At some point the
economy will start growing faster again. Meanwhile, consumers
continue to spend and businesses continue to do business, even
during recessions.

In my experience, whilst the recession poses obstacles and
challenges for every business, it can also offer some areas of gain.

Firstly, you need to avoid getting caught up in the orgy of doom and
gloom caused primarily by the media’s obsession with the recession;
they can turn a bit of negativity into a mountain of pessimism and
it's easy to get sucked into that paranoia.

In view of this, it becomes understandable that some businesses
succumb to knee jerk reactions and start making indiscriminate
cutbacks if sales begin to slow down. The more we get absorbed by
the recession, the more it becomes a reality. For example, slashing
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expenditure on business essentials such as marketing will inevitably
result in a sharp slowdown in sales and an economic downturn will
become a self fulfilling prophecy.

The first lesson to be learnt is that opportunities present themselves
during a recession. | know this sounds counter-intuitive and if you
are a sceptic then you only need to consider that IBM was born
during the long depression (1873 -1896), Proctor and Gamble was
founded during the panic of 1837 and FedEx came into being during
the oil crisis of 1973...and these are but a few of the success stories.
Below are just some of the key lessons | have learnt from working
with high street retail businesses predominantly in the hair and
beauty sector.

Be prepared to take action and don’t just go with the flow of a
recession. In tough times you can only grow to the degree you are
prepared to embrace new ideas and new approaches. It is a key
process to identify changes in psychology and behaviour in your
clientele.

They may be spending less or using your business less frequently. If
you are in touch with your customers, you will be aware of
differences in buying habits. There are always some aspects of your
revenues that are more resilient in economic downturns and you
may need to focus on growing these profit centres by demonstrating
how you offer greater value than your competitors.

Also identify new products or services that are complementary to
your business. Even in recessions there will be innovation,
development and new trends in your business sector. You need to
be alert and investigate all new potential growth areas. Small
diversifications may expand your appeal to a different audience,
providing you with an opportunity to be a major player and to be
the first to exploit these niche markets.

In a slow down, one of the first places many business cut down on is
expenditure in advertising/marketing. It may be appropriate to rein
in your spending on areas that are not adding value to your bottom
line but don’t stop advertising!

All businesses are reliant on their strategies and philosophies for
creating clients/customers. During economic hard times, robust
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businesses increase their focus on both existing and new business
generating activities. Bear in mind a recession can also open up
access to some powerful advertising methods that would otherwise
be unavailable or unaffordable to small businesses during buoyant
times.

Form stronger alliances with your vendors. Work and manage your
relationships with all your suppliers; in negative market conditions
suppliers become even more dependent on your business which can
give rise to huge opportunities to leverage better deals and
favourable trading terms, as well as a stronger partnership. This will
particularly become apparent if you can demonstrate you are better
at weathering the market conditions than others.

There is also no harm doing your homework and dropping the name
and trading terms on offer from the competition. Should you decide
to switch suppliers this will help to optimise your position of
strength; secure every discount or benefit you possibly can with
every supplier, however small.

Rent reviews and lease negotiations in recessions can also work in
your favour as a tenant. During economic boom, demand can cause
rents to escalate out of control and have been known to cause the
demise of many otherwise successful businesses.

Conversely during a downturn, occupiers can find it easier to argue
that there has been a drop in rental values. In fear of having another
empty unit as well as empty rates liability, landlords are more willing
to forgo rental increases.

For example a rent review in 2004 could give rise to an increase in
rental of 30% plus whilst a review in 2009 may only result in a
nominal or zero increase. During this recession many tenants have
successfully appealed for rental concessions and lease re-gears have
offered a recessionary solution assisting occupiers to reduce rental
cost.

Capitalise on the skill availability of the labour market. In economic
boom recruitment can be challenging as demand for staff with
experience and skills are at their highest. During this recession there
has been an abundance of highly skilled individuals and this is
apparent from the large number of applicants per vacancy.

33



Series One: Lessons Learned From The Recession

There is opportunity to secure high calibre personnel at competitive
salaries and generally bring down the overall cost of payroll. It may
also be more cost effective to bring some roles in-house and engage
new full time employees instead of using expensive contractor
services in many areas from cleaning/maintenance through to public
relations.

For example, using an external PR agency at the cost of £36,000 per
annum could be replaced by an in-house PR and marketing manger
on a salary in the region of £22,000.

Finally, remember that everything you think and dwell on will
become reality whether negative or positive, so staying optimistic,
focused and taking action during challenging business times will
manifest itself in financial gain.
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Christopher Lundie
Growing a Future-Proof Business during a Global Downturn

Current Position:  Founder and Managing Director of Covert

Group
Qualifications: HNC Distribution Management with Retail
Email: chris@covertgroup.co.uk
Linkedin: http://uk.linkedin.com/pub/chris-
lundie/0/991/72
Twitter: www.twitter.com/covertchris
Website: www.covertgroup.co.uk

Contact Number:  +44 (0) 1382 819990

Chris was born in Dundee on the East Coast of Scotland. Educated at
Dundee College, Chris went on to work with WM Low Supermarkets
progressing from Trolley Collector to Branch Manager. Chris
continued his retail career with Safeway and John Menzies before
changing direction completely in 1998 and moved into Facilities
Management with the NHS in Dundee and London.

In 2001, Chris decided to set up his own Security Guarding Company,
Covert, signing his first client — The Royal and Ancient Golf Club in St
Andrews. Since then the company has gone from one part-time
employee to almost 50 across Scotland with a turnover in excess of
£3million. Chris also diversified into Contract Cleaning in 2004 and
acquired his two main competitors in 2005. The latest additions to
the Covert Group include a Cleaning Supplies division as well as an
online Luxury Scarves business.

Chris is proud to be the President of Dundee and Angus Chamber of

Commerce as well as Vice Chair of the Dundee United FC Business
Club.
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Series One: Lessons Learned From The Recession

Chapter 7: Growing a Future-Proof Business during
a Global Downturn

| set up my business, Covert Group, which provides Security
Guarding and Contract Cleaning services, in 2001. The company has
grown over the years organically and without debt. When the
economic downturn began in 2008, we had a turnover of £2.6m and
45 employees. As a result of the recession, our main competitors
started to close their local branches and centralise efforts from
Glasgow and Edinburgh.

By early 2009, Covert Group had turnover of £3m with 50
employees. | suppose that | noticed the recession biting when so
many of our competitors were offering services at levels at break
even prices or cost plus 2%. Not a sustainable business model as
most people would agree.

One of our founding principles is to never compete solely on price or
to enter a bidding war. We have excellent relationships with our
clients and we work with them in order to achieve a proper win-win
situation. For example, some clients get better deals or packages if
they chose to pre-pay or pay on invoice by BACS within seven days.

When attracting new business, we no longer offer the usual
extended credit terms like 30, 60 or 90 days. Instead we accept
credit card payments as well as payments by PayPal online which
has really helped us achieve good financial liquidity at a time when
so many others are failing. The main aim of analysing payment
options and reducing credit terms was to future proof the company;
it is important to keep in mind at all times this is not a lifestyle
business and has a responsibility to look after all team members and
customers equally.

Being pro-active is an absolute must!

We are always looking to add value to everything that we do. Long
gone are the days of security personnel just sitting at a desk
watching CCTV monitors and doing random foot patrols. Nine of our
customers in the manufacturing sector benefit from our personnel
undertaking many additional duties; our officers are the nominated
first aiders, fire marshals, risk assessors and health and safety co-
ordinators. All nine of these clients have realised savings of at least
£20k per year each just by the value we have added to our service
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offering.

For us the benefits from these arrangements have included
improved productivity, sickness levels down by 6% and improved
personnel retention because they are receiving regular training. We
have also retained 100% of all clients who we are working with in
partnership as we are pretty much seen to be integral to the day to
day processes of their business.

The clients have been able to ‘free up’ their own personnel to get on
with running their own departments and allow our dedicated teams
to look after the safety and care of their operations.

Towards the end of 2010 we faced two challenges that we were not
prepared for: terrible weather and no postal deliveries for almost
two weeks. Many of our services could not be delivered due to
weather conditions, which meant we had people paid to stay at
home whilst the client wasn’t charged. Some of our team did
voluntarily walk over 15 miles each way to get to work which does
say a lot about the ethos of our company.

The mail delivery failure hindered some of our longer-standing
clients’ payments by cheque, which caused some minor panic during
the winter months. The lessons learned were that no matter what
you prepare for, there will be more challenges ahead and it is how
you deal with these that will put you and your business in good
shape in the future.

Talking about the future and the next 10 to 20 years, | feel it is most
important that we communicate to our team when we are achieving
results and when we are facing challenges. It truly amazes me how
many of our people take ownership and are willing to assist. Be
transparent and honest at all times.

Despite our turnover reducing last year by 24%, we have gradually
made changes to the business and how we operate. Changes have
been made one at a time and people have been included and
consulted along the way about the benefits of doing so. As | write
this, we have successfully converted £2.5m of new sales which had
been in our pipeline.
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By working so closely with our customers and our team members we
have achieved the following results:

e 2011 - 65% of clients purchase both services from us
(Security and Cleaning). In 2008, 20% of clients contracted
us for both

e  We have managed to increase our average sale by 18%

e Our number of transactions is up 47% from 210 per month
in 2008 to 308 per month in 2011.

These results have been achieved by thinking smarter and working
closely with all of our customers and team members.

In summary my SEVEN top tips to businesses wishing to grow and
future-proof during tougher times:

1. Listen, listen and listen again to customers’ changing needs and
demands, don’t be frightened to change what you do and how you
do it.

2. Monitor and evaluate your key competitors at least twice a year.

3. Stop worrying about the impact of your decisions and get on with
implementing actions!

4. Never, ever sell on price; always look to add value, features and
benefits.

5. Offer alternative payment terms and get money into the business
ASAP in order to safeguard cash flow.

6. Most of the changes that you are forced to make during the
recession WILL strengthen the business for the future.

7. Give back to your local communities by donating time, services or

resources. You and your team will feel absolutely great when you all
do it. Good ethics equals good business.
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Andy Gooday . A
How to Achieve More in Less Time

Current Position:  Author & Managing Director of Marcatus
Qualifications: Certified NLP Coach — The Coaching Academy
NLP Practitioner - ANLP
The Complete Negotiator — The Gap
Partnership
Accredited Practitioner — FACET 5 Psychometric

Tool
Experience: 15 years working in sports and fashion brand
management
Email: ag@Marcatus.co.uk
Linkedin: http://uk.linkedin.com/in/andygooday
Twitter: www.twitter.com/MarcatusHg
Website: www.MarcatusHg.com

Contact Number:  +44 (0) 207 193 1275

Andy Gooday is the Founder of MarcatusHg.com, an online software
application, that makes it simple for Small Business Owners to set-
up and manage their email and print marketing.

After 15 years in Corporate Brand Management Andy has wasted no
time! MarcatusHg.com is the second successful business he has
founded during the recession, as well as finding time to author two
books: Get Well Connected and Inbox Gold.

He is passionate about business, entrepreneurship, personal
development, sushi and most sports (especially snowboarding, but
not cricket).
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Series One: Lessons Learned From The Recession

Chapter 8: How to Achieve More in Less Time

They say that businesses started during a recession go on to great
things. I'm not sure who the ‘they’ are that originally made the
statement. Having started two businesses in the last four years, | am
not convinced ‘they’ are correct. In all probability this statistic has
been twisted (like so many are) and does not take into account the
businesses that have fallen by the wayside.

For all the opportunities that this recession has presented there
have been an equal number of barriers. Many conversations have
been opened with prospective clients simply because ‘The Boss’ has
issued instructions to do things differently.

Conversely, many good ideas have been shelved because banks and
investors have cut back on their lending to small businesses. Given
the importance of the SME community in the economic recovery,
perhaps the swing has been too far?

One thing is certain though: the owners and management in the
businesses that are currently flying along, have exactly the same
amount of time as those running failing businesses.

This topic has fascinated me for some time. What do the highly
successful people do differently with their time? How can it be that
two people with similar resources, skills and experience can get such
wildly different results?

The two businesses | launched bring me into contact with two
distinct groups of high achievers: senior management from some of
the largest brands in the world and owners of some of the UK’s most
dynamic and success-focused SMEs.

If you are to make a success of your own business, then first you
must master the effective use of your time.

These are the lessons | learned from observing the high achievers in
these groups.

Planning

Many entrepreneurs suffer from what | have nicknamed ‘magpie
syndrome’ — the uncontrollable excitement, enthusiasm and passion
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for the latest ‘shiny thing’. Unfortunately this often comes at the
expense of other important things.

| read somewhere once that the achievement of long-term success is
simply the achievement of a long series of smaller successes. These
are the habits | formed to ensure | constantly moved forward in the
right direction.

Annually
Take a day to review where you are and to write a plan for the
coming year. Ask yourself these questions:

e  Where do | want the business to be in three years and
thus, what are the milestones | need to achieve in the next
year?

e  What tools and resources do | need in the next year? (Are
they realistic?)

e Have | got the right suppliers and outsourcers? (If not,
change them)

Quarterly
Book out half a day with no chance of interruption. Plan in detail the
objectives you need in order to achieve your annual milestones.

Fortnightly
Every other Friday take an hour or two to review the achievement of
your quarterly objectives.

e  How are you progressing against them?

e  What needs to be done in the next fortnight?

Daily

Take 20 minutes to review your day before going home and plan
tomorrow. If you plan to delegate something, then delegate it
before that person has started planning their time — that way they
will be more effective, which should ultimately mean that you spend
less time following up on them.

Employ Technology
Very often technology can actually erode the time you have rather
than make you more efficient.

Basecamp - http://basecamphg.com/
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Basecamp is an online project management and collaboration tool.
It means we can keep everything relating to a project in one place. It
delivers messages to your email inbox and captures your replies in a
‘timeline’. Not only does it make the management of projects much
easier but it also cuts down on the time spent looking for a
particular message or file. Its beauty is its simplicity, which is why
they already have millions of users.

Kashflow — http://www.kashflow.com/

Kashflow is an online accounts software package; nothing too
revolutionary about that you might think. Mostly you're right, after
all it does pretty much the same functions as all its competitors.
However, the success of Kashflow is not that it changes the way you
do your core accounts; what it does, is change the way that you do
the surrounding activities. For example, you can access your
company accounts straight from your iPhone or take a photo of a
receipt when you purchase something and have it entered into the
books right there and then. Small things that can make a big
difference.

Dropbox — http://www.dropbox.com/

I’'m not sure there are many businesses these days that don’t share
files and documents or send them via email at some point. Dropbox
is an online ‘my documents’ with some nifty features. In short, once
registered and connected, members have a local copy on their PC
which constantly syncs with the online version. Quite cleverly it
allows multiple users to share, update and collaborate documents,
as well as send links to non-members to download large files.
Accessible from any PC via their website or via their iPhone app, it
means you can always access any document you need with just a
few key strokes.

Outsourcin
Outsourcing has been around for a long time, however because of

recent improvements in technology like broadband and Skype, it has
become much easier to outsource pretty much anything.

As well as the benefit of giving you extra time, outsourcing can
provide other benefits:
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e Tasks can be completed while you sleep by utilising
services in other time zones (China and India are major
players in the outsourcing market).

e  Expertise can be obtained through an ‘auction’ process,
meaning you will obtain a fair price. Services like
Elance.com provide payment schemes that protect you
from scam artists as well as ensuring you achieve the
quality of work you need.

You will find plenty of different outsourcing providers on the
internet. | like and use these providers:

AlldayPA - http://www.alldaypa.com/

Elance - http://www.elance.com/

One of the most important considerations when planning to
outsource a task is understanding the cost of outsourcing versus the
cost of your time to complete the task. One business contact of mine
outsources his email management. Many people would argue that
this would be impossible. However, after some careful planning and
devising some rules they have a ‘system’ and my contact answers
just a handful of emails each day while his PA handles the rest.

Self- management
Take some time to consider these questions:

What things do you do that really excite you?
Schedule time to do these regularly
What things do you really hate doing?
Could other people do these better than you (very likely if you
dislike it) and would they cost less? If so then outsource.
When are you at your best?
Schedule your toughest tasks for this time; try to work in
‘bursts’ of 90 minutes before changing tasks
What things do you do that don’t contribute to the achievement of
your objectives?
Stop doing them.
What things do you need to do but are putting off?
Commit to a timescale for resolving them, diarise the deadline
and focus on the critical things.
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Get maximum value from meetings
After every meeting ask yourself:
How relevant was the information in this meeting?
How will this help your future work?
Ditch any meeting with unsatisfactory scores

What Next?

It has been my experience that making changes to your routine is
best done a little bit at a time. So resist the temptation to change a
bunch of stuff at once, you’ll end up with more to do not less.

Remember, major success is nothing more than a long series of

smaller successes. If you strive for one success everyday then you’ll
make it!
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Helen Reynolds
Kicking a Downturn into an Upturn

Current Position:  Managing Director of HB RIDA

Qualifications: HND in Business and Finance

Experience: 17 yrs in Business and Recruitment

Email: Helen@hbrida.com

Linkedin: http://uk.linkedin.com/in/helenreynoldsl
Twitter: www.twitter.com/helenreynolds
Website: www.hbrida.com

Contact Number:  +44 (0) 203 086 9677

Helen Reynolds heads up HB RIDA, a private equity vehicle which
provides support to fledging and established recruitment businesses
through a unique set of development define programmes which
assist owners to grow and develop their own firms.

A business coach and entrepreneur, she has worked at all levels in
the recruitment industry from Consultant to Director. Before setting
up HB RIDA, she was acting CEO of the REC and also held the post of
Executive Director of RITE, the business support arm of the REC.

Helen has provided invaluable support and guidance to fledling and
established recruitment businesses and has successfully mentored
well over 100 agencies, her passion for the industry and SMEs is
highly recorded. A known spokesperson and commentator for the
industry, Helen is a respected leader.

Helen resides on the South Coast of England and is married with two
sons.
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Chapter 9: Kicking a Downturn into an Upturn

Whilst most were sitting evaluating their businesses and the difficult
decisions that they were going to have to make as the recession
kicked off in 2008, my experiences were different.

Why?

Because | was, in fact, just starting my company HB RIDA
(www.hbrida.com). The financial squeeze that was affecting the
recruitment sector had consumed my every waking moment with
contacts asking for advice on how they could continue trading and
what they needed to do to survive.

At the beginning of 2008 the recruitment sector had around 25,000
recruitment agencies and was an industry worth over £30 billion.
The recession hit several sectors quicker than others — construction
for example. Naturally, this would be one of the first sectors to be
affected due to the lack of lending by the banks, a freeze on new
build and a whole host of development projects being put on hold.

The result? A major downturn for the labour supply market.

Having seen that it was not only SMEs but also large entities that
were in difficulty, | decided to launch a business that not only
provided business advice and support, but also provided a venture
capital fund specifically for the recruitment sector and more
importantly, specifically for SMEs. Some might say that | was crazy
to launch a business during this time and to leverage my assets to
create a fund. However, | have always said that all business is a risk
but a calculated risk is always worth taking. You may ask why | chose
to concentrate on what was probably the most vulnerable segment
of the marketplace: SMEs. Well, it’s SMEs that make up over 90% of
the recruitment sector and they were in dire need of help.

Lift Off

On the 6th April 2009, | launched HB RIDA with my business partner
James Caan. During our first quarter the levels of enquiries were
more than expected and what we experienced and learnt during this
time is priceless.

46


http://www.hbrida.com/

Business Leaders Book Club

Regardless of whether you are a multinational or a local high street
business, | truly believe that my following insights must be
considered.

The recession, or indeed any quiet period of trading, is not the time
to sit and reflect on what changes you need to make. You should be
doing this on a monthly basis. | met with many owners during this
‘dark time” who said:

“I need to make cuts and of course my first cuts are going to be on
non performing staff.”

What none of them had asked themselves is why they were
employing non performing staff in the first place!

Lesson 1 — Who Makes You Money?

Evaluate all areas of your staffing on a monthly basis. This does not
mean that you need to become Big Brother, constantly breathing
down their necks to see what they are up to, but you do need to find
a mechanism to track efficiency.

Something | run all our businesses by, is a pay out rate and this can
be applied to any sales led business. A pay out rate is the ratio of
sales generation to the costs of the employee. Costs are defined as
salary, statutory contributions and other costs linked to the
employee such as expenses etc. If the percentage ratio is greater
than 40%, then that employee is not adding any value to your
business. Less than 40% and you are making sufficient money to
cover their costs and make some profit. There is no point in
employing sales people who ultimately cost you money!

Lesson 2 — Know Your Staff

At HB RIDA we always perform Business Health Checks on our
portfolio companies. These health checks measure many aspects of
business such as operations, brand and finances. One area which
never fails to surprise is around staff evaluation. Many employees
never get the opportunity to truly express their thoughts on the
company, their boss and their colleagues.

We produce an online questionnaire, which is completely
anonymous. We ask questions such as how do they rate their
relationship with their boss/colleagues? Do they feel rewarded?
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How would they like to be rewarded? Nine times out of ten,
regardless of how much the business owners profess that they have
a very open door, we pick up on some very serious areas of
complaint.

What is the biggest complaint? Well it’s not feeling valued or part of
a team, not being listened to and not being rewarded through non-
financial means.

Know what the motivators are

Whilst people - and certainly sales people - are motivated by money,
the majority of us are always motivated by something else. That
something is normally as simple as saying “Thank you” or “Well
Done”, being taken to lunch or winning an ‘Employee of the Month’
award. In an era where email and social media rule, | chose to go
back to basics. | remember, as a junior, being sent handwritten
notes and cards by my boss. These would be short messages giving
guidance and praise. | have treasured those notes to this day. They
made me feel special and valued. | now send the same sort of notes
to my staff and my portfolio companies. It's amazing how something
so simple can make a huge difference to moral and personal
motivation.

Lesson 3 — Broaden Your Outlook

You may think that during the recession all business owners should
spend all their time working on and in their business. Whilst this is a
business basic, it’s how you do this that makes the difference.

| always spend at least one day per week networking and meeting
with people. Whilst this may not bring instant results, it does enable
me to promote myself, my brand, and gain me a reputation for
being approachable, someone who is happy to give impartial advice
and connect people who | felt would benefit from each other. This
time not only serves a purpose for creating a pipeline of business
opportunities, but has also gained me the reputation for being one
of the best-connected people in the industry.

Creating a brand for yourself, as well as your business, is essential,
especially as an SME. A word of warning though; you must keep
these in balance. If you are looking to one day exit your business,
those built on solely a personal brand are often discounted in value.
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Becoming an insular business owner is dangerous. Every time you
meet someone, your business benefits. You learn more about what’s
going on in the wider business world, different approaches and
views to industry. Get out there and talk to people.

Lesson 4 — Haggle!

All people like to feel they have had a good deal and | am certainly
one of them, but what makes a good deal? | do find that the UK is
terribly ‘British’ when it comes to negotiating. The recession was a
time when we all wanted to ensure we had got the very best deal
for our money and really stretched that pound as far as we possibly
could. But what many failed to do was to look at the long term.

A good deal is not only financially based. Most people discount in
the traditional way, dropping in units of ten. But negotiation is not
always about an initial discount. | restructured many supplier
agreements including financial arrangements during the recession
(yes | was ‘that’ person who managed to get a good financial deal
during that period). | agreed to still pay people full price, but
negotiated a discount on the amount of money spent with suppliers
over a period of time, working on a ratchet system.

| negotiated better terms of supply, customer service and delivery
over fixed periods of time, often with me as the sole consumer. Why
would | do this? Well | knew at some point we would come out of
the recession, we couldn’t stay in it forever. When we did, | would
have all the resources and suppliers around me, with many locked in
to supply to me only. The result would be my competitors struggling
to gain this quality of service.

| have implemented all of the above, along with many other things,
in all the businesses | have invested in during the past 18 months.
The effect? Well each of my businesses have doubled in size during
this time. They have all doubled their staff and opened at least two
new locations each. Most importantly, they have increased their
bottom line.

And what of HB RIDA? Well, in total we have invested in ten
businesses, a mix of online and traditional organisations. We have
amassed an EBIT of some £4 million, meaning an enterprise value of
over £30 million. Not bad for a business 18 months old.
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And finally....
My biggest lesson learnt from the recession?

Believe in yourself. | had no doubt that | would succeed. | was aware
of my own abilities, my strengths and my weaknesses. | ensured |
surrounded myself with colleagues and staff with complementary
skill sets. It's no good if we are all good at sales but useless at
finance! | continued to learn, engage in personal development and
read a lot. | learnt from others’ mistakes and researched wherever |
could. | started this chapter by saying business is a risk and it is, but
a calculated one is worth taking. We’re living proof of that!
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Richard White
It Wasn’t the Best Time to Launch a Magazine...

Current Position:  Joint Managing Director of Maybe Magazine

Email: richard@maybemagazine.com
Twitter: www.twitter.com/MaybeMag
Website: www.maybemagazine.com

Contact Number:  +44 (0) 7817 218442

A freelance sales consultant, project manager, evaluator, trainer and
business consultant. A director of a social enterprise and of a
consultancy business. 24 years in engineering, management and
sales with BT, Xerox and Cable & Wireless.

An enthusiastic, hardworking and successful professional with much
success within the public and private sectors; bidding for, winning,
managing and evaluating large projects. Significant consultancy
experience includes Business Process Reengineering, service
operations management, IT strategy, engineering and
manufacturing sector training solutions and third sector
development.
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Chapter 10: It Wasn’t the Best Time to Launch a Magazine...

Maybe Magazine is a free, quarterly lifestyle and business magazine,
distributed in Milton Keynes and North Buckinghamshire to 32,000
ABC1 readers. It sells commercial advertising space and as a Social
Enterprise, attracts grants and public sector funding to help
disadvantaged people learn and apply new skills in media.

Introduction to key lessons

In April 2008, after almost a year of detailed planning, we started
trading. It is now somewhat of an understatement to label 2008 as a
less than ideal year to launch a new business, particularly a new
regional magazine in an already saturated market. Of course, as that
year drew to an end, very few people in business knew how difficult
things would become over the next two years.

Lesson 1

Cost reduction opportunities should, theoretically, be less in a well
planned start-up. After all, if the management has spent 12 months
researching the marketplace and setting up properly, as it should
have done, then how much opportunity is there really?

There are two answers to this: the willingness of many suppliers to
reduce their margins in order to retain their customers, and the
courage and motivation that these adverse conditions give
management which forces them to look long and hard at their own
cost base.

In a growing company, it is often just as easy to add to bottom line
profitability by saving cost as it is gaining a new customer. Just make
sure you do both, all the time.

We managed to halve our costs simply because we had to and
because it could be done. Each business process was analysed and
suppliers negotiated with. Sales associates were moved on to a
more commission-focused structure. Every contract renewal gave us
the upper hand to renegotiate rates. We joined the Bartercard
trading network which enabled us to sell unsold advertising space at
full price (something we have rarely achieved in the cash economy)
and buy many services in return, saving valuable cash.
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Lesson 2

There are two advantages of launching a new business during a
recession. The first is that the business (if it is viable) can only grow,
even if the market it operates in is shrinking. This has a motivational
effect on management and staff and protects against distracting and
destructive thinking that many established players are consumed
with as they try to protect themselves from the inevitable threats to
their own businesses.

The second advantage is that the casualties of the recession are not
just one’s competitors, but their customers who begin perhaps to
suffer poor customer service and even complete failure as their
suppliers begin to implode. So even in a shrinking market, there are
opportunities to attract the disaffected customers of one’s
competitors.

Lesson 3

Unique Selling Points come sharply into focus during a recession.
The extra value that you claim, can be delivered to your customers,
the improved ROI and above all, your uniqueness and the edge that
that could bring to your customers will be examined in detail over
and over again by prospects.

Their buying criteria will have hardened and may well include the
need to address the failings of the current or previous supplier -
failing that, as discussed above, it could well be due to the shrinking
or consolidating actions of those competitors.

Our USP is as unique today as it was when we launched the
business. As a Social Enterprise, we attract grant and public sector
funds to train disadvantaged people (mainly unemployed) in media.
We run workshops and work experience programmes in Journalism,
Photography and Graphic Design and use these opportunities to
build the articles for our magazine.

We are now training in excess of 150 people each year and some
70% of our magazine is created with the help and input of many
disadvantaged people. During a recession, when many people are
losing their jobs and seeking new opportunities to train, this remains
a compelling proposition to individuals, funders and larger
corporations with a genuine interest in Corporate Social
Responsibility.
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Summary

In Year 1 our business made a £53k loss. We moved into profit in
Year 2 and we are on track to deliver good profits in Year 3. Our
costs are still half what they were at start up.

We have survived and we are growing. We have lots of goodwill
from all sorts of people because we are, truly, an ethical business
that has made, and will continue to make, a difference to many
people’s confidence and prospects.

We now employ six people who we originally met through our
media training programme. We push hard on both the commercial
and social sides of our business and we are well placed to capture
much more of the corporate CSR budget. We are also well
positioned to capitalise on any growth in the economy and any
tangible shift of public sector funds towards the third sector. Had we
set up as a purely commercial organisation, then it is probable that
we would have failed wvery quickly. Having uniqueness,
demonstrating leadership and delivering value is surely the answer
for us all.
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What a Great Sport this Game of Business is...I Love it!!

Current Position:  Managing Director of the multi-award winning
web company Optimum Fitness Software

Qualifications: BSc (Hons) Human Health and Sport Science

Email: shodson@ofsoftware.biz

Linkedin: http://uk.linkedin.com/in/shodson

Twitter: www.twitter.com/OFSoftware

Facebook: www.facebook.com/OFSoftware

Website: www.OFSoftware.biz

Links to www.FitnessBusinessSuccess.com

Other Works: www.PerfectFitnessWebsite.com/killertechniq
ues

Contact Number:  +44 (0) 1634 883 444

Scott Hodson is the Managing Director of a multi-award winning
web company which guarantees to increase web leads, conversions
and sales for ambitious businesses in the health, sport and leisure
industry.

He started the company after seeing an opportunity to monopolise
an industry which could benefit from innovative online technologies.
Some entrepreneurs would have seen that operating in a
technophobic market would make the proposition too risky....well
not Scott! He saw it as a great challenge where the risks would be
replaced with high rewards.

He believes that sport and enterprise are very closely resembled

with discipline, a good work ethic, training, innovation and fun, all
being key elements to success.
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Series One: Lessons Learned From The Recession

Chapter 11: What a Great Sport This Game of Business is...I Love it!

Before | explain the strategies | adopted to survive the recession, |
feel | need to explain my background and how it has equipped me
with the ability to take on the great challenge of building a
successful business. | come from a sporting background and have
been fortunate enough to play rugby union for England at University
level, play senior county standard and earn over 100 national league
caps.

“Play with the long game in mind whilst working the short game”
Mr James Hodson - Father and Rugby Coach from U6’s to U17’s

Without the innate desire to thrive on challenges and welcome the
times when you are thrown out of your comfort zone and thrust into
the big match scenario, | don’t believe | would have been able to
take The Big Recession!

| naturally find myself in leadership roles and describe my style as a
‘point leader’; the guy who is at the front, leading by example and
encouraging other players to put everything into winning.

So who will win the ultimate competition? My business or the
downturn?

My business was the underdog...we were a novice company which
was under funded, under staffed and under prepared for the big
showdown.

This became my next biggest challenge...It was my Olympic Final, my
Ali Vs Frasier, my United Vs City, my Ashes series and my Grand Slam
decider against the French in Paris...all rolled up into one! | needed
to have the performance of my life to win!

“Big game players perform in big games”
Mr. Ray Hennessey — Ex London Irish Rugby Star and my coach at
University

Who is winning?

Pre-recession | was the owner of an award winning web and
software business, developing innovative and robust solutions for a
technophobic health and fitness industry and | relished in the
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challenge of running this business every day. | was very cock sure
and arrogant about the way | was leading my business...

My life consisted of 60+ hours a week, going from one project to the
next. Sane people from the outside looking in would call it stressful
and frantic but | was surviving in a growing market, riding the good
times and achieving a short term win.

To be brutally honest it wasn’t sustainable and referring back to
what my father taught me, | knew | had to do something about it
and prepare for the long game.

Then the laws of the game changed!

The recession hit. Existing clients that used to be great payers,
started to pay late (if at all). New clients wanted to pay less and
were more expensive to get. Less money was coming into the
industry via the public sector which affected the whole supply chain
and the opportunities for good business became harder to find.

Thankfully, as a small technology business we were flexible enough
to be able to react quickly to this and adopt a different game plan to
stand toe to toe with a heavyweight economic downturn.

“It’s the battles that we remember that help us to win the war”
Mr Jay King — Captain of Ealing Trailfinders Rugby Football Club

So whilst we dealt with the immediate risk of dodgy cash flow we
had to start training the business to survive for the future.

Myself and my Technical Director, lan Rumsey, decided we had to do
three key things to increase the chances to still be standing in the
twelfth round and go on to become champions of the world:

1. Surround yourself with the best people

2. Become more productive and profitable

3. Innovate

Surround yourself with the best people

Business can be a very lonely place and sometimes you are left
stranded not quite knowing what decision is the right one. The
business and | have always sought mentorship from more
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experienced business people who have been there and done that,
which | think is a must for any SME.

This section of the chapter will pay homage to my willing and
relentless staff. Without their hard work and technical skills my
business wouldn’t have survived and | wouldn’t be writing this.
Whilst | can provide the energy and resilience to lead the business |
am nothing without my team. The whole business works because of
the different skills each of my team brings to the game and without
the best guys around me | couldn’t be a high achiever.

But what happens when you can clearly see that you need up skilling
in a certain element of your performance or the business is lacking a
skill set totally?

The life blood of any business is sales and marketing and pre-
recession | would have graded my business as very average in this
field, but due to the reasons mentioned above we survived pre-
recession...but now we needed to get very good at it and very
quickly!

I am always hesitant in hiring-in renegades to add to my awesome
team. The risk of bringing in an ‘experienced sales manager’ seemed
too high to me, especially as they could easily leave and go and work
for a ‘Premiership Team’. | want to surround myself with people
who want to be here for the right reasons, not for cash only.

The cash flow situation wouldn’t allow me to hire in the calibre of
candidate we would have needed to solve our sales and marketing
skills so we had to learn them ourselves. This also has an additional
benefit of providing me with the essential sales and marketing skills
that would equip me for the future no matter what (even if we
didn’t survive the downturn).

| invested my time and money surrounding myself with the top
business, sales and marketing experts and started to transfer their
skills into my business. This provided me with an unbeatable support
team and the ‘back room staff’ to work on the weaknesses of the
business.

Together we identified that the business needed to differentiate
itself and put in low cost lead generating systems to grow my sales
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pipeline. A defining moment in time was transforming my value
proposition from a ‘specialist web company for the health, sport and
leisure industry’ to ‘an award-winning web company which
guarantees to increase web leads, conversions and sales for health
and fitness businesses’. This proved very successful and provided us
with the sustainability we needed to continue to play the game.

This one principle of surrounding yourself with the best people in
sales and marketing certainly paid off as, when we launched with
the low cost lead generating system, we achieved 340 highly
qualified leads in just three days, over 300% more than the whole of
the previous year.

Become more productive and profitable

As the market place got harder and more ruthless we had to get
leaner and meaner. We had to develop new systems and processes
to be able to compete in a newer harsher environment.

The easiest (and wrong) thing to do here, would have been to carry
on as normal and continue with working at a frantic pace to get
through the workload just to keep the conveyor belt going; but we
decided to take a little harder route. We took the decision to
actively put down the tools regularly, take a step back from the
pressure cauldron and look at the business in a subjective and
productive manner.

The immediate hardship and sacrifice was quickly replaced by a
more productive, systemised business which led to increased profits,
even though turnover was reduced. An additional bi-product was
improved morale, better teamwork and improved enjoyment.

We went from a 12% profit margin to a 34% profit margin in the
matter of six weeks.

This sounds like an idyllic scenario and that everything was plain
sailing (unintended pun here) but it wasn’t. This is probably the most
stressed | have ever been during my professional career which
actually resulted in me quitting playing rugby, as | needed all my
energy to make sure my business survived.

This goes to show that to achieve the long term goal you might have
to sacrifice the short term game.
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Innovate

This extends on both of the previous lessons and has provided my
business with a strong foundation to build from and an opportunity
for high growth.

We took the risk of investing in R&D to develop an automatic
website builder. Before this innovation we would charge a small
amount of money for a basic website, which had very small profit
margins (and high stress rates).

To build this innovation we invested our time and money into
University Interns who came into the business as the most up to
date programmers and provided us with additional low cost man
hours lead by my experienced crew.

This innovation has allowed us to take a small amount of money for
a basic website, but this now comes into the business as a passive
income stream and allows us to take on multiple orders all at the
same time.

The added benefit of trying to innovate during a recession is that the
government and the HE institutes will launch new schemes to
encourage innovation and employment; | took this opportunity and
made it work for the business.

When we hit our yearly targets for 2011 we will have enough passive
income to cover 100% of the business overheads which allows us to
select only high profit projects to propel the business forward.

Conclusion
In order to take on the challenge of building a successful business
during a recession | would advocate to:
1. Surround yourself with an unbeatable team (staff and
support team)
2. Develop new systems and processes to become more
productive and profitable
3. Innovate and develop either new revenue streams or new
ways of charging for services.
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CEO, TV Host, & Corporate Strategist

Masters in Business Administration
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11+ Years as Senior Executive
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Rollan Roberts Il is the CEO of iDream, a company that creates high
growth organizations focused on doubling revenue in 12-24 months.
He is a TV host, keynote speaker, and best-selling author of three
internationally released books.
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Chapter 12: Mega Performance During Downturns

My company did not feel the effects of the economic downturn for
the first year and a half. Then it hit. Business did not slowly decline,
it tanked fast.

Here is the question | asked myself then and continue to ask the C-
level leadership of my clients: is what you are doing at this moment
the highest and best use of your time?

In commercial real estate, land is valued at its highest and best use
(if it can support a high-rise mixed-use facility it appraises for more
than if a petrol station goes there). Most of us have one or two
major things we must get done in a day and then numerous other
things that need to be handled. These major objectives may shift
frequently, even daily, which is why it is critical to your success that
you constantly ask yourself the above question.

Regardless of how you answer the question, your success will be
equal to your ability to execute the following two principles:
prioritising and leveraging. These principles will revolutionise the
volume and magnitude of what you are able to accomplish in short
periods of time. This method is effective in good times and
particularly crucial in bad times.

1. Prioritise

There are a lot of things you can do right now, but chances are,
there are only a few that make a real difference. In business, | call
this the ‘critical few’ versus the ‘trivial many’. It is core versus chore.

The critical few move the needle - the trivial many do not. The
critical few are non-negotiable - the trivial many are negotiable.
Most people are busy doing the trivial many to the neglect of the
critical few.

For the first eighteen months of the recession, it was business as
usual for my company. When much of the business (revenue)
dropped off from the end of December to the first of January, the
first order of business was to re-arrange priorities and separate the
critical few things that were mandatory for success from the things
that were nice to have and do.
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Lead Generation became a high priority, whereas we had a steady
stream of prospects prior. Adding value through mass-market media
exposure became a higher priority as opposed to merely relying on
word of mouth and past clients. Prioritising these revenue-driving
activities meant we had to let some things go. We evaluated and
stopped using most traditional marketing channels because they did
not provide good returns on the investment. All activities in business
are not equal.

One of my recent clients was struggling to turn their company
around. Revenue had been declining for ten straight years and my
organisation was brought in to create the first growth year the
company experienced in a long time. | took the senior management
into the conference room and wrote on a white board ‘Critical Few’
and ‘Trivial Many’ and underlined them. | then asked them to pull
out their calendars and tell me what consumed their days. They
discovered the vast majority of their time was spent on things that
did not directly affect revenue.

They spent time on good things. They spent time on right things.
They spent time on things that had to get done. But they did this at
the expense of the few essential, core activities that drive revenue.
By the time we left that conference room, the company was aligned
around the critical few behaviours that set up the amazing
turnaround that followed; it went from $5.6 million to north of $40
million in 22 months. That executive team was relieved and
invigorated to be doing what they knew they should have been
doing all along.

If you don't focus on the critical few first, you'll never get to them
because the trivial many keep you so busy. The trivial many are like
weeds that choke the life out of you. No matter how beautiful the
garden, no matter the potential of the product or service, you will
not experience the level of success and revenue you could through
understanding what the critical few are for your organisation. You
will be so busy with the trivial many that you don't have time for the
critical few.

This is what happens in life. We get so busy doing all those extra
things for work, that the most important things get neglected like
family, friends and health. Prioritise the important critical few first
and then add in the trivial many based on what your schedule
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allows. Build your life around your priorities; don't let life just
happen to you.

2. Leverage
Stop trying to do everything yourself. This is the difference between

self-employed people and business owners. Self-employed people
tend to do everything themselves whereas business owners employ
the concept of leverage. The uber-wealthy understand this concept
and have employed it for generations. Instead of working
themselves (building the widget, servicing the client, etc.), they hire
people to work following a duplicatable system that produces a
predictable result: profit.

They leverage people, not just money. And just like money
compounds when leveraged, they leverage people to create money.
That's why J. Paul Getty, one of the wealthiest men to ever live, said,
"I'd rather have one percent of the effort of 100 men than 100% of
my own." He understood the power of duplication.

It was this brilliance that Ray Kroc demonstrated. The average male
can grill a better hamburger than you get at McDonald’s but Ray
Kroc understood the power of duplication and leverage. He knew
that a consistently duplicated product and consumer experience
would trump a single, massive location.

He created a duplicatable system of making hamburgers and running
the business so that teenagers could do it and he built his business
in every nook and cranny of the globe leveraging others to build and
manage the stores. Discretion is the enemy of duplication. Most
leaders only consider what works, but the best leaders consider
what’s duplicatable and inherently scalable. You only achieve this
level of thinking when you work “on the business not in the
business,” as Michael Gerber would say.

We are familiar with leverage and compounding with money but
most people do not understand that they are either being leveraged
or doing the leveraging! Which are you? If you're focused on
maximising every moment of the precious life we've been given to
its highest and best use, find ways to leverage yourself. Employ
leverage to your benefit by outsourcing the trivial many that are
keeping you from the critical few.
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We help companies do this frequently - determine what’s core and
outsource the chore. Anything that breaks your company’s focus
from its primary objective is an enemy. Leverage other people.
Leverage other companies. Leverage affiliates and resellers.
Leverage partnerships. Leverage independent contractors. Keep the
main thing the main thing.

Avoid the primary dirty word in business - incremental. Stop chasing
incremental revenue and incremental gains here and there. Instead,
focus on prioritisation and leverage. You will take decisive action
that will lead you through the worst downturns, coming out on the
other side in better financial health than ever before.

When the recession hit our company, the only way we could survive
was if we employed big levers. We lost 70% of our revenue (which
represented 30% of our clients) in January 2009. The days of
tweaking processes and turning dials to save some here and make
some there were over.

To survive and thrive, we needed to make good use of big levers.
Small businesses can make monumental gains by using big levers.
The big lever is different for every company, but there is at least one
for each business. The big lever for us was partnering with
organisations that already had the customers we were seeking.
Instead of trying to attract and win them, we partnered with a
company that already had them and then added value through that
relationship. This strategy, through successful execution, caused us
to recoup the lost revenue, gain dozens of new clients, and actually
have a record setting revenue year and 200% growth from 2008. We
averted the looming catastrophe and broke through our own
barriers by being aggressive, innovative and using big levers.

There are companies in every industry that have doubled their
revenue in the past year. It clearly isn’t the industry. It is the way
most of the companies in these industries are doing business. The
rules of business are changing in virtually every sector, and those
that are changing the rules are winning.
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Owen works with businesses to help them gain and sustain strategic
competitive advantage. Over the last twenty years he has worked
with organisations of all types and sizes, from Global Corporations to
Start Ups.

He takes a common sense and practical approach to solving his
clients’ challenges and works in and within a team of talented
individuals to help him execute proven processes which continue to
build sustainable, competitive advantage for companies across the
globe.
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Chapter 13: Corporate Myopia

| work with organisations that sell to other organisations to help
them gain and retain strategic, competitive advantage. Sometimes
that means a complete root and branch overhaul of their strategic
direction, sometimes it’s about aligning their sales and marketing
operations and sometimes it is about pointing out the blindingly
obvious!

In fact in reality, it is mainly about pointing out the obvious.

That’s not because I’'m really clever and they are really stupid; far
from it. It is because organisations of all sizes are complicated. They
did not start out being complicated; they just ended up that way.

The problem is that people have got used to it being like that. In fact
they are so used to it that for many people, how the company
operates internally takes up so much of their time and so much of
their effort that actually what the company does for its customers
does not really figure at all.

And | believe that it has really been one of the key learning points
from the recent recession. Certainly in the organisations | have dealt
with over the last 24 months or so. Companies of all sizes have lost
sight of why they exist.

Many of the people who work in them have lost sight of who really
pays their salary because they have been tied up in the myopia that
is corporate survival.

For my customers, the last five to ten years have been about
developing products and services in a kind of ‘arms race’ and
vacuum. The focus has been on matching and meeting the
competitors head on.

Very few organisations ever really stopped to think or look at what it
is their customer really wants or needs or how they'd like it
presented and delivered to them.

In my view that is for two reasons:

1. They consider that research and validating their offering with
their customer(s) will be costly and time consuming and....
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2. ..they secretly do not want to know! God forbid they might learn
that what they had developed, built or invested in was of no interest
at all to their customers!

So instead of investing in getting to know and understand their
customer, they invested more and more in advertising and
marketing to promote what they already ‘had on the lorry’. And
then wondered why it was becoming less and less effective....yet
they kept on doing it.

It is a bit like the Emperor’s New Clothes or the Elephant in the
Room. No one actually dared point to out that asking the customer
might be a good idea, after all, they had their corporate myopia to
be getting on with.

| shocked several large organisations by showing them that getting
to know what their customers really wanted actually made the
whole process of selling things a good deal easier.

In marketing speak | showed them how to take horizontal (generic)
propositions and make them vertical (industry specific).

| reminded them that people who work in other businesses are
people first and a ‘corporate decision maker’ second. | then
demonstrated how to build two-way dialogues and peer to peer
conversations rather than sales pitches and company presentations.

Those that took me up on my advice stood out from their
competitors, gained credibility in their chosen markets and had
some remarkable and rapid sales success.

Those that did not, are wondering where all the business has gone.
They have taken another long hard look at their competitors but

they still can not see it anywhere.

| wonder when the light will come on for them; perhaps next year.
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Current Position:  Group Chief Executive

Qualifications: FCA (Chartered Accountant)

Experience: 20 years post university experience

Email: mark.wickersham@avn.co.uk

Linkedin: http://uk.linkedin.com/pub/mark-
wickersham/14/a5a/35a

Twitter: www.twitter.com/avn_accountants

Facebook: www.facebook.com/AVN.ChangingTheNumber
s

Website: WWW.avn.co.uk

Links to www.FreeTaxResearch.co.uk/acc

Other Works: www.FreePricingBook.co.uk/acc

www.TaxCreditsTips.co.uk
Contact Number:  +44 (0) 845 226 2371

Mark is passionate about business success and helping accountants
in practice take their business from where they are now to where
they want to be.

As a qualified Chartered Accountant who set up his own
accountancy practice in 1996 he has worked with hundreds of
businesses and gained a real insight into what works and what
doesn’t work.

Since selling his practice in 2006, his focus is very much on helping
accountants become much more profitable, through better systems,
better leadership, better pricing strategies and being highly
proactive (especially in the area of advanced tax planning). Mark is
now Group Chief Executive of AVN, an association of approximately
250 accountants. Mark and his team have helped many of those
firms add tens, and sometimes hundreds, of thousands of pounds
onto their bottom line profit.
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Series One: Lessons Learned From The Recession

Chapter 14: Growing Your Way out of a Recession

August 2007.

That was the month when Northern Rock hit the news. Swiftly
followed by the sharp fall in share prices.

It marked the beginning of the financial crisis.

It was shortly followed by the near collapse of the building industry.
Retail followed. And it was inevitable that it would impact on
accountancy firms before too long as the economy started its plunge
into the worst recession, for most people, in living memory.

My company, AVN, is an association of accountants. About 250 of
the UK’s leading independent accountancy firms pay our company a
monthly membership fee and in return we supply them with
software, tools and resources to help them improve their clients’
lives.

For example, we supply those accountants with business consulting
tools so that they can help their clients improve their sales, profits
and processes. We also research the very latest in tax planning so
that AVN accountants have access to leading edge tax solutions to
make sure that their clients do not have to pay a penny more than
their fair share.

By 2007 AVN was eight years old and had been very successful.

But recession could prove to be costly. Firstly, we have a very high
fixed cost base, which means that a small reduction in income could
turn our profitable business into a loss-making one. Secondly, we
are a discretionary spend for accountants. As accountancy firms are
hit by the recession and look to cut their own costs, AVN
membership is one of the costs they can easily remove.

So we were vulnerable.
In January 2008 the Board of Directors went away for our bi-annual

two day strategic retreat. This is something we have done for many
years and something we strongly recommend to our customers and
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in turn to their clients. It is a great opportunity to get away from the
day-to-day running of the business and reflect on strategy.

The January 2008 strategic retreat was a key moment in our future;
how to tackle the looming recession. Essentially we were faced with
two choices:

CHOICE 1: We could have done what most businesses do in an
economic downturn...cut costs to the bare minimum
and hope to ride the storm

CHOICE 2: Look at the recession as a potential opportunity,
grow the business and ensure it is stronger at the
end of the recession that at its start.

We opted for choice number 2.

Fast forward three years and we have grown our team from 21 to 41
people. And our turnover has grown from about £2 million to just
over £5 million.

So the recession has been good for AVN and a great learning
experience. The three key things we have learned over the last few
years have been:

Invest in great people

| have learnt over the years that the return on investment on good
people is much higher than on inexperienced and low-salaried
people. When you take on a school leaver, they might be cheap, but
they come with a very resource-hungry need to be hand held.
Whereas someone who is used to a salary of £50,000 is paid that for
a reason, i.e. they are worth it and add much more than their salary
cost in benefit to the business.

Although our salary cost has risen very significantly, we have a
wonderful team of people. And recruiting expensive people does not
have to carry risk when you use a bit of creativity.

For example, in July 2010 when we were building our marketing

team, we came across a very experienced marketing person called
Luke who was working freelance at the time. Luke was very
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expensive...although we have since found out he is worth every
penny.

We had in mind a role where he visited our customers (firms of
accountants) and provided them with marketing support in their
office. But rather than commit to a very big fixed salary cost we
offered to pay Luke a generous daily rate for the days that we
needed him. He visited over 30 of our customers over a six week
period, at the end of which we had received some fantastic
feedback. They were so grateful that we cared enough about our
customers to provide them with a free marketing consultancy
session. Even better, a third of those customers agreed to pay for
Luke to continue working for them. Luke’s efforts in that six week
period generated enough annual revenue to cover his annual salary.

It was a ‘no-brainer’ decision to offer Luke a full-time position within
our marketing team. In the six months since Luke has been part of
our team, he has helped to sell over £100,000 of marketing
consultancy work to our customers.

Here’s another great example. University graduates cannot find jobs
at the moment. The local University in Sheffield was looking for
companies to give graduates work experience. So we arranged for
the University to supply us with an English graduate called Tom and
all that we had to do was pay Tom’s travel expenses. Tom worked in
our marketing department for about two months, using his writing
talents to help create marketing material and resources; it turned
out that Tom has a real talent for writing. After a couple of months
of only having to pay his travel costs, we were confident in his
abilities and offered him a full time position in the marketing team.

Invest time and resources to make marketing the most important
function within the business

Up until January 2008 we were OK - at best - with marketing. Since
then we have dedicated focus to marketing and now have a
marketing team of six people. As well as investing in people, we
have invested heavily in training and support, for example in mid-
2010 we invested in becoming part of NABO.

One of the main things we have learned and implemented in the last
six months is the need to create processes for systematically getting
qualified sales leads and better systems for converting customers
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into sales. We’ve used processes learned through our involvement
with NABO, which consist of creating valuable offerings (referred to
as the golden carrot) and then using a ‘lead page’ (basically a single
web-page solely designed to capture contact details). We offer the
golden carrot for free in return for contact details. Once we have
captured the contact details, we build in auto-responders and other
automated ways of keeping in regular contact with those leads to
add more and more value, until a trusted relationship has been
developed; they are then ready to buy. The author Seth Godin refers
to this as ‘permission marketing’.

By the end of 2010 we had written three books; something that is
much easier to do than you may expect. Those books position our
business as the experts in our field and a key part of our permission-
based automated sales lead generation processes. In the first three
months we have generated over 1,000 qualified sales leads from the
process. As well as these sales leads our brand new marketing team
have generated over £100,000 of new business from helping our
customers with marketing.

As | write this, we now have more prospective customers booked
onto our 2011 events than at this time of year in previous years. We
use events to sell our membership packages and our conversion
rates are a very consistent 30% across events. So we are very
confident that as a result of the focus on marketing over the last
nine months, the number of new members we sign up in 2011 will
be our best ever and up by about 20% from 2010.

When you come across a great idea, take massive action and make
it happen, as we did with the lead generation process.

| read lots of business books. | listen to lots of audio programmes.
And | go on lots of courses. | do this because someone once said,
“The day you stop learning is the day you stop earning.” You can
never know everything; you should continually invest in your own
development.

However, equally important is the action you take as a result of
learning. It doesn’t matter how many notes you make whilst on a
training course, if you don’t take action you are wasting your time.
So | always commit to taking one idea from every course | attend,
every book | read and every audio programme | listen to and do
something with it.
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You don’t have to take action with every idea...you won’t have time.
Just focus on doing one thing. And it's the systematic taking of
action after every marketing course that we have been on over the
last nine months that has led to me to write three books, create
three lead generation systems and generate over 1,000 sales leads.

| fully expect that within the next year our turnover will grow from
just over £5 million to just over £6 million. And given that we are a
business with high fixed costs but negligible variable costs (i.e. the
costs to serve an extra member are small), much of the extra
turnover will drop to the bottom line.

So for AVN the recession has been a great learning experience. It's a

time when new opportunities present themselves and it’s easier to
recruit great people because of redundancies elsewhere.
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Peter Sage and Anya Navidski
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Current Position:  Principal and VP Corporate Development at
Space Energy

Email: j.bromige@spaceenergy.com
LinkedIn: http://ae.linkedin.com/in/petersage

http://uk.linkedin.com/in/navidski
Twitter: www.twitter.com/spaceenergy
Facebook: www.facebook.com/SpaceEnergy
Website: WWW.spaceenergy.com

Peter Sage is a serial entrepreneur with twenty years of experience
in growing fast-paced enterprises. During that time he launched,
operated and brought to success over a dozen companies, six of
which were large enough to qualify for the Entrepreneur
Organisation membership. His strength is in identifying and creating
value propositions to leverage relationships and access required
resources.

Most recently Peter founded Space Energy — a new generation
power utility focused on generation and transmission of clean
energy and commercialisation of Space Based Solar Power.

Anya Navidski has ten years of experience in situational assessment
and developing entrepreneurial solutions from strategic planning to
tactical execution. Until recently, Anya was a founder and CEO of
Jumpstart-up, a seed philanthropy organisation that empowers
social entrepreneurs to create scalable, financially viable
enterprises.

Anya is recognised by TheNextWoman.com as a Catalyst Hero of
2009. She still acts as a Chief Strategy Officer for a number of
Jumpstart-up Clients and has taught at MBA and executive MBA
programmes on Enterprise Development and Business Planning.
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Series One: Lessons Learned From The Recession

Chapter 15: Towards the Stars from the Depth of a Recession

They say raising money is hard. Well, we did not know the meaning
of hard until we tried to raise money for a multi-billion dollar project
to put a giant solar power station into space and beam an
uninterrupted supply of clean, renewable energy down to Earth.

Why bother? Because by 2100 forecasted energy demand will
massively outstrip total current reserves of coal, oil and gas. Access
to energy is already creating tensions. By the year 2100, this issue
will be the main source of conflict and death around the world. That
is unless we tap into Space Based Solar Power.

So here we were, raising money for a project that humanity
desperately needs but which many believe belongs in a book by lan
Fleming and not in the Boardroom. In our defence, when we started,
the recession had not yet started.

So the story begins with Peter Sage. Peter is a serial entrepreneur
with twenty years experience in growing several successful fast-
paced companies; an accomplished athlete; a long-standing member
of the infamous Dangerous Sports Club and a nominee for the XL
Nation ‘Extraordinary Lives Award’. He was a little bored and looking
for the next challenge.

Stage left enters someone who Peter affectionately calls ‘The Mad
Scientist’ with the idea of building a giant solar power station in
space as a solution to the CO2 and energy supply crisis. He went on
to explain that this would be energy that can be delivered safely to
any point on the planet, no matter how remote. This would be
energy that can fuel economic growth, transform lives and power
disaster relief. Fundamental technology for this has existed for forty
years. However the economics have only just made this profitable.

Did this idea have scope for growth and contribution? Check. Was
this project so enormous and challenging that the thought of it gave
instant goose bumps? Check. So naturally, this got Peter’s attention.
Fast-forward five years and Peter is the Founder and Principal of
Space Energy (www.SpaceEnergy.com).

So, the cost of putting a demo satellite into space is about $300m
usD.
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Then add $15bn USD for the first full-size commercial satellite. Plus
massive potential impact on geopolitics, disaster relief and energy
sustainability of our world.

Equals - no ordinary start-up.
....0Oh, and then add the worst financial meltdown since the 1930s....

A rather extraordinary set of factors and yet while raising money for
Space Energy, we found ourselves falling back on the very core
principle that drives all business success: Value creation.

Even in the depths of a recession there is always money out there. It
is harder to get to - the bar is higher, the constraints are tighter —
but it is still there. The challenge is to figure out what value you
create for which investors and then how to effectively communicate
that to them.

The approach we took is actually very familiar to most people. It was
based on the technology adoption lifecycle — a model developed by
Joe M. Bohlen, George M. Beal and Everett M. Rogers at lowa State
University. Except instead of applying that concept to product users,
we applied it to investors.

At first glance Space Energy seems like an impossible project. In fact,
only a handful of people in the world truly understand the
technology needed to make it happen. Thankfully most of them
work for us. However this created a massive hurdle when
approaching potential investors.

Faced with thousands of propositions and hungry for quick a quick
return, they simply do not have the time to delve into the details
and witness our credibility for themselves. So we started with the
‘dreamers’ — people who buy into the overall vision of Space Energy
and who believe someone should try to see if Space Based Solar
Power is feasible.

The primary principle here is simple, timeless and yet profound.
People buy people before they buy their products, ideas and
concepts. In other words, if you are committed to the very centre of
your being and believe with every cell that this is going to happen
regardless of the good opinion of others, then that certainty, that
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conviction, that level of total resolve, will recruit others who also
want to believe.

And so it started. Friends, family, even people we met in bars were
touched by the magic of the vision to the point where they wanted
to get involved and support, either passively through investment or
by joining the team. Of course, leaders go there first and this was
documented by a personal investment of around $4m by Peter
himself and matched over time by other ‘believers’ who became
angel investors.

This money was used to formulate the business plan, set up the
corporate infrastructure and recruit an A-Class team of experts who
could make this happen and fund a gruelling average of 300+ days a
year on the road for the senior team, meeting with potential
investors, collaborators and purchasers. This included several world
governments: visits to The White House, The Pentagon, The British
Parliament and high-level meetings with government officials in
China and India.

However, as the global economy slid further into turmoil, we
needed to adapt and so we changed our play. After all, where do
you get $15B to build an orbiting power station on a scale that has
never been tried before?

Keep reading.

To reach the more conservative, more traditional, investors we
focused their attention on more traditional, more familiar things.
We introduced a new strategy and a new way of communicating.

This transition period was exactly why Anya Navidski joined the
team and why it happened at this particular time. Anya is a slightly
younger, female version of Peter — a one time Russian rhythmic
gymnast, a black belt, ex-Director of the Centre for Entrepreneurship
at a top global business school and a founder of Jumpstart-up, a
venture focused on empowering early stage, financially viable,
scalable social enterprises. However, unlike Peter her
entrepreneurial path was first forged through more corporate, more
disciplined environments of PwC project finance, NERA Economic
Consulting and venture capital.
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To help close the gap between the seemingly impossible task of
raising millions of dollars for a futuristic Space Project, in 2009 Peter
and his business partner, Stephen Tennsel, formed a traditional
Ground Based Solar Division called Space Energy Terrestrial (SET).

Diverting some (though certainly not all) resources to SET allowed
the company to stay true to its vision and mission while creating a
balance sheet and a track record of execution of large, more
traditional, infrastructure projects. But beyond all that, it let us
through the door of some of the more traditional investors, giving
them a chance to get to know the company.

The strategy paid off. Our first deal was an 80MW ground based
solar farm in the US that came about as a result of befriending the
largest Native American Indian tribe, The Navajo. With massive
social problems but enormous amounts of land, the Navajo provided
an excellent opportunity for value creation at many levels. Firstly,
they got a profit share and an income for the tribe over a 20-year
contract period tied to the power purchase agreement.

They also got local employment for the site and a sense of
satisfaction that came with them positioning themselves as
custodians of the environment just like their ancestors. A real win-
win. Once complete, the 80OMW will allow Space Energy to draw
down enough money to finalise a comprehensive system definition
study and self-fund their demonstrator programme. A huge feat in
itself.

However, two world governments are already in negotiation to sign
the power purchase agreement following that. This would be one of
the largest commercial contracts ever signed, for $167B over a 20-
year period for energy delivered from space at a preliminary price of
16 cents per kWh.

With a 15% bond and a consortium of banks to leverage the bond as
a line of credit, it allows a draw down facility of over $20B, enough
to build the first commercial Gigawatt satellite over a seven year
period. Who says the impossible cannot be done? After all, Peter’s
main philosophy is that if he has any idea how he can achieve the
goals he sets, when he sets them — they are clearly too small! Watch
this ‘space’ to see how the story unfolds.
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To summarise the funding lessons experienced during this
recession:

1. Be flexible in your approach and adapt your funding model and
strategy to each source of potential investment. Analyse each
approach and result and make adjustments accordingly.

2. Start with the dreamers; other people who can be captivated by
the vision. With these people their wallet will follow their heart if it’s
100% bought in.

3. Explore alternative ways of funding through forming win-win
partnerships. Remember, there is ALWAYS a way!

4. Stay true to your vision. People buy people before they buy their
products, ideas and concepts. Leaders go there first and you need to
demonstrate total commitment and conviction to your product
before you can expect anyone else to.

5. Value Creation: Understand the true value that you create and

communicate it passionately to potential investors in terms of what
it means to them. They care a lot less about what’s in it for you!
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Business and Risk Solutions

Current Position:  Owner of Business Risk Solutions

Qualifications: Accounting Degree
CPA Program

Experience: 14 years Infrastructure, Mining and Local
Government

Email: kym@businessandrisksolutions.com.au

Linkedin: http://au.linkedin.com/pub/kym-
williams/9/105/543

Twitter: www.twitter.com/BusRiskSolution

Facebook: www.facebook.com/pages/Business-and-Risk-
Solutions/186639773990?ref=ts

Website: www.businessandrisksolutions.com.au

Contact Number:  +61 (0)8 8215 0332

Kym brings extensive experience to Business and Risk Solutions
through his work in private and government organisations over the
last fourteen years. In particular, Kym has held senior management
roles in the areas of general management, commercial leadership
and people management across a range of industries. Kym’'s
previous role was as General Manager of South Australia and
Western Australia for an international engineering and
environmental firm. Prior to this, Kym held senior management roles
in local government, across two large metropolitan councils in
Adelaide, where he managed a range of commercial and governance
portfolios.

In these roles, Kym led significant change management programs to
develop long term sustainability in the key areas: finance, clients,
people and culture. In performing his work, Kym combines his broad
experience with an in-depth understanding of the industries in
which his clients operate.
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Chapter 16: Business and Risk Solutions

In August 2009 we started up a consulting firm called Business and
Risk Solutions (BRS).

Before this, | had worked my way up to hold senior positions in local
government and in the private sector. Although this journey was
rewarding, my greatest aspiration had always been to create and
run my own successful business. | was also adamant that | wanted to
run a business that develops outstanding people along the way.

Prior to the commencement of Business and Risk Solutions, |
received a lot of well meaning advice that starting a business during
challenging times was unwise and full of potential pitfalls. People
would say, “stay in your safe job Kym!”, “Why would you leave a
global organisation during these times?” and “Keep the titles and
seniority you have and avoid the risk!”

Anyone who is an entrepreneur knows that once you have identified
your dream, you cannot push it aside, regardless of the challenges
and potential problems.

Our business has been able to thrive on these challenges by
continually defying convention. In 16 months it has grown from four
to 40 people, we have set up offices across Australia and we expect
to exceed revenues of AUS5 million by this time next year. | could
not be prouder of our team and the manner in which we deliver to
our clients. A huge part of our success can be put down to the
learning of key lessons early on in our journey — lessons that
continue to shape the way we do business each and every day.
These lessons are:

1. Focus, Focus, Focus

In my experience, most companies tend to try to be everything to
everyone. | feel this is the single biggest reason that most never
realise their full potential. Our company spent a lot of time
identifying the specific industries to target and determining what
services we should provide to those industries. Through this we
developed our vision, which is to be the leading management
advisory firm in the local government, infrastructure and mining
industries. This strategy alone allowed us to eliminate the
distractions, imaginary leads and general confusion that would have

82



Business Leaders Book Club

significantly restricted progress towards our vision. As a general rule,
we avoid pursuing any project that doesn’t meet our industry
criteria or our designated services. This harnesses the energy of our
team for what matters most.

2. World Class Culture

Another major ‘game changer’ for BRS was the decision to strive
towards having a world class culture. There is no doubt
improvements to our culture have played a huge role in our success.
We’ve worked hard to create a constructive culture where our staff
is engaged and where staff behaviour is driven by a desire to gain
personal and team satisfaction rather than being driven by fear. As a
result, we have become more positive and proactive, with our day-
to-day behaviour more aligned with realising our vision, rather than
being reactive and busy but not productive. Results for our annual
and monthly culture surveys reflect the improvements and have
coincided with significant improvements to our bottom-line. Studies
show that engaged staff tend to be five to six times more productive
than disengaged staff. For us, | feel the change has been even
greater - such are the benefits of engagement for our innovation,
teamwork and collaboration as a business.

3. Remove negativity and promote positivity in every aspect of
your business

Like every start-up company, we have faced significant challenges in
our first 16 months. Perhaps one of the biggest has been the impact
of negative people. | have found that attitude is largely shaped by
the people you interact with. Interact with positive, optimistic
people and this will pervade your approach to work and your life in
general. Since making the decision to remove a major business
partner and other sources of negativity from our business, we have
thrived. Our lesson is: choose your attitude, choose who and how
you interact and choose your mindset. This realisation means we
focus on directing our energies towards positive clients, positive
people and positive intentions. It is not overstating the matter to say
this has transformed us as a business.

4. The golden principle in service organisations - repeat work and
referrals

We have defied conventional wisdom with our approach to creating
business in difficult times. The conventional approach is to focus on
finding more clients, doing more marketing and more business
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development. In other words, work harder to bring in new clients
and leads. Our approach sounds obvious but is often overlooked.
We focused more on existing clients and looked for every way to
deliver outstanding value and service to them on existing work,
deliverables and commitments. In doing this, we consolidated our
work backlog by gaining significant amounts of repeat work from
existing clients.

In fact, one client recently engaged with us for the thirteenth major
piece of work in the last twelve months. We have also learned that
existing clients can be the best promoters of your business. Starting
out as a new company meant that gaining exposure in the market
was critical. Our clients have become our ‘evangelists’ in our target
industries, promoting our company through talking about their
experience with BRS in their business networks. This has led to a
significant amount of work being gained through referrals and
repeat work.

5. Reward bricklaying rather than heroic efforts

During challenging times, organisations tend to reward the
employees who bring in the big sale, fix mistakes (often those that
should have not been made in the first place) and hold the senior
roles that supposedly matter the most. In contrast, we actively
reward those employees who do the ‘one percenters’, such as
planning well, collaborating effectively, showing genuine concern for
the client and working as a team by sharing the load. Being proactive
to help grow the business is another critical bricklaying act,
especially in a competitive marketplace such as our own. Our
reinforcement of this behaviour through praise and recognition has
embedded them in the daily habits of our employees.

6. World class systems

The final lesson we have learned through our journey is that you
need to set your business up to succeed rather than to simply exist.
A large part of this is optimising the systems and processes of the
organisation. Initially, we spent considerable time designing our
world-class collaboration systems. Typically, employees will spend
over 40 hours a week using a company’s systems and processes.

If they are intuitive to use and facilitate collaboration, this frees time
up to be creative. If they are cumbersome and inefficient, the
systems are a constant weight on the experience and productivity of
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your employees. We wanted our staff to be able to access
everything they needed — anywhere, anytime. Also, our systems
have been incorporated into well-known and simple products (such
as Microsoft Outlook) to ensure all staff can operate them
effectively with minimal training. Having accessible and intuitive
systems facilitates tremendous collaboration and is a major point of
difference between BRS and our competitors, allowing BRS to
produce three times as many proposals as the typical consulting firm
of comparable size without compromising quality.
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Current Position:
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Email:
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Twitter:
Facebook:
Website:

Contact Number:

Managing Director , CBS Butler

BSc Combined Studies, Applied Geology and
Oceanography

Msc Applied Remote Sensing

23 years in Recruitment
dleyshon@cbsbutler.com
http://uk.linkedin.com/in/davidleyshon1964
www.twitter.com/CBSbutler
www.facebook.com/home.php#!/CBSbutleruk
www.cbsbutler.com

+44 (0)1737 822000

David Leyshon is the majority shareholder and Managing Director of
CBSbutler, a privately owned technical and engineering recruitment
company with a turnover of over £35m. He led a management buy-
out of Butler International’s UK arm in 2003 and acquired CBS
Appointments in 2004 - the merged companies re-branded to

CBSbutler.

He is married with one son, originally hails from Wales and is an avid

rugby fan.
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Chapter 17: Recessions can Provide Opportunities
as Well as Threats

CBSbutler is a specialist engineering and technical recruitment
consultancy serving niche markets within defence, energy,
pharmaceuticals, healthcare and aerospace internationally. The
company provides contract/temporary staffing; permanent search
and selection; managed services and testing and assessment
services.

70% of the business is undertaken on preferred supplier status with
FTSE 100 companies and 40% of the business is conducted overseas.

Despite the downturn, we’ve had consistent annual growth since |
led a management buyout in 2003. In 2010, for the third consecutive
year, we delivered a 50% increase in operating profit resulting in a
record trading year for the company (£1.2 million in 2009, £1.8
million in 2010).

So how did we do it?

Well it wasn’t easy and | can’t pretend that the recession didn’t
impact upon us heavily. The downturn obviously caused a significant
reduction in demand for all recruitment services and we were no
exception. This presented two major barriers — a reduction in
demand for our services and the need to cut costs.

However, | have worked through recessions before and although
this one was the worst in living memory, the lessons | had learned
from past downturns served me well and I'd like to share some of
them:

Recognise the need to make cuts - do it right and do it quick.
No-one wants to put people out of work, that’s a given. But business
owners have to make tough decisions for the greater good and |
have learned that it is pointless delaying the inevitable. At the end of
2008, we had to take the decision to consolidate the business in light
of the slowing demand and the need to rationalise the cost base.

We had always been very transparent with our financial reporting.
We share our goals, plans and results through an annual ‘kick off’
company meeting as well as quarterly communication meetings.
This was incredibly helpful in enabling our staff to understand the
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consequences of NOT taking action. It also meant that there were
very few surprises.

e In December 2008 the Directors made a number of
presentations to staff, outlining the challenges to the
business and the proposed countermeasures

e In February 2009 the business had shown further
deterioration and the senior management undertook an
audit of all staff performance to assess the health of the
business — objectively scoring each individual

e The Directors then announced that costs needed to be
reduced providing detailed reasoning and that a full
consultation process would be undertaken, advising
certain staff that roles were at risk

e During all stages, senior management and directors made
themselves readily available for one-to-one meetings and
adopted a very open and honest two-way dialogue

e Asingle round of redundancies took place which was vital
in order to minimise the impact on morale and to avoid
costly retention issues.

Focus everyone left on the future — and motivate them

From there we could then concentrate on recovery and growth;
what we didn’t want were ‘unhappy stayers’ so we held meetings
with all staff to set out the recovery plans and the positive impact of
the actions taken. This provided a lot of reassurance. We also looked
at how we were rewarding people and whether our existing reward
systems would help grow the business.

Like many other sales based organisations, our people had
historically been rewarded on hard numbers — i.e. a commission
based on the fees that they billed. This is an approach that can lead
to a purely monetary focus often at the expense of softer skills such
as teamwork, managing change, problem solving and customer
focus.

Consequently, we wanted to introduce a new appraisal and bonus
system that combined both hard financial objectives (including sales
revenues) but also key behaviours.

Namely:

e  Drive for results
e Developing self and others
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e  Teamwork

Problem solving and decision making
Customer focus

Managing change

e  Planning and organising

The outcomes have led our consultants to develop far more holistic
skills and competencies. We have seen step improvements in
teamwork such as a 36% increase in inter-team placements and
crucially our gross profit per employee rose by 10%.

Add more value

Another impact of the recession was that clients really raised their
expectations of service levels. In short, when recessions hit
customers want more bang for their buck. Fact! Our policy was to
stick to our key principles of staying close to both clients (employers)
and candidates (jobseekers) and offer them extra value, not just as a
way of getting through the difficult times but as a catalyst for future
growth and success.

Our knowledge of our core markets has been instrumental in
reassuring passive candidates (those who are not necessarily looking
for a career move, but who may do so if the opportunity arises)
about the jobs market and their possible next employer.

One of the major features of the recession for us was that we
encountered a passive candidate community who were sitting tight
because they thought a move would see them worse off. Staying
close to these people and keeping in regular touch about the market
and hiring organisations has meant that they have been able to
move quickly when the right opportunity has arisen.

We continued working with our clients to improve their business
performance through value added offerings. In a recession our
client’s main concerns were around retention, not recruitment, and
so addressing those issues meant that again, we were able to
differentiate ourselves.

We continued working with our clients to improve their business

performance through value added offerings. In a recession our
clients’” main concerns were around retention not recruitment and
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so addressing those issues meant that again, we were able to
differentiate ourselves.

The values added included initiatives such as staff satisfaction
surveys in client organisations, resource planning and assessment
centre design in conjunction with HR and Production Managers and
training managers in competency based interviewing skills. All these
not only helped us to differentiate ourselves from the competition
but also raised levels of customer service.

As a result, we have achieved 93% customer retention and acquired
33 new accounts delivering an annualised 24% increase in new
business. In our customer satisfaction surveys we achieved a 100%
satisfaction rating; of those, over 60% gave us a very satisfied
rating. Additionally 92% of our clients rated us as more effective
than our competitors.

Embrace new ideas

Like many organisations having experienced a slowdown in demand
and increased competition in many of our sectors, it was vital to
embrace new ways of developing business. While many recruiters
have dabbled in social media tools like LinkedIn in order to source
new leads, we took a different tack and established a number of
invitation only niche groups which excluded any competitors.

This allowed us to not only harness the influential sector contacts
but also to build an accelerated presence in new markets. By
excluding other recruiters we have built a unique capability and
knowledge which we can leverage for competitive advantage.
Through these means we have developed revenue streams in the
following new niches:

- Cyber security

- FRES armoured vehicle

- Healthcare informatics

- In-flight entertainment

- CBRN (Chemical, Biological, Radioactive, Nuclear)

The new venture areas have delivered c. £3.2million in revenue and
c. £1.2million in gross profit in 2010 from a standing start with
significant potential for growth. In addition, there has been a
substantial saving in job board advertising costs (c. £60,000+ per
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annum) as candidate generation for the new business has primarily
been generated by new members joining the groups.

Encourage innovation

One of the most valuable lessons | have learned from past
recessions is that to really encourage innovation, you have to give
people the permission to experiment — and accept that
experimentation can lead to mistakes — but it can also lead to that
‘next big thing’. | firmly believe that innovation is one of the keys to
both survival and success and that change, particularly when it is
forced upon us, is an opportunity that can drive real innovation.

We hold a quarterly innovations forum which provides the
opportunity for staff from each operational area to work together in
creating ideas and solving problems within the business. This two
hour session every three months is facilitated by the Quality
Manager and the outputs are fed into management meetings.

Key examples of ideas from staff include:

e An automated skills coding facility which was developed
with an external technology partner and has saved 8% of
working hours by consultants no longer needing to
manually code

e Implementation of an automated job posting system
which has resulted in significant time savings

e Implementation of a new return on investment
measurement system for improving the quality of
advertisements, which has resulted in a 30% better return.

Follow the money

While | would always be an advocate of sticking to what you know,
we now live in a shrinking world where organisations of any size can
operate in a global market place. As a result of the slowdown in
demand within the domestic market, we decided to pursue
increased overseas business in robust high growth countries and we
increased our export business from 23% of total revenue in 2009 to
around 40% in 2010. Notable successes have included:

e The establishment of a Qatari registered company in July
2010. From a standing start this has developed sales in
excess of £5million.

e  Expansion of our aviation maintenance and overhaul
recruitment division where we have developed £7million
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in sales from countries such as Brazil, UAE, Korea, Vietham
and Hong Kong.

Evolve — and reap the rewards

| don’t believe that anything we have done is rocket science but it
has allowed us to not only survive the recession but also thrive at a
time when a lot of our competitors struggled. | think it's about
accepting that change is inevitable and reacting positively to that
change rather than hoping it will all go away.

There was a terrific advertisement that Samsung ran for a new
phone. It's worth a watch as it sums up perfectly what | believe:

http://www.youtube.com/watch?v=s8tWLEsLpxs

“Waiting doesn’t get the pay rise,” it declares. “Waiting never gets
to the front, never finishes first. And then there’s impatience,
impatience got us faster cars, microwaves and remote controls.
Patience is knowing you’re bored but doing nothing about it -
impatience is a virtue!”

Never a truer word.

92


http://www.youtube.com/watch?v=s8tWLEsLpxs

The Business Leaders Book Club
Series One: Lessons Learned From The Recession

Steve Olsher

TBHLBC

The Recession’s Big, Fat, Silver Lining

Current Position:
Qualifications:
Experience:

Email:
Linkedin:
Twitter:
Facebook:

Website:
Links to

Other works:

Contact Number:

Founder of Bold Enterprises

MBA

More than 20 years of starting, developing, and
fostering the growth of new business ventures.
steve@steveolsher.com
www.linkedin.com/in/steveolsher
www.twitter.com/#!/steveolsher
www.facebook.com/#!/profile.php?id=132271
3096

www.steveolsher.com
www.amazon.com/Journey-You-Step-Step-
Becoming/dp/0984479600/ref=tmm pap title
0

+1 773 914 4001

Steve Olsher is the author of the 2010 Self-Help Book of the Year,
Journey To You: A Step-by-Step Guide to Becoming Who You Were
Born to Be, founder of The Reinvention Workshop, host of
Reinvention Radio, Co-Founder and Chairman of San Francisco-
based Liquor.com and President of Chicago-based real estate
development firm, Bold Development.

93



mailto:steve@steveolsher.com
http://www.linkedin.com/in/steveolsher
http://www.twitter.com/#!/steveolsher
http://www.facebook.com/#!/profile.php?id=1322713096
http://www.facebook.com/#!/profile.php?id=1322713096
http://www.steveolsher.com/
http://www.amazon.com/Journey-You-Step-Step-Becoming/dp/0984479600/ref=tmm_pap_title_0
http://www.amazon.com/Journey-You-Step-Step-Becoming/dp/0984479600/ref=tmm_pap_title_0
http://www.amazon.com/Journey-You-Step-Step-Becoming/dp/0984479600/ref=tmm_pap_title_0

Series One: Lessons Learned From The Recession

Chapter 18: The Recession’s Big, Fat, Silver Lining

2008 through 2010 were very challenging both personally and
professionally. | am a lifelong entrepreneur with ventures in various
industries including consulting, the internet (Liquor.com), real estate
(Bold Development) and personal development (Author of Journey
To You: A Step-by-Step Guide to Becoming Who You Were Born to Be
and founder of The Reinvention Workshop). Therefore it is fair to
admit that during these three years, to put it mildly, | got hammered
(and no I'm not referring to overindulging on the fine products
found at Liquor.com).

As they say, “sometimes you’re the nail and sometimes you’re the
hammer.” There is no doubt that, throughout this period, | was the
nail...and it hurt.

Money went out. More money went out. Little money came in. The
faucet that | had become accustomed to drinking from had not only
gone dry but I’'m convinced that someone sneaked in during the
middle of the night and removed the spigot.

In late 2007, my real estate portfolio of commercial and residential
properties was worth more than $50M and produced a net annual
cash flow of nearly $250k. By the beginning of 2008, however, the
market’s shift towards the trenches was in full swing.

In the subsequent three years of pain, the value of my holdings
dropped by more than 30% and many properties, which once
reflected viable cash-cows overflowing with milk, were now grazing
aimlessly and draining funds on a monthly basis. Internet sales and
supporting ad revenue came to a screeching halt. And my six-figure
personal development consulting business that used to represent
my monthly bread and butter (and we’re talking a nice, thick, crusty
bread with homemade, whipped, pure, creamy, salty, delicious,
buttery goodness) came to a virtual standstill.

What | came to learn from these tumultuous times is that with each
obstacle alternate routes of travel are opened. However, in order to
take advantage of the shifting marketplace and potential gains
found in uncharted territory, personal and business reinvention was
required...and inevitable.

94



Business Leaders Book Club

Aside from the obvious, such as tightening the belt and shifting
focus to that of what our customers actually need as opposed to
that which we felt they wanted, we retooled our entire business. We
began to shift from profit being the sole motive for our existence to
that of not only making a living doing what it is that we are
compelled to do, but also heeding our personal and professional
responsibility for improving our community, our environment and
our world.

By the end of 2010, it became clear that the Recession offered three
specific opportunities that are simply not available when times are
good. Historically, these recession-based keys to success have been
leveraged to create more sustainable, game-changing businesses
that have generational impact than have ever been created during
times of prosperity.

The three recession-based keys to success are:

1. Affordable Resources

During boom times, it is a simple economic tenet of supply and
demand that things are more expensive. Real estate (both for sale
and for lease), infrastructure, equipment, durable goods etc. cost
more and their price tags reflect the peak of the value cycle.

When times are tough, however, landlords are virtually giving away
space for lease. Banks are desperate to dump REOs (properties
they’ve taken back from owners who have not paid their mortgages)
off their balance sheets. Computers, cars, office equipment,
machinery etc. can be bought for pennies on the dollar as sellers
need to raise cash. And financing big-ticket items and negotiating
beyond the point of relative discomfort is commonplace.

In our business, we were able to lease office space for less than 50%
of the landlord’s asking price for the same space just two years prior,
purchase computer equipment at ridiculously low prices and hire
service-oriented companies at rates that would have previously
been considered laughable.

2. Cheaper Labour
When times are tough, people are more accessible, both in terms of

desired compensation and availability. Unemployment is obviously
higher and skilled/high-end labour are often the first people let go
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when cutbacks hit. Because of this, folks that used to make $100k
during boom times are now happy to accept S50k just to have
money coming in the door. Whether or not they were actually worth
$100k in the first place is a debate for another day.

In our business, we were able to negotiate fantastic deals with a
number of very skilled personnel. People that, frankly, we would not
have previously been able to afford were open to discussions, sold
on our vision and are now onboard for the duration with the
understanding that, as our business grows, their compensation will
grow accordingly.

One of our current key team members, who had previously been
making $125k a year, joined our crew for less than $50k. While the
short-term pain to his pocketbook is apparent, the long-term
potential for contributing in a meaningful way to a game-changing
organisation is, in his words, “priceless.”

3. Availability of Financing

Believe it or not, financing has been widely available for the right
business models, teams and ideas during the recession. The banks
that got us into this financial debacle are receiving huge pressure
from the Feds to open their purse strings and get us out of this
mess. Angel investors, venture capital funds and institutional monies
are quietly being stockpiled and are ready to pour into ‘the next big
thing.’

While it may seem counter-intuitive, when times are tough money
sits idle on the sidelines and the right opportunity can quickly land
attractive financing. During boom times, money managers compete
with one another for the same investment options yet, because
there are so many investment opportunities, terms for the borrower
are actually less desirable when more investment opportunities
exist.

Therefore, when times are rough, there are fewer entrepreneurial
pioneers willing to launch new businesses and put their necks on the
line. Given this, and the fact that money managers only get a return
on their investment when they actually write cheques, borrowers
are able to negotiate more aggressive terms.
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It has continually been proven that the best time to launch a new
business is when everyone else is petrified to do so. This period of
time, where the business can test its model, try various initiatives
and build momentum, gives the business a meaningful head start
when the market ‘turns’, given that their wheels are already in
motion and they’re in a solid position to take full advantage of the
upswing.

In our business, we were able to open meaningful lines of credit
(more than $500k for our real estate business), attract angel and
institutional investors for Liquor.com ($1.25M) and carve out
desirable terms that would not have been available had we been
competing in an environment of multiple investment options.

Business, like life, is all about perspective. The recession holds a big,
fat, silver lining that can substantially benefit your endeavour, if you

choose to capitalise on and pursue the pending opportunities.

When times are good, the glass is half-full. When times are bad,
your glass can overflow...Cheers to your future!
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Chapter 19: Succeed by Being Remarkable and Ignore the Doom
Merchants

A recession is no time to bury your head in the sand. Be brave and
embrace change if change is needed!

| will never forget the day that Duncan Bannatyne said:

“If the markets tell you to sell, buy. If you are advised to turn left,
turn right. Ignore anyone that advises you not to set up a business
during a recession.”

These sound bites resonated in my head when | realised that the
marketing business | was then involved with had to change. The
agency was heavily focused on lead generation for b2b companies
within the IT and manufacturing sectors.

Sometime in 2008, the business started to experience a steady
decline in customer demand for new projects. Marketing budgets
were under attack and it became rapidly clear that ‘panic’ was the
order of the day.

After further investigation into the reasons behind the slowdown,
we established that businesses were extremely worried about the
financial outlook, perhaps heavily influenced by the media. Although
not every customer was experiencing a direct reduction in customer
demand, fear had plainly set in.

| could see that immediate action was needed to stem the tide of
our business decline. But | also saw it as an opportunity to stimulate
acceptance of a need for change with the agency’s stakeholders.

There were two other key factors influencing my desire for change:

e Our marketing agency was often treated as a commodity
service by our customers. There was little scope for adding
further value, margins were squeezed, competition was
fierce and up-selling opportunities were minimal.

e The world of marketing was changing. Traditional
marketing techniques such as telemarketing were
becoming less effective. Customers were seemingly no
longer responding to outbound sales and marketing
messages as before. Instead, they were increasingly
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researching products and solutions online and via trusted
networks.

The economic downturn only seemed to amplify this change in
market dynamics. All of a sudden, phrases such as ‘return on
marketing investment’ and ‘bridging the gap between marketing and
sales’ became the new watchwords of marketing industry thought
leaders. However, it was also apparent that many marketers and
marketing agencies were far removed from sales. For too many
marketers’ return on investment was chiefly about the number of
clicks on a web advert or the volume of email broadcasts delivered
each month. There was little understanding as to what impact — if
any — these actions contributed to sales.

| had already suspected that changing market dynamics should
persuade my agency to change its approach and proposition. The
economic climate made it essential to act swiftly and with purpose
to avoid the worst possible conclusion, one no business owner ever
wishes to contemplate!

My first step involved research. To help identify new trends in
thinking around business and marketing strategy, market trends and
customer behaviour, | began to track as many credible and relevant
institutions and high profile industry leaders as | could. On my path
to enlightenment, | came across Seth Godin, a truly inspirational
thinker and someone that transformed my approach to the world of
marketing.

If you do nothing else after reading this chapter then | urge you to
buy a copy of one of his books, ‘Purple Cow’. Its premise is to
encourage you to create new ways to manage sales and marketing
within your business by being remarkable. The old ways of
marketing are dead. Being safe is too risky. This resonated with the
position | found our business was in and helped me to muster the
courage and strategy to implement a new way of thinking.

However, | resisted any temptation to radically change the entire
business. The new strategy was built upon the existing
telemarketing model but with an added ‘multi-channel’ lead
generation capability. This was based upon a number of key
principles identified from my research.
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1. Go where the customers are; the places where they source
products or solutions to problems

2. Understand their buying process and what influences them to buy
a specific brand or choose one product over another

3. Recognise that everyone is different. People respond differently
to sales and marketing messages delivered across various
communication channels such as email, web, social media and
telephone

4. Marketing must be linked to sales. Therefore measuring return on
investment from marketing activity is essential.

The next stage for our business was to join forces with truly
exceptional business partners. By doing so, we obtained expertise
that we could never afford in-house and enabled us to keep our
overheads low. This also created credibility with our customers and
prospects almost overnight and, crucially, reduced the risk of failure.
But the most important aspect of these relationships was to create a
commercial model that enabled our business and our partners to re-
sell one another’s services as part of a multi-channel lead generation
agency model.

It worked. The new model generated a 30% year-on-year revenue
growth, whilst only increasing our headcount from nine to 15 staff.
Over the next two years we generated between four and six times
greater ROI for our customers and increased our net profit by 10%. It
helped us to win new business with a number of major corporations
and market leading brands. We managed to organically grow our
customer base from just eight customers pre-recession to twenty-
eight over the subsequent two years without any external
investment.

Perhaps most significantly, our new approach delivered a new
commercial model into our business. We migrated away from
reliance upon small tactical customer campaigns that resulted in
peaks and troughs of revenue and evolved towards long-term
contracts that produced annuity-based revenue streams, required
relatively less overhead to manage and enabled us to forge long-
term commercial relationships at board level - all during the worst
economic climate since records began.

We built a remarkable business, but implementing change
presented a number of challenges. One of the main lessons | learned
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was that people often fear and resist change. Expectations and
concerns with my peers and staff had to be carefully managed along
the way and | often had to modify my approach. | quickly realised
that, for some, change forced people out of their comfort zone. This
needed careful and constant management. | focused on the
positives and avoided the negative risks of not changing. Luckily, this
seemed to work.

Implementing such a dramatic change across the business also
required a degree of investment — at a time when support from the
banks had completely evaporated. This forced our business to
partner with external agencies, but also persuaded us to source an
affordable marketing campaign delivery software tool that helped
our business to automate many of our processes and keep our
headcount low. Most importantly, it enabled us to analyse and
report on exactly where the return on marketing investment was
located for each campaign.

Looking back at what we have delivered in such a short time and
during a major recession, we can be proud of what we have
achieved. It shows that doing the right thing for the right reasons -
following sound business principles and best practice can really
make a difference - no matter what the economic climate. If you are
committed to positive change, and pick the right strategy for your
business, you will succeed.
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Chapter 20: The Dangers of Complacency and Over-Confidence

Between 2007 and 2009 | had established an events and publishing
business that was working successfully to a very precise and reliable
formula. It was a simple model, but an effective one.

| would identify a renowned expert in the field of personal
development or alternative health. | would invite them to speak,
using a number of London theatres with spare capacity as
interesting yet cost-effective venues. We would promote the event
to our own prospects, as well as to the speaker’s own mailing list.
The paying audience would cover all costs, including the cost of
filming the event and turning it into a home study course. This
would then provide us with a valuable residual income.

In 2008 we ran six events, each of which had delivered us a paying
audience of between 150 and 250 people. The events were
profitable in themselves; they also provided the content for a range
of audio CD, DVD and home study products. We flew over Janet
Switzer (the marketer behind Chicken Soup for the Soul) and Dr
Roger Callahan (the pioneer behind Thought Field Therapy) from the
USA. And we also hosted events for the cream of the crop from the
UK, including Jack Black and Pete Cohen.

| remember the period when Northern Rock collapsed and when
people first started to talk about the ‘credit crunch’. Yet during this
period my events appeared to be unaffected. As 2008 drew to a
close, | remember friends and colleagues making a move away from
live events. They were telling me how difficult they were finding it to
‘get bums on seats’.

Some switched to online events — using teleseminars and webinars
to present the same content but charging £10 to attend online,
rather than £100 to attend a live event.

Other colleagues in the industry were pulling out of events
altogether, changing tack completely. My former business partner,
Jonathan Jay, persevered, although his model involved delivering
regular events free of charge and this was not something | could
afford to do.

But even as 2009 approached, | was not at all worried. | advertised
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an event about getting published in January and sold 120 tickets in
three days. Things seemed just fine. | remember assuming that
personal development was immune to the downturn from
recession. With hindsight, | was being complacent and naive.

The crash for us didn’t arrive until June 2009. | advertised a second
publishing event for the first weekend of June and invited the
legendary healer, painter and leading expert in kinesiology, Dr John
Diamond to come to the UK for the third weekend of the month.

My publishing event sold just 25 tickets and Dr. Diamond 35. It was a
far cry from the dependable 150 ticket sales that | had relied on up
until then. And | was already committed to venues that could hold
200. It came as a huge surprise to me despite all the signs having
been there for months.

| saw the events through. | gave away free tickets to make both
events appear better attended..but even this wasn’t easy. |
discovered, very quickly, that the recession was affecting not only
what people were prepared to pay but also how they chose to spend
their time.

The effect was dramatic. Suddenly, people were choosing not to give
up a Saturday to attend an event, no matter what the calibre of the
speaker. Prospects were phoning to ask when the DVDs would be
available, rather than to book a ticket. In short, the audience was
not there to cover our costs; for the first time our events became
unprofitable and we needed to rely on the products that we created,
not simply to provide ongoing income but first and foremost to
cover the shortfall.

These were sobering times. | heard from others in the industry that
certain speakers were still thriving. But on further investigation |
found that these were the ones who ran free events. Looking at my
own situation at the time, | had neither the capital nor the
confidence to stage such events.

| had few back end products to sell at the events themselves,
because my whole strategy depended on the event to create the
products in the first place. In any case, | have never liked the model
where speakers run free events and then spend them selling
products and services to their audience. With hindsight, my business
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was set back by twelve months at least. | ran no events at all in
2010, choosing instead to rationalise and focus on the marketing of
the products that we had created already. We built a solid, reliable
relationship with Amazon for our books and some of our DVD
courses. It cost us margin (Amazon demands 60% trade discount)
but earned us some breathing space.

The recession also forced us to look at ways to develop quality
products on a smaller budget. The marketplace was moving steadily
towards video based training products, but to me it seemed
challenging to develop high quality video materials without investing
heavily in their production.

In particular, one element always seemed to make a low budget
online video easy to spot: the quality of the sound. So many friends
and colleagues would tell me that all | needed to do was to buy a
£100 Flip camera. Yet in every video | watched, the sound was
hollow, distant and tinny. Not the quality | wanted to be associated
with.

It was sound though which gave us the way forward. We installed an
audio sound studio in our office and we began to develop audio-
based materials. Our authors and speakers would come to us, spend
half a day in the studio and emerge with an edited, professional 60-
minute audio product. They returned regularly and with very little
effort or expense we would develop an audio course or programme
that we could market jointly to our respective lists. We worked with
our partners to build relationships with Audible and iTunes, which
gave us other routes to market.

By the end of 2010, | feel we had turned a corner. We've started to
put on events again, although this time they are more modest affairs
and each one must pay its way. The sound studio is in almost
constant use. We are even starting to develop some simple, video-
based materials using cameras that work with our professional,
wireless microphones.

So what of the lessons | have learned from the recession? |
remember clearly when a diagnosis of Multiple Sclerosis prompted
me to make dramatic, permanent lifestyle changes. | stopped
smoking, gave up tea and coffee, altered my diet and exercised
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more regularly. But in reality, | was only doing things that | had been
promising myself | would do for years.

The changes prompted by the recession were no different. With
hindsight, | ran a business that relied on a single tactic. For as long as
it worked, it was fine. But the recession exposed the flaw and
prompted me to change the way we created products, forced me to
work in partnership with retailers and led me to develop joint
venture deals and partnerships.

All things that | should have put in place regardless of the trading
conditions.
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Liggy Webb is widely respected as a leading expert in the field of
Modern Life Skills and Workplace Wellness. As a presenter,
consultant and author she is passionate about her work and
improving the quality of people’s lives. She is the founding director
of The Learning Architect a consortium of niche industry experts.
Liggy has developed a range of techniques and strategies to support
individuals and organisations to cope more effectively and
successfully with modern living and the demands and challenges of
life in the twenty tens and beyond. As a consultant with the United
Nations she travels extensively and has recently returned from
Afghanistan which she describes as her biggest life education to
date!
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Chapter 21: How to Support a Healthy and Happy Workplace

There is a certain irony that in challenging and changing times when
people most need the support of their organisations, it is also the
time when people’s investment budgets are dramatically slashed in
order to save money! A false economy indeed as stress increases,
mental and physical health declines and sickness absenteeism
figures rocket.

During the recession, a report to the Government in the UK
highlighted that the overall cost to the economy of sickness
absenteeism totalled £100 billion. The number one reason was due
to work-related stress.

One of the key lessons | have learnt is that an investment in the
physical, psychological and environmental health of people in the
workplace is essential. It is not about what some cynics deem as
‘fluffy stuff’ but is indeed business critical. Helping people to stay
happy and healthy is fundamental to business resilience when times
get tough. As someone said to me, during the recession most
organisations tend to do one of three things: they will dive, survive
or thrive. Despite the fact that morale is challenged, a business that
recognises the importance of supporting their people will thrive.

Depression and mental health has become an increasingly topical
issue with the World Health Organisations predicting that
depression will be the second biggest global form of illness by 2020.
Mental health charities imply that one in four people will be affected
during their lifetime.

As an International Consultant with the United Nations, my work
takes me to some fairly disparate destinations; from New York to
Beirut to Afghanistan and yet the one commonality that exists in
every workplace is stress. The most concerning issue of all, is that it
is contagious. There is now scientific evidence known as ‘neural
mirroring’ that shows we can actually catch each other’s ‘stress
germs’. Recession, cut backs and looming redundancies provide a
breeding ground for negativity and psychological discomfort.

The challenges that face us in times of recession and change, such as

finding purpose, defining ourselves and managing stress, are
numerous and complex. In order to address them effectively,

109



Series One: Lessons Learned From The Recession

practical and useful strategies surrounding Modern Life Skills help
people significantly in the workplace to cope more positively and
effectively. A holistic approach to ‘Workplace Wellness’ tackles
physical, psychological and environmental impact.

My research has been greatly influenced by The United Nations
Educational, Scientific and Cultural Organization (UNESCO) who
divide life skills into subsets of categories which include the
following:

e Learning ‘to know’ (cognitive abilities) which involve
decision-making, problem-solving and critical thinking
skills.

e Learning ‘to be’ (personal abilities) which involve skills for
increasing internal control, managing feelings and
managing stress.

e Learning ‘to live together’ (interpersonal abilities) which
involve interpersonal communication skills, negotiation
and refusal skills, empathy, co-operation, teamwork and
advocacy skills.

There is, however, no definitive list of life skills and all of the above
include the psychosocial and interpersonal skills generally
considered important. The choice and emphasis on different skills
will vary according to the individual and circumstances. Though the
list suggests these categories are distinct from each other, many
skills are used simultaneously in practice.

Ultimately, the interplay between the skills is what produces
powerful behavioural outcomes. Whilst the United Nations’ subset
of categories for life skills lays out an excellent basis to begin with;
there are, of course, other life skills that are required to address a
more holistic approach to modern living that incorporates the
physical, psychological and spiritual aspects of life.

Having now spent the past few years conducting research across a
wide range of organisations focusing on stress and ‘Workplace
Wellness’, | am heartened to see some very responsible actions and
transformations taking place.

There are some excellent examples of organisations that actively
promote healthy practices and raise awareness by providing
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programmes within the workplace to encourage healthier
behaviours.

Organisations that help raise awareness for healthier working
practices and take responsibility by supporting their people, are
finding that they are being rewarded by a reduction in absenteeism,
better morale, long-term loyalty and a sense of corporate
community. These factors clearly contribute to a far happier, more
productive and thriving workplace.

The Stats

According to the Cornell University Institute for Health and
Productivity Studies in America, employers can save between $300
and $450 annually per employee as a result of reduced health
expenditures from an annual wellness investment of $100 to $150
per employee.

In the UK the cost of absenteeism to the economy is £100 billion and
studies by the department of health indicate that for every £1 that
employers spend on wellness programme there is just over £6
return on investment in reduced absenteeism and stress related
iliness.

Some case study examples of organisations who have implemented
wellness programmes include:

Metropolitan Police: Stress related absence levels fell from 10.2 days
per annum to less than one day annually per officer.

Parcel Force Worldwide: Sickness absence was reduced by a third
saving the business £55 million.

Stockport Council: 44% fewer working days lost through sickness
absence equating to £1.58 million.

So what are the lessons that | have learned?

Well most certainly that responsible businesses can minimise the
impact the recession has on the health of their workers by taking
practical steps to address the key issues.

A happy and healthy workforce is a more productive and resilient

workforce. Here are some of the valuable benefits to implementing
workplace wellness initiatives which have helped organisations to:
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¢ Reduce Absenteeism

e Alleviate stress

¢ Help people to cope better with change
* Promote better communication

* Reduce potential conflict

* Improve staff energy levels

¢ Improve mental health

¢ Improve physical well-being

e Retain talent and reduce staff turnover
¢ Improve employee engagement

¢ Support managers to support their teams
e Promote work/life balance

¢ Mitigate potential litigation

* Reduce health insurance premiums

* Reduce carbon footprint

¢ Save money on workplace overheads

* Become an employer of choice

e Support corporate social responsibility
* Improve efficiency and productivity.

Here is my list of practical steps that any business can take to
implement workplace wellness:

¢ Motivational keynote speaking

* Bite-sized wellness workshops

¢ Lunchtime learning

* Breakfast and after work clubs

e Fit to Lead leadership programmes

¢ Improving food /nutrition in the workplace

¢ Encouraging walking meetings

e Get staff to wear pedometers

¢ Supply information on wellness in newsletters and on intranets
* Run wellness events for charity

¢ Supply wellness reading and support materials.
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Since 1991 Sharyn has helped more than 2,500 people become
successful entrepreneurs. More than 90% of them remain in
business. This is an amazing success rate considering 90% of
companies fail after two years and Sharyn attributes her clients’
success to the educational environment and relationship-building
techniques.

Sharyn has authored a number of books. Her most recent book, Be
Your Own Boss Guide, is designed to help people match their skills
and personalities with the type of business that will be the perfect
business for them. She teaches highly creative courses for
entrepreneurs like: "SpeakEasy", "Street Smart Sales", “Your Right to
Write" and “Blogify Your Business”. Sharyn is well known for her
corporate sales training in the Fortune 500 arena. She has appeared
on the Oprah Winfrey Show where she was featured for her
innovative communications concepts.
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Chapter 22: 7 Techniques to Thrive in Any Economy

Getting back to basics in business is one sure method of getting a
business back on course. In the past decade businesses have been
able to cruise through the motions without giving much thought to
their business practices. But three years ago the cruise ship suddenly
docked and the entrepreneurs of the world needed to get back to
tried and true systems.

The first ill-fated tactic has to do with the perception of most
business owners seeing the world through the local media’s
perspective. When news reporters declare there is a recession, it
doesn’t necessarily mean we all have to fall in line and participate. It
is an opinion. No one can make anyone’s business come to a
grinding halt.

Even though there has been an average of 95% of new businesses
fail in the first five years in the United States, | have always believed
it is because they lack the systems and guidance which would have
taken them to a level of sustainable success each and every one of
them deserves.

Believe in your own success

When you are able to find a business in an industry which is
successful, then every business in the same industry should be
capable of achieving the same level of success. Often they will be
capable of even better results through their ingenuity. Many times
entrepreneurs forget to capitalise on their previous successes,
whether that is to utilise systems, resources or contacts from
previous positive achievements. Since it has worked for them in the
past, it will more than likely work again.

When | worked in the corporate sales arena | kept a sales journal. |
kept my success stories in the front of the journal but what proved
more useful in times when | faced difficulties were the challenges |
had dealt with. | wrote them from the back towards the centre of
the journal. What is peculiar is the challenges we faced with clients
in the 80s are nearly the same thirty years later with minor
variations due to technology.

What else influences a person’s ability to be successful? It has been
proven that the people we associate with will dictate our own level
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of success. When you surround yourself by driven, success-oriented
individuals, your chances of succeeding increase drastically.

Another determining factor is our very own belief systems. When we
believe we are capable of success, it is more likely to become so. It is
one of the components to becoming successful and possibly the
most important aspects overall.

Develop your skills
We are given very few methods to learn how to implement

purposeful time management and organisational skills. Yet these
two business skills are more vital to thrive in business than nearly
any other techniques.

When a business is in start-up mode or lacking enough clients or
cash, it is necessary to spend no less than 50% of the time
marketing, selling and reinforcing referral relationships.

In 1995 | created a Power Partner concept for my business clients. |
challenged them to meet four new Power Partners (strategic
alliances) every single week until they had no less than 50% of the
business required to keep them in the black the Power Partners had
referred to them consistently for a three month period. During our
dot.com bomb era my clients were able to increase their revenue
between 500% and 1200% within two years because of this practice.

This was at exactly the same time that 25% of all of the businesses
failed in the Bay Area. Yet, the entrepreneurs who followed this one
tactic, experienced success beyond any level they ever had done in
the past.

Outsource under $100

One of the major challenges entrepreneurs experience is having the
discipline to accomplish all the same tasks that companies who
might have ten times the number employees as they do. | have
often had the conversation with my clients about outsourcing
anything they could pay less than $100 an hour for. In reality, if you
can hire it out and dedicate the time for more sales and marketing
you'll generate more than $100 an hour. The time you gain will more
than make up for the expense of hiring out the service. It is
especially more rewarding when you don’t enjoy the business task
you are outsourcing.
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| am particularly good with numbers and always did my own
bookkeeping but found the longer | was in business the longer |
would put off the task of keeping my books up to date. Then one day
after meeting a bookkeeper | asked her what she would charge to
take over the task. It was only $200 a month. | made sure to use the
time to do more marketing. In the long term | not only increased my
business drastically but | became more efficient and started having
more fun with clients as well.

Taking time management courses and efficiency programmes every
year can be the best strategies to increase your profitability you can
ever apply. For one thing, during the course you will remove yourself
from the daily activity of the business and be able to take a step
back. Sometimes viewing your business from the outside looking in
will allow you more clarity. You will be able to see more than would
be possible when you’re involved in the day-to-day operations.

Keep in Touch
| mentioned Power Partners and the ability to build business

through referrals. Establishing and maintaining relationships is more
critical in today’s business climate than ever before. The day of the
“this is what | do, do you want some of it?” sales routine is long
gone, as it should be.

Up until the time my database was over 6,000 contacts, | would call
all those whose names started with an A or a B in January; Cor D in
February and so on. By the end of the year | had called everyone in
the database. Some were clients, others Power Partners while
others were resources that would update me on activities or
business changes in the community.

It was amazing how much information everyone would tell me. It
was well worth the effort to find out what they knew and to
reconnect. They knew more of what was going on in the community
than any newspaper.

One of my favourite techniques for creating new business is to
develop Joint Ventures. With the advent of Social Media, | have
been able to get radio interviews, authors to interview to create
collateral material to build a membership site and hold teleseminars
as well as webinars. | take the time to get to know the contacts on
Facebook and LinkedIn and when | discover how we might help to
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each other, I'll suggest creating a programme. Almost everyone is
receptive. It is one of the fastest methods of expanding my client
base and gives exposure to a wide audience | never would have
been able to reach without their help.

| always remember to ask for referrals and | always get them. In fact,
more than 50% of all my business has come through referrals since
1993. It’s rewarding when you can develop a level of business where
half of it comes from those you’ve already done business with. It
makes getting through each month much less stressful as well.

If it isn’t working, change it

For years | refused to set goals. | was sure the only purpose in
writing down goals was to know what | wasn’t achieving. Then one
day | looked at the end results of how many people | needed to talk
with to get a new client and the idea of goals finally sank in.

When | was in corporate sales, | typically added two to three new
clients a month. | would approach no less than 20 each week. Having
a 10% close ratio is a great ratio for any business, but | never
achieved any better than half a percent. Then when | started my
business consulting organisation in 1991, my ratio was five percent

| began to keep track of how to make my ratio decrease and
discovered if | called between 9am and 11am or 1pm and 3pm, | was
able to talk with more people live. Less than 50% of those | left
messages with actually returned my calls, so it was important to talk
with people on the first call. | also realised it was easier to talk with
those who were used to participating in organisations such as
chambers of commerce, trade associations and service groups as
they were generally more receptive to being part of another group.
Within a year my average ratio was one in eight dials yielded a new
client.

| knew | had to call 30 people every week to make my desired
outcome. All | needed to do was stay focused. But what made it so
much easier was to rely on the solid relationships | had created over
the years to make sure | always had at least 50% of my business
referred to me.

Overall, the basics of business boils down to doing whatever it takes
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to get the results you are looking for. At times it takes more hours,
at other times it requires stopping and regrouping.

If it’s not working, change it. When it is working, always look to see
what you can do to make it better.
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Neil Giarratana spent 32 years as a CEO in diverse industries,
including cosmetics, toys, luxury leather goods and durable good
manufacturing. As the senior executive, he managed companies
both in Europe (he is fluent in German and French) and the United
States. He holds a BA in international relations from Stanford
University and an MBA from the Harvard Business School. Although
‘retired’, he is currently involved in writing his second book (core
subject: sales management) as well as consulting to several CEOs
and their companies located on the West Coast of the United
States.
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Chapter 23: Go Immediately to Plan B

Having been a CEO for almost 32 years, | have always found
economic downturn periods to be the greatest test of my abilities.

The uncertainty of the future and the knowledge that one’s fate is
not totally in one’s hands certainly exerted a definitive and sobering
influence on my thinking about how to guide my company forward
and through such troubled times.

In a recession, it is my firm belief that the key signals a CEO needs to
continuously send within and outside his company are: power of
conviction; the courage to face up to realistic and distasteful
planning; the need for goal-focused leadership and caring for one’s
people and their concerns. Without this approach, failure can be just
a quarter or two away.

We all know recessions are not normally the stuff of grand tales and
heroic efforts. Pain, worry, concern, hurt, frustration and
disappointment — for everyone concerned — are more than often
than not the rule of the day.

The key issue is not only a matter of knowing or surmising that a
recession or down period is imminent. Rather, the questions | have
often had to answer involved my judgement as to when the
recession would hit its zenith and for how long and how intense the
resulting damage for the company might be.

A very untidy equation, particularly when one considers the
following factors:

e  Every company is normally set up for aggressive growth
but now the company faces the need for a realistic plan
revision, involving per force, both cost and sales
revenue/margin reductions.

e  Standing in the way of that initial realistic preparation are
several human emotions, among them hope and ego.
Hope that the ‘problem’ will be short-lived, supported by
the critical assumption (non-delusionary) that if a market
share battle breaks out the company will win it. Ego
because management will tend to rationalise the possible
effects: it thinks it has its arms completely around the
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planning phases as well as the necessary, required steps to
ensure that the company remains financially strong during
the ‘crisis’. As a result, the ‘takedowns’ against the original
budget are often very moderate.

e An even more serious impediment to serious and effective
budget adjustments is management level job or position
loss concerns. These concerns often represent the real
drivers of a short-term and short-sighted ‘soft’ planning
approach and thus to any serious and necessary reduction
in planned or anticipated results.

This creates the following short-term, mental result: hunker down,
be hopeful and positive, maintain operational integrity in all parts of
the company and promise that when things get better, income and
bonus payments will again be at the top of the company’s priority
list.

Wrong emotional attitude

In my opinion, the first official revised budget, ‘Plan A’, represents
almost always the more dangerous one. The reason is simple:
management is using velvet gloves or rose-tinted glasses to handle
the analysis and judgement of the critical assumptions and critical
success factors that need to be included in any solid plan. No
Chicken Little in this company.

Result: An often conscious negation of increasingly clear macro
economic and markets indicators and their potential to do
considerably more damage to operational results than the plan
‘envisions’.

The correct strategic approach
Through personal experience, here is what | prefer to do:

¢ In its financial and operational planning, my management should
not assume that the already so-called ‘stringent’ steps contained in
Plan A will do the job. Management may want to sell that thinking to
everybody, but in reality, it is often only deluding itself.

* Make the critical assumption that Plan A will not be enough and

that therefore it will at some time be necessary to reduce further a
number of the key benchmark goals contained in Plan A.
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Result: the necessity for the almost always necessary but much more
distasteful Plan B.

If management were, right from the start, to combine both Plan A
and the more seriously hurtful second stage reduction (the tough
Plan B), it would then create an Initial Plan which would be much
more realistic and which would more likely match the market and
operational situation the company will in fact face. Taking the tough
and usually unpleasant step in the first instance is, in my opinion,
the more effective one in such situations.

Example:

For ten years, | was the CEO of a company producing automatic
garage door openers for new construction and retrofit. A major part
of our business was directed toward new single family dwellings, a
market which from 2006 experienced a unit building volume decline
of over 75% in the course of three years. While we were not able to
avoid several years of losses, we were able to substantially cushion
their effect by using the reserves we had built up in the previous
good years.

But more importantly we were able, by going to the Plan B step
almost from the start of the Recession, to minimise our losses by
almost 55% compared to what they would have been if we had
started off with Plan A and then at some later point in time moved
to Plan B. This immediate and tougher procedure meant millions of
dollars in operational ‘savings’ (loss avoidance) to the company over
the period in question.

Note to file: There is nothing worse than having to develop at some
later point in time, an additional plan containing additional
reductions instead of being able to operate right from the beginning
with a realistic ‘worst’ case scenario and then enjoying a moderate
to perhaps good chance to beat the forecasted results contained
therein. Up-tick surprises are better and more motivating to
everyone concerned, including the stakeholders (!) than constant
down-tick revisions.

Dangers and caveats
While the Combo-plan may be the more prudent and professional

approach to maintaining the company’s position and relative health,
there are in my experience, a number of potentially negative/de-

122



Business Leaders Book Club

motivating effects that definitely need to be both considered and
resolved:

-- It will necessitate the company taking the bigger - and thus more
distasteful - planning step instead of opting for the easier road using
a succession of smaller but ever more painful ones, each of which
could mean potentially more destructive discussions and perhaps
acrimony.

-- A reduced plan may seriously affect the timing and volume of the
capital investment necessary for long-term growth; it will often
seriously affect personnel and motivation because of the need for
the downsizing of the organisation.

-- It will require an enlightened management and HR function to
devote extra priority time and effort to keeping its remaining best
talent happy and performing at high levels of efficiency and focus.

-- It will require some potentially very hard discussions among
management because not every member of the team will see the
same dangers in the same way.

-- It will require the company to do some very serious cost-
containment thinking and perhaps also require a re-positioning of
the company without the advantage of organic growth in the
market.

-- It will require management to play fair with its people and not to
choose personal aggrandisement at the same time it is asking for
major sacrifice and patience from its employees.

-- It will require the company - and the responsible individuals in
management - to consciously put aside hope and ego. And to stop
rationalising every danger or negative development.

Resolving these issues in an enlightened and motivating fashion is
the real test of a top executive’s professional skill, diplomacy, and
yes, courage. Without them, a CEO can potentially exacerbate an
already serious situation to the extent that the company itself may
be endangered.
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Chapter 24: Keeping the Key Team on Board During Hard Times

Recession brings with it times of hardship. As responsible managers
we have to consider what steps we have to take in order to protect
and grow our businesses. In particular, we need to retain our key
team members at these times.

Why? Well, these key team members make a critical contribution to
the business. And it’s not always the obvious ones either. Without
the key staff, our businesses will decline, as much of the intrinsic
intellectual property leaves with them. An example of this is related
below.

One company we ran due diligence on with a view to acquiring its
operations, designed and built high tech amplifiers. These amplifiers
were at the cutting edge of power handling and mechanical design
at the time. Early on we identified the lead design engineers as
critical to the acquisition — lose them and we thought we’d lose the
value of the deal. However, as we invested time in working directly
with the workforce (as opposed to just the senior management
behind closed doors) it emerged that there were other ‘key workers’
that had initially escaped our notice.

One such example was one of the machinists who was responsible
for machining a key part of the amplifier. Although the piece value
of the part was only measured to be a few hundred pounds, the
contribution to the amplifier was enormous. Not only would a
missed or incorrect dimension cause the product to malfunction but
we also discovered that the machinist had developed an unrecorded
(non-process captured) method of improving the machining. The
effect was to further improve the product’s performance and
consistency. This had occurred without the knowledge of the senior
management and even the engineering manager!

Had a cursory effort at identifying key team members at senior
meetings sufficed, we would have missed this gem and possibly had
a poorer performing device as an outcome. Even worse would have
been the inability of the engineering team to identify where the
poorer device performance originated from.

There are several lessons we can learn from this story:-
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Carefully review and identify all key staff
This can only be achieved through engagement with the team and
takes time and energy. A review of the team listing is not sufficient.

Once identified, take active measures to retain these staff

This calls for a number of approaches. The usual and easy avenue of
incentivising through increased pay or bonus is not necessarily the
way to go. Maslow’s hierarchy of needs identifies monetary reward
as much lower on the average person’s real needs. We should
consider recognising achievement and maintaining or building
respect whilst allowing these staff to have fulfilling and creative
roles wherever possible.

Build trust with your key team members

Trust between staff and management is critical in successful
retention. Trust can be built through openness, communication,
reliability and integrity. This calls for a deliberate policy by the senior
management in all four of these aspects of trust. For example, we
can address the desire for recognition through public commendation
at team meetings. We should also be careful that we ‘walk the talk’,
that is, we deliver on our promises and follow through on our
actions and statements.

Conducting business in as transparent a manner as possible is also
important for our team. If they feel they are getting an accurate (not
too rosy or too pessimistic) view, this engenders trust. We should
also not lose sight that trust runs between managers and staff and
staff and managers. It is not enough to carry out these trust-building
actions to encourage the team to trust us as managers; we can only
succeed in this if we ourselves place our trust in the team. It doesn’t
take long for staff to sense a lack of trust in them on their manager’s
part!

To conclude, | can relate a story | heard regarding retention of team
members. A company, hard hit by the recession, was unable to
continue operations of a subsidiary division. The only apparent way
forward was to divest the division without delay. This was duly
carried out but not before another party indicated an interest in the
team members to be divested. Much discussion ensued and the
team was subsequently taken over by the other party.
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However, the point of this story is that all the key team members
were retained by the new company even though the takeover was
actioned toward the very end of the notice of redundancy period. It
is interesting to note that these team members were fully briefed
from the initial decision to put the division ‘at risk’ through to the
notice period and as the interested party emerged, negotiations
commenced and were finally concluded. Trust levels were
maintained during this difficult period through openness, reliability,
communication and integrity, such that all key team members
transferred to the new company.

Clearly an investment in the understanding of who the key members
of staff are in your organisation and the taking of steps to ensure
their retention is a worthwhile use of management time in order to
safeguard and grow the business under the harshest of conditions.
As we all know recessions can offer opportunities — without our key
staff members we are less able to take advantage of them.
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Chapter 25: Blind Faith and Creative Instinct

We opened an art gallery when other retail businesses were closing
down on the high street. A local estate agent said it would never
work; we had never run a gallery before nor lived in the town where
it was located and even our friends were cautious with their
encouragement.

We were driven by a number of things. Primarily our desire was to
own a gallery, to exhibit my wife and other artists’ work and our
belief in ourselves to run a business. We also recognised that we
needed to either fulfil the dream and turn it into reality or let it go.

Some nine months later and we have trebled the number of artists
displaying their work, established a customer base of several
hundreds, from both near and far and been profitable from day one.

Were we lucky?
If you mean we were just in the right place (shops closing?), at the

right time (recession?) with the right product (impulse purchase?)
then no. But if you mean we were prepared to take the opportunity
when it presented itself, then yes.

This, above all else, is the key to success both at a strategic level —
should we open a gallery at all — and tactical level — what art should
we have in it? The phrase ‘you create your own luck’ being
particularly relevant.

Because, if you do not take measured risks, keep trying new things
and trust your instinct and judgement to stimulate your market,
then you become solely reliant on customers finding you and
knowing what they want in the first place. And guess what? They
always have a choice of supplier or provider and most of the time
they only have a rough idea of what they want and therefore need
help to decide what is best for them.

So what has worked for us in our retail business?

For a start, we change over half the art on display bimonthly to suit a
different theme; we deliberately have low priced/high volume items
as well as the converse. We introduce new artists regularly and have
extended the product range from not just paintings and prints but to
include scarves and metal figures. As long as the work is unique and
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distinctive, local and original and of course of the right quality, then
it fulfils our criteria for our art and the philosophy of our art
gallery....in short our USP!

More than that though, our intention is to always stimulate the
customer with interesting and novel artwork. This makes us a great
place to pop in to have a look around and, when the time is right, to
buy a special present or gift. This is also helped by us changing the
window display daily.

Just attracting local customers and passers by though is not enough.
We have experimented with leaflet deliveries at targeted
households in nearby areas, advertised and obtained editorial
coverage in various local newspapers, displayed our art in local pubs
and restaurants to promote ourselves jointly, attended art & craft
shows and supported local charities in fundraising events. In short,
we look for opportunities to promote ourselves often in
collaboration with other businesses with similar needs in order to
build brand awareness and establish ourselves in the
community...and not necessarily for instant sales.

Then of course, there is building an online presence with your
website, blog, through business directories and event listings to
ensure you always have something to say, others are happy to say it
for you and you are not far from people’s minds.

And the learning points?

It is very hard work and you need more hours in the day than you
ever have! You also need a wide range of skills covering all aspects
of business, both front and back of house, if you are to be
successful. This means you either need money to buy in what you
cannot do yourself or get a partner to invest the time. In our case
my wife looks after art selection, sales and artist co-ordination while
I cover marketing accounts and infrastructure because you really
cannot run any business to its full potential unless you focus on all
the key aspects. Even with our complementary starting skills, we
have still had to learn more...about finances, VAT, Tax, operating a
till, stock control, websites, SEO etc...as you always need to know
something about everything and we do not have unlimited funds!

As well as time though, you do need to re-invest carefully in your
business in learning through marketing, customer behaviour and
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trialling new products and services. This naturally then leads to
being prepared for when things do not to work out as expected. For
example, we have found some leaflet campaigns to not work at all,
our preview evenings to not be so well attended, art we really liked
which hasn’t sold and even days when hardly anyone came in to the
gallery for no obvious reason we could think of.

And then there is the normal business start up dilemma, what do
you actually compare your progress to?

There are no last year or week sales figures available, no customer
numbers and feedback, no knowledge of best or worst sellers,
acceptable price or trigger points, seasonal or weekly trends. There
are in fact no benchmarks and you are in the dark most of the time
and have to create the light as you go!

It’s not just about YOU

What really began several years ago as a hobby activity for my wife
has now been turned into a commercial enterprise that fulfils the
needs of those that buy the art as well as the artists who produce it.
The business is therefore no longer, if it ever was, just about us.

And the best bit of all is when you truly realise that!!

We take no pleasure from proving the doubters wrong, but
tremendous pride in justifying the trust and belief of those that have
and continue to support us. The blind have truly led the blind in our
case and we have invented the way forward together at every step
on our journey with little more than blind faith and creative instinct.
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Chapter 26: Lessons from a Tough Economy

From our perspective, the recession arrived long before it was
officially ‘here’. In fact, about 12 months before the declining
economy became a major news topic, we had noticed that a lot of
our big projects — and especially our enterprise clients — were
becoming a lot fewer and farther between.

In that way, we were pretty lucky. We didn't wait for an official
announcement or a front page headline to take action because we
already knew that the ground was shifting beneath us.

Most of our clients couldn't afford big training programmes and
development projects anymore, especially when declining travel
budgets were factored in. They had more need for consulting and
training than ever before, but they had to do it in a way that was
much more cost-effective. And so, the question that came to us was
the same one that occurred to a lot of other businesses later: what
do we do now?

We couldn't really turn to our competitors for inspiration, since
many of them were clinging to ideas that hadn't been working for a
while, hoping that the market for expensive speakers and training
companies would eventually return. We couldn't see that
happening, especially as the economic picture started to look more
and more bleak.

After thinking things through and doing some forecasting, we knew
we needed to take our business in a completely new direction. But
unlike some other companies who started scrambling around for
new revenue streams wherever they could find them, we looked at
things from a client’s perspective. What were they really screaming
out for and how could we be the ones to give it to them?

That question led us to change our whole business model, taking it
from one centred on a handful of large clients to a new version that
focused on helping a broader range of organisations on a personal
level. The result was a clear win-win — our customers got exactly
what they needed in a way that was far more affordable to them,
while we were able to diversify our income a little bit and come out
of the experience smarter and stronger.
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As a result of this change, | can honestly say that KLA Group is doing
better than ever before. Our sales and revenue are up across the
board, something that is virtually unheard of in our field right now.
What’s more, we’re doing it by serving a wider variety of clients.

Prior to the recession, 90% of our business came from Fortune 500
clients. These were great accounts to have but they were also the
most vulnerable to an economic shift. Now, we get only 51% of our
business from them, and the rest is made up of small and mid-sized
businesses. Having a diverse client base has made us more flexible
and resilient.

By responding to a change in the economy with the attitude of
putting our clients’ needs first, we were also able to come up with a
handful of ideas that wouldn't have been there otherwise.

For example, we weren’t selling anything on our website in the past,
but it now contributes more than a fifth of our revenue. That didn’t
have much to do with technology. Rather, we let our customers tell
us what types of programmes they needed and then made sure we
had the solutions that fit the bill.

That's probably good advice whether you’re in a recession or not.

If I had to put my finger on one single lesson that a choppy economy
has taught us, however, | think it would be this: Trust yourself and
your own instincts. Don’t be afraid to change.

Deep down, we realised pretty early on that it was going to take
some major changes to keep our company growing and evolving. It
would have been very easy to sit back and tell ourselves that things
would turn around in no time and that our customers would come
back to doing and wanting the types of training programmes they
had always used in the past.

At the same time, we just knew deep down that wasn't going to be
the case. If we had waited and simply hoped for business to get
better, where would we be today?

KLA Group today is a company that works with clients across the

board — from Fortune 500’s to smaller organisations that are just
getting started. We aren’t completely dependent on direct client
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projects anymore because we earn money from on-line training
programmes as well. These outcomes have only been possible
because we adopted the mindset of our customers, rather than
trying to force old ideas that weren’t working to stay in place.

To succeed in our field, and most others, takes the willingness to do
the right thing at the right time. | think leaders tend to recognise
challenges and opportunities more often than they think but
hesitation holds them back from making important decisions. As the
recession shows, however, the best time to make a move is the
moment you need to, so have some faith in your own abilities, keep
in touch with your customers’ needs and then make the right call for
your company.
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Chapter 27: The Box with no Walls

Typical for many folks laid off after six months of job-hunting, |
decided to launch full-time into my own consulting business. It was
February 2008, a nice month in my mind. | had the best financial
year of my life that year and have had two successful years since
with 2011 also looking very strong.

People | spoke with told me | was crazy, that it takes years to build a
consulting practice; that | should be prepared to starve for the first
five years. | was also told that it was a poor time to start as we were
in a recession, that no one needed consultants and that | should
seriously look at finding some kind of job, even if it was not in my
field. This was a box | did not want to play in, one that | simply
decided was not for me.

| believe my success came mostly from knocking down the walls of
the box. | expected to have success and | presented as a well-
established consultant with an outstanding skill set. | marched into
networking events, workshops, seminars, conferences or wherever |
could find people gathered. | gave away ideas, | gave people my
book, | consulted for free, | set strong, yet realistic fees that
successful consultants would charge; most of all | was confident.

When people asked me,
“How is business, are you busy?”
“Absolutely,” | would say, “business is great.”

| hung out with the most successful consultants | could find. Within a
month | had several excellent clients.

It took me over two years before | found myself in a business
development phase. Surprise! Not having experienced this due to
my early success was such a good lesson. | am still learning this
lesson and finding ways to tear down more walls of the box, thinking
and seeking ways to work with different kinds of clients.

What has helped me most is to look for clients that other
consultants are not working with, to explore unusual funding
partnerships and sources, to collaborate with other consultants and
do joint proposals, to celebrate and to bring my incredible network
into the conversations early on.

137



Series One: Lessons Learned From The Recession

| refer colleagues that can help my clients, ask other consultants if |
can shadow them or if they would like to shadow me, reach out
globally into new fields, sectors, industries and countries as well as
to work within my own community and see what kind of clients | can
actually walk to. | volunteer my time in places where | can meet new
people that might find my work interesting. | also stretch myself as
well by taking on work that | have never done before; it helps me
learn and makes me a more flexible consultant.

My work focuses on people development, in particular leadership
development. These skills are not hard, technical, core skills that
businesses require. They are often called ‘soft skills’.

These are much more difficult to master, learn and teach and are
fundamentally necessary for successful leaders and organisations to
cultivate. How we work and learn together matters. It matters as
much as what we do.

Often when times are tough or a recession hits, we stop thinking or
focusing on ‘the how’ and instead try to reduce employee costs,
downsize while still getting ‘the what’ done. In doing this, we are
focusing on the short-term ‘what’ rather than ‘the how’ and this
short-sightedness leads us to a downward spiral. Organisations
without growth and development are like ghost towns. | look to
work with organisations that understand people investment and
who want a vibrant, creative, value-driven workforce that can help
them recover from a recession.

So, the walls of the box disappear when | can be successful with
clients in helping them see through the walls, even helping them
shift the box to a new place or to design a new box. | love to hear
the term ‘no-box thinking’ rather than inside or outside the box. This
helps me free up my own mind, to help me think from the viewpoint
of my client’s customer and to see their organisation not only from
30,000 feet but two inches away.

My passion is fuelled by seeing opportunities where others see
problems; | ask, listen, ask, listen, listen and listen. | try my best
every day to model the leadership | advocate: to give away my time;
to contribute to leadership thought; to develop others in any way |
can and to listen to what is said or not. This brilliant partnership has
provided me with an insight into consulting that knows no walls.
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paid business consultant.

139



mailto:info@nabo.biz
http://www.nabo.biz/

Series One: Lessons Learned From The Recession

Chapter 28: Beat the Recession
(and Your Competition) with Marketing

| set up a company offering business owners training in marketing at
the start of the recession. About the time when pundits were
predicting training and marketing budgets would be slashed across
the board and naturally enough, there were those who thought I'd
be closing my company’s doors within a few months. After all, who
would want to pay thousands of pounds to learn to market better
when money was so tight?

But something | learned long before this recession was to only pay
attention to what prospective clients wanted and simply block out
the rest.

Ten years ago, | used my last £145 to set up The Coaching Academy
(UK). The prevailing view then was that only Americans could teach
coaching and a UK coach training organisation would never take off.
But | knew from my prospective clients they really wanted to learn
coaching in this country and they didn’t want to do it via an
American correspondence course.

During the eight years | owned The Coaching Academy we trained
thousands and thousands of coaches and became the leading coach
training organisation in Europe. It was so successful that | was able
to sell it to a private equity company for millions.

Therefore at the start of this recession | didn’t pay very much
attention to the forecasts of doom and gloom. | knew that savvy and
successful business owners are always looking for ways to improve
their results, recession or not. | also knew that the best way they can
do that is by improving their marketing skills.

How did | know that?

| listened to what business owners told me. | attended networking
meetings. | paid thousands and thousands of pounds to travel
around the world to attend seminars with highly successful people.

| believed then, as | do now, that a recession is simply a time when

all business owners need to become even more strategic in their
thinking and spending.
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But you don’t need a recession to make you think and spend in a
smarter way. And you don’t need to wait for a recession until you
learn lessons from your mistakes. We make mistakes and miss
opportunities and they are always painful and memorable,
regardless of whether the economy’s in a boom or bust period.

| made plenty of mistakes, missed many opportunities and learnt
many lessons during the early years of my previous business.

| employed a large sales team for a long time and paid them a
fortune in salaries and bonuses to make cold calls. | set targets; |
cajoled, enthused, reprimanded and probably screamed but the
results were never what | expected. Then | realised if | used
marketing more effectively, | probably only really needed one of
them — just to answer calls (because if | did my marketing
successfully, people would come to us, we wouldn’t have to chase
them). After sacking all but one of my salespeople, profits
quadrupled and peace reigned in the office.

Probably the biggest mistake | made was trying to do everything
myself, believing | needed to be involved in every aspect of the
business, no matter how trivial. | worked horrendously long hours
and yet still didn’t achieve the results | wanted. It was only when |
realised my time should be spent solely on marketing the business
and that | needed to delegate everything else that profits increased.

It took a while but | also learnt that when something isn’t working,
ignoring the problem won’t make it disappear. It will just get worse
and worse. You must take action, no matter how painful you think
it's going to be.

Today, if something (a direct mail or email campaign, a newsletter, a
seminar or a freelance contract) isn’t returning a profit and is
actually costing the business, | immediately stop it, whatever it is.

Of course, you can only realise you’re making a mistake by
measuring your results. And of all the things I've ever learnt about
running a profitable business this is key - measure everything.

| learnt plenty of lessons during the ‘boom time’ of the 1990s and

the recession of the past few years...and | have been sharing that
information with UK business owners since setting up SuccessTrack
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and the business association | founded, the Nationwide Alliance of
Business Owners (NABO). So far, 39,000 of them have learnt what
really does and doesn’t work. My team of experts and | give business
owners practical, proven systems that they can use the moment
they leave. If they use the systems, they get results.

Take John Haslam for instance. Like me and many other
entrepreneurs, he also made the mistake of trying to do everything
himself. When he first joined NABO in November 2009, he was
running two businesses - Jeves Magazine and Leaflet Distribution
and a home cleaning franchise, Molly Maid. He worked 18 hours a
day, six days a week and collapsed on Sundays. Worse, he had
almost no cash flow because he was too preoccupied with
networking, delivering his product and taking phone calls to send
out and chase up invoices.

He had no time left to follow up the leads he received from
networking events or to use the marketing techniques he’d found to
be successful in the past.

“I was chasing my tail because | wasn’t getting the bills out fast
enough,” admits John. He committed to making three major
changes immediately: to systemise and outsource his business
procedures; to get an administrative assistant and to move out of his
home office into a rented office.

“I stopped getting any direct phone calls and that saved me about 16
hours a week. | employed someone to take care of all the paperwork
for both businesses - all the billing, the admin - and that freed up
another 10 to 12 hours a week of my time.”

No longer exhausted, he could begin working on the business
instead of in it.

He’s been able to halve the number of hours he works and last year
he doubled his profits for the first time in 10 years. Now, John
spends all of his time focusing on building his business.

“You look and think that it’s impossible to double your business in

this current climate and yet | did it,” says John. “It’s all about having
the tools to make things happen and having the time to think about
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my business — | now spend all my days doing marketing. That’s all |
do.”

He’s not the only one to revitalise and benefit from improving his
marketing - Stefan Boyle, the owner of an online print company,
Print Republic, is another. In less than 12 months, his company has
attracted 700 new clients, including the world’s biggest online
auction site, eBay, and its turnover has jumped by 40%. All thanks to
getting better at marketing.

Two years ago, Stefan took over his family’s printing business. For 40
years, the company had operated as a traditional printing company
but Boyle realised it was time to change.

“Margins had eroded over the past few years. The printing business
was just getting very hard. It was becoming a pricing game. And |
didn’t want to play it.”

He knew that to achieve the success he envisioned he needed expert
marketing help.

“Any marketing we had ever done, be it newspaper, magazine,
advertising to direct mail or email, had always bombed. If | sent out
a 10,000 mailing, | was always massively disappointed. | got to the
stage where | didn’t do it anymore; | just didn’t advertise because |
never got a return on investment. | didn’t really know what | was
doing wrong.”

That changed once he signed up for NABO’s Business Development
Programme: he discovered not only what he was doing wrong but
more importantly, how to make his marketing successful.

“I realised we were making the mistakes that other companies in my
industry and almost every industry were making: we were talking
about ourselves. Every piece of marketing | had done before had
really talked about how good we were, and how customers or
prospects should use our services, but we didn’t quantify it. We
didn’t talk about it from a customer’s or prospect’s perspective.
NABO made me change my approach.

“NABO taught me how to start with an offer that is tempting and
draws people in. Once you do that, you've got a relationship and
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then you can build that relationship and offer more products and
services to them.”

John and Stefan are just two of the many thousands of UK business
owners who have learnt that marketing effectively can give a
company the edge it needs to prosper — regardless of the state of
the economy.

So, in conclusion:

Listen to what your clients and prospects really want and give it to
them. Ignore doom and gloom merchants. Use marketing effectively
and sales will follow. Learn from your mistakes. Stop doing what
isn't working - immediately. Measure everything. Take every
opportunity to get better at marketing. Systemise your business.
Don’t try to do everything yourself — focus on profit-making
activities and delegate or outsource the rest.
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Current Position:  Managing Director/Founder of Triumphant
Events, Author of K ey Person of Influence

Email: info@triumphantevents.co.uk

Linkedin: www.uk.linkedin.com/in/danielpriestley
Twitter: www.twitter.com/DanielPriestley
Website: www.triumphantevents.co.uk/

Contact Number:  +44 (0) 844 477 1618

Daniel Priestley is a successful entrepreneur, international speaker
and best-selling author. Daniel started out as an entrepreneur at 21
years old and has since built several successful businesses in the UK,
Australia and Singapore.

He is the founder and Director of the International Event Marketing
and Management Company, Triumphant Events.

Triumphant Events promotes training courses and events featuring
many prominent speakers, authors, entrepreneurs and thought
leaders from around the world. On average over 20,000 people book
into a Triumphant Event each year.

Daniel is actively involved in fund-raising for several NGOs and
Charities (PeaceOneDay.org, The Hunger Project and The Pachamam
Alliance).
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Chapter 29: Make Your Name Known

People are always looking for the secret to wealth and success and
it's often staring them in the face.

Never have | heard of someone who says “I discovered some secret
to making money and within a few months | got rich.” Normally |
hear people say “I discovered | had a passion for something, | kept at
it and finally | 'popped".”

The ‘overnight success’ often takes five to seven years.

So how do you take your passion and your last five to seven years of
experience and leverage it? How do we get you to ‘pop’? The trick is
not more hard work; the trick is that you must ‘make a name for
yourself’.

Consider all the people you know who make great money, who live
exciting lives, who have influence and success in abundance. | can
guarantee you that they are well known in their field — they have
made a name for themselves.

People who have established their name, attract more opportunity,
earn a premium on their time and don't spend countless hours
chasing new business. Once you make a name for yourself you
become a magnet for money and you free up your time and energy
from the chasing game.

So which comes first, the chicken or the egg? Must you first become
successful and thus make a name for yourself or do you do the
things required to make a name for yourself and then become
successful?

Is it even possible to deliberately become a ‘key person’ in your
industry or is this something that happens through years of hard
work alone?

Clearly you must be good at what you do. However, years of hard

work often don’t pay off. Many people spend so much time doing
the work and far too little time building a reputation.
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Building a reputation requires some skills that most people don't
invest enough time in. If you do things that impact your reputation
in a positive way, you will attract more opportunities and therefore
make a name for yourself.

| had created a multi-million dollar events company in Australia
before | came to the UK but | hadn't made a name for myself. Since
arriving in the UK, the five things | have focused on are:

1. Pitch: Learn how to pitch yourself really well so if you get
into a conversation with someone you are able to engage
their imagination, be memorable, credible, clear and
believable. It takes practice but it's a MUST. There will
come a day that you have a chance meeting with a big
heavy hitter and in that moment you’d better have clarity
about what you are up to.

2. Publish: Write down your key ideas, create articles, blogs
and even a book about what you do. With few exceptions,
it’s nearly impossible to make a name for yourself if you
aren’t publishing your ideas somewhere. Writing your
ideas down allows you to deeply explore some of the
knowledge you may take for granted and then spread your
ideas to your market with ease.

3. Productise: Make 2011 the year that you break the
shackles of trading only time-for-money. Not everything
you do of value requires you to be in the room, your sales
pitch could be put onto CD or made into a download. Your
orientation session could become a workbook. Buy back
your time by turning some of what you do into a product.
Often the difference between a regular income and a great
deal of wealth is having the right product.

4. Profile: Raise your profile online and in the media. Make
sure you dominate the front page of Google when
someone searches for you. The great advantage of social
media is that it connects you with your peers and your
clients as well as lifting your rankings in Google. Connect
with all the right people in LinkedIn. Get featured in a
press article and post it online. Make some YouTube
videos. If Google can’t find you in 2011, you are in serious
trouble.

5. Partnerships: You don’t have enough time in the day to do
everything yourself. If you put your time into creating a
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brilliant product, partner with someone who has wide
reaching distribution. If you have a great brand, partner
with someone who has highly functional products.
Network, connect and partner with the key people in your
industry.

When | put these five steps in place | found that | was able to attract
a lot more opportunity. | was asked to speak at events. | was asked
to join top teams. | often had to charge a premium for my time.
People with a great reputation can often turn down work if it
doesn’t inspire them, so you will have more fun in your industry as
well.

Never has there been a better time in history to make a name for
yourself. New technology and the widespread sharing of resources
make it easier than ever to do all five of the steps listed above.

Not until recently has it been possible to easily write a book and
have it available for sale world wide at the click of a mouse. Only in
very recent times could you create articles or videos and share them
with the world with ease. It's a new phenomenon to be able to make
and sell products globally without spending fortunes on the process.
It would be mad not to be making the most of these new trends.

| have found that these steps will also release you from your current
geography. Your published articles and your products can easily end
up impacting people all over the world.

A self-employed consultant in London is mostly limited to the one
city. The same consultant with a book and a product could be
offering their services globally.

No need to look for some special secret to wealth. The secret is:

You are already standing on a mountain of value but you need to let
the world know about it. After you’'ve made a name for yourself by
completing these steps, expect to see more opportunity, more fun,
more inbound enquiries and even a lot more money.

If you put more focus into building your reputation, enhancing your

brand and making a name for yourself in your industry, you will
discover a whole new world of opportunity is waiting for you.
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Current Position:  Entrepreneur, general doer and dogsbody!
Qualifications: BA (Hons)

Experience: Nearly 20 years in business — Recruitment, Tech
and Web

Email: chris@paginglist.com

Linkedin: http://uk.linkedin.com/in/chrissmithyourpeopl
emarket

Twitter: www.twitter.com/#!/ThatChrisSmith

www.twitter.com/#!/UsePaginglist

www.twitter.com/#!/YPMarket
Website: www.yourpeoplemarket.com

www.paginglist.com

Chris Smith was joint founder and owner of ecrmpeople, a technical
staffing business that grew into the world leading solution provider
to the IT Asset Management and Service Management Software
Market. Started in a spare room, at the point of exit the business
was turning over £12M GBP and had over 120 contractors on
assignment worldwide as well as making executive level
appointments into the leading software vendors in its markets.

Currently Chris is investing and involved in a number of start ups.
These include www.yourpeoplemarket.com, a revolutionary online
recruitment marketplace and www.paginglist.com which enables
people to call and SMS their social networks and contacts without
ever revealing their number and enables people to maintain
absolute control of their connection.

He is also a very proud dad of two and any spare time he has he
spends covered in poster paint and papier maché.

149



mailto:chris@paginglist.com
http://www.twitter.com/#!/ThatChrisSmith
http://www.twitter.com/#!/UsePaginglist
http://www.twitter.com/#!/YPMarket
http://www.yourpeoplemarket.com/
http://www.paginglist.com/

Series One: Lessons Learned From The Recession

Chapter 30: How to Smile Through a Recession

| founded ecrmpeople in 2000 on the cusp of a recession before
selling the business in 2007, more or less just before the credit
crunch really bit.

Ecrmpeople is a recruitment and staffing business that lead the
world in the delivery of technical resources into the markets of Asset
Management and Service Management software. Our client base
included some of the world’s largest blue chips through to bleeding
edge software consultancies.

| left ecrmpeople in 2009 at the end of a post-acquisition ‘lock in’
period and am now involved in two new projects:
yourpeoplemarket.com (again in the recruitment space) and
paginglist.com (a business that bridges the privacy gap in social
media). Unquestionably the application of the below is as relevant
to both these start ups as it was to ecrmpeople.

Recognition and Acceptance

The first thing to do with a recession is to recognise you are about to
go into one - ideally before it happens and before your competitors
do! All too often businesses will refuse to even mention the word
‘recession’ let alone make the required changes within their
business to survive and thrive through it.

In its simplest terms, the sooner you recognise you are in a recession
the sooner you will do something about it.

To put it bluntly your business is a ‘barometer’ for the markets you
are involved in and you need to be proactive in looking for changes
from what your perceived operational norm is.

Key indicators for us were:
e  Extended decision cycles
e  Relationship leverage
e  Margin and price pressure
e  Extended and delayed payments

As soon as you as you accept and ‘normalise’ the recession into your
business, the sooner you will do something about it. By this, | mean
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cut the bullshit and sit down with all your key team members and
tell them how you see things:

a)

b)

d)

e)

It’s going to get harder and more effort is required from
everyone’s teams to hold position and grow

All customers need to be put through a strict health check
(old and new). There is no point in writing or chasing
business which you won’t get paid for. Be ready to take
the emotion out of a decision

Develop a more energised and can-do mentality. Though
we are facing down hard times (externally) what remains
under our control is the mindset you attack it with. Though
it's vital to recognise and accept the recession is
happening, leave the doom and gloom at the door. It will
kill the creativity you need to fight it and to outperform
your competitors

Lead from the front and keep the office doors open.
Communication is at all times king but never more so in a
recession - it is VITAL that the senior management team
practise what they preach. For example, if you introduce
new performance metrics in any shape or form, then the
team leaders need to be the first to embrace them and
deliver against them

Give and breed the commitment that you will do
everything to survive and grow, to get people through it
and come out the other end an even more robust and
aggressive business.

Cut the fat NOT the muscle

When you need to reduce a cost base to keep things alive you
cannot afford to be shy in wielding the knife.

Now is the time that you need to truly understand that you are
getting the utmost bang for your buck and, though it can be difficult
at times, developing some objective ‘laws’ by which you make
financial decisions can be key to your survival.

At ecrmpeople we developed three simple laws across the core of
our business: SALES, PEOPLE and CUSTOMERS.

1)

SALES - If what you are doing does not move you towards
your next sale, then why are you doing it? Cut it and focus
on what will deliver.
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2) PEOPLE - If the team member you are dealing with is not
ready to give 100%, then why are they here? Time and
money are best spent on people who are up for the fight.

3) CUSTOMERS — Are they properly financed? What exposure
does working with them represent? Be ready to cement
relationships or ready to walk away in a positive manner.

In its simplest terms check everything you spend your money on, to
the extent of not just considering its cost but its impact on your
bottom line.

A recession is probably not the time for getting a snazzy new logo
but that doesn’t mean a sales competition should be cut too!

Be the best place to be

During a recession, one way 99% of people try to keep things ticking
is by reducing commission and reviewing staff packages. Let your
competitors be the ones to do this.

The quickest way to lose your best performers is to change the way
they are rewarded as the market becomes tougher. If your
commission plans are right and they work during the good times,
then stand by them as they will certainly be good enough to get you
through the tough times.

Quite simply if you think hacking back the payments you make to
the people who perform will help you get through a recession, then
you’re wrong. The issue is not the amount you pay to the
performers.

If anything you should look to review the packages of people who
are not making commissions, not those who are. If someone is
supposed to be making a living from sales commission and they are
not making any, then what more of a flag do you need to know that
it’s not happening for them?

Importantly, now is the time to make your office the most fun and
energetic place that it can be. Doing so means that before long you
will have some of your competitors best people looking at your
company with envious eyes, making all the more simple to attract
the best talent into your business — most of whom will bring a raft of
fresh experience and contacts.
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Creating an environment where people want to be and can thrive
does not cost much — in fact 90% of it is down to the way you treat
your staff. Even if all you do is remember the basics of smiling and
making time to laugh, you will already be doing more than some of
your competitors.

Today ecrmpeople continue to grow and its revenues recently
topped GBP£15M in what have been incredibly tight trading
conditions. It is undoubtedly testament to the cultural footprint that
the adherence to the above has instilled into the infrastructure,
processes and, above everything else, THE PEOPLE in the business
that this has been achieved.

Finally, recessions are perceived as terrifying, business-eating
monsters that cannot be stopped and crush everything in their path.
This is not the case...just be ready for it, be quick to take action and

be fearless in your passion to survive and grow.

However, one final word of advice...don’t tell your competitors.
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Current Position: CEO & COO

Experience: Masters of Science in Information Systems
MBA

Email: zeeshan@celebritydialogue.com

Linkedin: www.linkedin.com/profile/view?id=22316103&
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Twitter: www.twitter.com/celebritydialog

Facebook: www.facebook.com/home.php#!/pages/Celebr
ity-Dialogue/319239817171

Website: www.celebritydialogue.com

After completing his MBA in Banking and Finance, Zeeshan Rahat
Kureshi did his Masters in Information Systems (MSIS) at University
of Texas at Arlington (UTA). He had the honour of winning the
Graduate Level Paper and Presentation Contest at the annual
National Collegiate Conference (2003), making him the first ever
UTA student to win the honour at this national level event. Zeeshan
was the Vice President of AITP Student Chapter at UTA. He was also
included in the Dean’s List for Graduate Programmes.

Apart from being the CEO and Chief Editor of CelebrityDialogue.com,
where he has interviewed hundreds of international personalities,
Zeeshan is the Chief Operating Officer of a Telecommunications and
Internet company, ConnecTel. He has prior experience in Advertising
and BPO industries. Zeeshan initiated CelebrityDialogue.com in
February 2010 to bring to focus lives and stories of wonderful
people from around the world in the form of interviews. Since then,
numerous interviews of amazing personalities have been featured
on the web magazine and the project has received tremendous
appreciation. Zeeshan's vision is to make CelebrityDialogue.com the
biggest repository of quality interviews in the world.
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Chapter 31: Recession - Misery or Opportunity?

The lessons that | wish to share from this latest recession are best
told through my personal story of what happened to me during the
last three years.

| still remember those days back in September 2008 when the
current financial crisis was just beginning to emerge. International
news headlines were fraught with disastrous news flashes such as:
‘Fannie Mae and Freddie Mac seized by the government’; ‘Bank of
America buys Merrill Lynch’; ‘Lehman Brothers files for bankruptcy’
and ‘Bush Administration announces a bail-out plan’. It was as if the
world had come to an end.

Amid all this chaos there was this feeling lurking somewhere in my
heart that somehow | would not be affected by this recession. |
knew the phrase ‘hope is the key to life’ and was hoping to remain
unscathed by the terrible events that were unfolding around the
world.

“I am far away from the US and my country is not even financially
connected that tightly with them,” | thought. Still, | knew there was
not much that | could do had my fears turned into reality.

Murphy’s Law states ‘Anything that can go wrong will go wrong’.
And so the inevitable happened.

| was working with my brother in his out-of-home advertising
business at that time. The business came to an almost abrupt stand-
still, partly because of the recession and partly due to some internal
industry issues.

| was already working as a management consultant on a part-time
capacity for an IT company. Our industry and company hit the end of
the road suddenly and | was offered full-time employment in the IT
Company.

It was a difficult decision for me. How could | leave my company
where | had worked for so many years? How could | stop working
with my brother who had been good support for so long? How could
| leave the industry where | had gained so much experience?
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The ground reality was that despite everything, | had to think about
my family: my wife and child. Difficult decisions in life, sometimes,
must be taken before it’s too late. So after carefully analysing the
present situation and future prospects, | took the plunge.

| switched my role to Chief Operating Officer at ConnecTel. The
company provided internet, telephony, data and IT services. | did
not have much idea about the intricacies of this sector but | was
willing to learn. | had to learn fast and | had to be good at decision
making. The company was already making heavy losses and | felt |
was about to face, probably, the biggest challenge of my life.

There were a few critical problems in the new company. First, the
personnel (from department heads to lower staff) were not punctual
at all. Why? Because the CEO was never really in the office due to his
engagement with other projects.

In short — this company was being neglected. Hence | introduced a
proper attendance system and enforced strict timings. Initially there
was opposition but slowly things calmed down and improvement
was obvious.

Secondly, in most cases standard operating procedures were either
not practised at all or they were not written. | started documenting
the SOPs and built them from scratch wherever they were missing.

Thirdly, a proper chain of command was missing in most cases and
people did not know to whom they should report. | made an
organogram and communicated the reporting structure to everyone.

We decided to expand our network by deploying more fibre optic
cable and by entering into some new markets. Primarily, this
decision was made keeping in mind the needs of corporate clients
who, despite recession, needed reliable and fast internet services
that were not really available otherwise. ‘Fibre Optic’ was the buzz
word around the town and we decided to capitalise.

| am pleased to state that since | joined this company, our revenue
has grown more than 100 percent and we have started to make

profit. Our clientele is ever increasing and we are still hiring.

In no way can | take all the credit for this success, but behind every
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success story there is a team. | am thankful to my team for its
support.

Another wonderful thing happened to me during this recession. |
started my own web magazine, CelebrityDialogue.com, with the aim
to make it the biggest repository of quality interviews on the
Internet.

During this journey, | communicated with so many wonderful people
around the world and shed light over their achievements and
accomplishments on CelebrityDialogue.com. Sharing the stories,
habits and successes of highly talented, international individuals
provided me, and the visitors of my magazine, an insight into their
brilliant minds.

| was able to build strategic alliances with people thousands of miles
away and have fulfilled my lifelong dream of having a business | can
call my own.

Had the recession not arrived, | might never have been able to
muster up the courage to initiate this project. Hence, there are a few
invaluable lessons that | learned from this recession:

1. No matter what happens, never give up

2. People end up knowing what their true potential is during harsh
times

3. Recession is not always bad for everybody

4. Recession can make you do things that you never thought you
could do

5. Recession can bring strangers together to develop synergies

6. Friendships and relationships are tested during bad economic

conditions

7. Recession can give you time to rectify and strengthen internal
procedures.

8. And most importantly: there is always light at the end of the
tunnel!
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Email: http://sg.linkedin.com/in/paulsdunn

Linkedin: www.twitter.com/pauldunn

Twitter: www.blgl.com

Website: The Firm of the Future:
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Other Works: MAA)
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www.books.google.com/books?vid=wnykAAAA
CAAJ

Contact Number:  +65 6898 2446

Paul works with businesses to help them gain and sustain strategic
competitive advantage. Over the last twenty years he has worked
with organisations of all types and sizes from Global Corporations to
Start Ups. He’s known worldwide as the ‘Wizard of Wow’. He's
passionate about unleashing the power of giving. He adds that
special ‘buzz’ to businesses, transforming enterprises from within.
His ideas are rarely ‘conventional’ yet they become totally
sustainable, creating competitive advantage for companies across
the globe.
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Chapter 32: Between Your Ears!!

In 1981 when | first started speaking, a mentor of mine said, “Always
remember, Paul that the economy is between your ears.”

And as he said it, he pointed to my brain. The way we think
determines everything.

And now, 30 years later, not a day has gone by (yes, that’s a lot of
days) when it doesn’t show itself to be true.

It was true when | was creating great businesses after being one of
the first 10 people at Hewlett Packard in Australia. It was true when |
was travelling the world showing others how to create great
businesses. And it’s true now in my role as Chairman of BuylGIVE1l
(which most of the world now know as B1G1).

Yet nowhere was that lesson hammered home more than in the
‘GFC’ or whatever name you put on it.

But of course, it’s more complex than that....or is it really?
| love what US President Obama said in his Inauguration speech
delivered right at the height of the economic ‘turn-down’.

“Our workers are no less productive than when this crisis began. Our
minds are no less inventive. Our capacity remains undiminished.”

It's true isn’t it? But you might argue that people’s capacity to buy
changed and so that was the problem.

Well, it might be true that the people you were working with (your
customers and your then current clients) capacity to buy changed.
But elsewhere ‘stuff’ was happening; sales — great sales — were
being made.

Take just one example, the iPhone. It sold faster during the GFC than
at any time before. Why?...Because it became a must have for a
whole swag of people. People who didn’t necessarily want nor need
an iPhone but people who wanted to ‘belong’ to what Apple stood
for.
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Just read that last sentence again, ‘People who didn’t necessarily
want nor need an iPhone, but people who wanted to ‘belong’ to
what Apple stood for.’

That, for me, was one of THE most important lessons. As Start with
WHY author, Simon Sinek, so wonderfully points out, “People don’t
buy what you do; they buy what you stand for.” Or in iteration,
“People don’t buy what you do; they buy what you believe in.”

Now | imagine you’re nodding. Most people do when they hear it for
the first time. “Oh yes,” they say, “that’s SO true.”

So if you are nodding, then this becomes the most important
question — what is it you believe in? What is it you stand for?

After all if people buy what you believe in you'd better tell them,
right? You'd better let them see it, hear it, feel it, touch it. As Simon
Sinek pointed out in a recent conversation — “Your why MUST be
front and centre.”

Your why is what gets you up inspired every morning. And when you
really get it, it becomes powerful and compelling enough to make
you choke or even shed tears.

But for many, the WHY is waffle, rambling or worse still, a kind of
‘generic’ feel-good. They simply don’t cut it. (By the way, to REALLY
get to your why, pretend you’re a child and just keeping asking ‘why’
to every attempt at getting your why until you get one that brings a
lump in your throat).

Which leads us to a second major lesson from the GFC: the way in
which we communicate now has to be different. And | believe there
are four key things that are so much more important than they ever
were — the GFC has simply magnified the need for them. Here they
are:

TRUST
AUTHENTICITY
CERTAINTY
BREVITY/SIMPLIFY
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Look at each word and then you'll realise that they’re all related.
Again these were ALWAYS important but now they’re even more so.
And that’s because one big thing that happened in the GFC was that
our trust in all our institutions, politicians and companies totally
plummeted.

It was a watershed. And it leads, | believe, to the biggest lesson of
all: for far too long, our society had become one of taking. And the
universe, in what my friend Dr. John Demartini points out is ‘always
being in perfect balance’, reacted.

Hence the reason we’re now seeing the rise and rise of what
trendwatching.com refers to as ‘Generation G’ where the ‘G’ stands
not for ‘Greed’ but for ‘Generosity’.

It's a huge movement. And it's a Generation that, unlike the
Generation X, Y and Z, does not depend on the year of your birth —
Generation G spreads itself across all age groups.

Generation G gives back. Generation G volunteers (in huge
numbers). Generation G has a sense of purpose. As authors John
Gerzema and Michael D'Antonio point out in their 2010 book,
SpendSHIFT, people are searching not so much for value but for
values.

And that dovetails beautifully into where we began these ‘lessons
from the recession’. Knowing your why is clearly related to knowing
your purpose.

And instead of that purpose being taking, the lesson is to make it a
purpose of contribution. That’s the biggest lesson of all — one that
is, of course, timeless. But one that the recession reminded us we’d
forgotten.

And for us in B1G1 it was a huge lesson. But in an unexpected way.

B1G1 started pre-GFC (in 2007) with one simple goal; to create a
world full of giving.

Why? Because that’s the way to create a happier world.
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Our theory and practice has been that the way to do that is NOT by
having massive or even small one-off events, nor is it through ad-hoc
giving. It is done by making giving a habit. You do it by making sure
that every transaction gives back in some measureable, defined way.
You buy a coffee and a child gets access to water; you buy a book
and a tree gets planted; you buy (or sell) a TV and a person who's
cataract blind gets the gift of sight.

Some people call that transaction-based giving. In B1G1 we call it
‘Embedded Generosity’.

And to make it work, you truly focus (or niche). The GFC taught us
that.

But in 2007 when we started, the time was very definitely different.
We could, in effect, suggest we were all things to all people.

But, bearing in mind those four communication principles above, we
learnt that FOCUS was essential. From being all things to all people
we moved to dominate one niche (and that is SO important - just
OWN a niche). For us the niche became business and exclusively
SMEs.

When we did that niche-ing we began to discover some fascinating
things. For example, we found that of the $390 BILLION given to US-
based charities, only four per cent of that was coming from business.

And we realised we couldn’t wait for business to come to us; we had
to go to them.

And so we began a series of live Seminars. Seminars that captivated
those who came and catapulted B1G1’s growth; so much so that by
the end of 2010 we were able to announce that 1,000,000 people
had been given access to water through B1Gl - a staggering
number.

That simply would not have happened had we not been focused or
niched. Because we were niched, we were able to communicate

with:

TRUST
AUTHENTICITY
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CERTAINTY
BREVITY/SIMPLIFY

We were able to say that B1G1 exists because businesses have the
power to change our lives. That became our powerful WHY. That
became, for an increasing number of businesses, their mantra too —
they simply wanted to belong.

And we’ve seen amazing things. Even businesses that have been
going for years are actually embracing and more importantly
EMBEDDING the giving. And in one now fairly famous case, even
changing the business name to reflect it (against my advice by the
way!)

The business was (for nine years) ‘Integrated Office Solutions’ in
Melbourne, Australia. They’re a great business too. B1G1 impacted
their team; they got an even greater sense of purpose. And so now,
they’re ‘Make a Difference Office Supplies’. See what they’re doing
here at www.14reasons.com.au.

And so B1G1 is now able to make even bigger impacts. Just in the
latter part of 2010, we were featured in Fast Company, on
Springwise.com, on Trendwatching.com, on Mashable.com (that was
thrilling for us) and, believe it or not, even in Forbes Magazine.

That was such a huge surprise. We were looking at the stats (as of
course we do every day) and we noticed this amazing peak in people
joining from Russia, from Kurdistan and even from Korea.

So we started digging. And there we were in Forbes Magazine...in
Russia (and in Russian!)

Masami Sato, B1G1’s founder, loves to tell us that there’s a gift in
everything ... if only we look closely enough. And perhaps the gift in
this is as simple as knowing that the economy really is between our
ears.
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Chapter 33: Your Mind is Recession Proof

In June of 2008 | walked away from my job as a Juvenile Corrections
Officer. | had carefully planned my exit as it was a dream to leave on
my own terms and on the table | had over $20,000 in contract
opportunities.

Business and life are parallel. The things | went through in 2003
prepared me for the recession of 2008. | was separated from my
wife and eventually divorced. The family strain was also felt when |
was not with my children full time. Feeling like | had lost it all, | knew
| had to change my thinking to change my direction.

The first signs of the 2008 recession were when phone calls were
not getting returned and contracts not getting signed. The $20,000 |
had counted on to help me survive was down to zero. | thought
about what | did in 2003 when all the chips were down. The main
things | learned then were to be mentally tough and never give up.

In order to increase revenue in tough times | knew | needed to get
exposure. | started searching the internet for ways to get my name
in the game. After hunting for information | came across resources
like Help A Reporter Out (HARO) and Reporter Connection. | signed
up for as many free PR newsletters that | could.

My initial goal was to get one interview. | realised over time that
there were many different ways to gain access to the media. | now
knew it was realistic to go from unknown to known with the
resources that were available to me.

| started to contact reporters and took notes on what they
responded to and did not respond to. From scratch | learned how to
get blogged, quoted, interviewed and how to find contributing
author opportunities.

One of the most exciting things | discovered during the recession
was the power in marketing your products and services in gift bags.
People thought | was crazy when | said if you give it away they will
eventually pay. | designed a flyer that meeting planners could print
out and place into the bags. This was a win-win where | gave a
discount and the conference or event promoted me to their
audience. The valuable lesson | learned was that organisations are
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more willing to do business with you when they have the
opportunity to get to know you.

The two things that the recession shared with me that | will always
practise in my business are:

e  Be Yourself. Live life the way you want to and not the way
that others think you should. In all of us is a gift and our
purpose is to tap into that greatness.

e  Give it away. Let the universe sample the greatness inside
of you.

Here is what | learned from other business owners during the
recession:

1. Everyone was not affected by the recession the same. When |
first heard ‘recession’ | assumed that everyone lost everything. You
have to start from where you are and make the most of each
opportunity.

2. You have to look in the mirror and be accountable. You can’t
blame anyone else for your failure. Find out what works for you and
make it work.

3. Work hard and produce quality work. When you put in the time
the results will show. Ideas that you put into place today may not
bear fruit for 12 to 18 months from now.

4. Pace yourself to be able to produce more. Once you learn how to
do it right, put what you do into a system so that you can measure
what you do and always strive to get the best results.

The way | implemented changes in my business was to write down
the things | did everyday that made me successful. These concepts |
turned into a social media system that helped increase my chances
of getting booked for an interview by 50%.

The tips | would give to anyone entering and exiting a recession are

through the word ENCOURAGE. These strategies will help you
succeed in business and life.
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Educate: Learn more about your industry.
Nurture: Get a mentor to guide you.
Challenge: See how much better you can become.
Offer: Put ideas together and see opportunities.
Uplift: Inspire others in good and bad times.
Rise: Even when you fall, get back up.
Adjust: Another way can open the best way.
Grow: Mature and turn your mess into a message.
Expect: Thinking positive will knock negativity out.

If you ENCOURAGE your dream, success will be on your team.

Results from Change
Back in September 2008 | was looking for ways to cost effectively

market my business. | was on Twitter one day and my prayer was
answered. | don't even remember what | was searching for when |
came across HARO. | have had tremendous success in a short
amount of time. | have been blogged, interviewed on radio and
become a contributing author in nine books.

| have been promoted for free in gift bags at over 100 events
internationally including the U.S., Canada, U.K. and Sweden. Some of
the major organisations include Boy Scouts of America, Big Brothers
Big Sisters, Girls, Inc., Canadian Council Aboriginal Business and
Energy Up.

One of the Business Relationships formed by giving back was with
Energy Up. Energy Up is an organisation inspired by the work of
Voltage that gives back to inner city youth. Voltage is a celebrity
trainer with Katie Couric as a client. When | provided Derricknyms
for graduates in the Energy Up program, | also included one for
Katie. A personalised Derricknym that | designed is on the wall in
her Hampton home. Every few months representatives from Energy
Up now order Derricknyms from me.

| took what | learned from the recession and turned the knowledge
into three eBooks.

1. Social Media Strategies To Position Yourself as an Expert.

2. Put It In The Bag: Guide for Entrepreneurs to Market in Gifts Bags
FOR FREE at meetings, conferences, and events all over the world.

3. Raising Money In A Recession.
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| have been featured in stories on major websites such as
Diversitylnc.com, CNNMoney.com and MSNBC.com

The strategies | learned during the recession have helped me
become a contributing author in nine books.

The recession not only forced me to think | can, but to think
differently. You will never know what you can do until you try. When
I had to | learned how to. When you open your mind you will realise
that nothing can stop you, not even a recession.

Your Mind Is Recession Proof.

Currently | teach and educate others on how to find cost effective
ways to market their business. On average I’'m blogged or quoted in
various publications up to 14 times a month. In January 2010 |
started writing quotes and gave birth to the DAILY Derricknym.

After realising that there were five billion mobile phone users
worldwide | developed the ‘Motivation to Your Mobile’, an Android
Application, to give people a positive way to start their day.
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She is able to inspire others to develop their own potential and she
has the ability to illustrate through modelling, coaching and
instruction, the steps involved in doing so.

She invites you to visit her on LinkedIn or to email her.
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Chapter 34: The Climate on the Inside Overcomes
the Climate on the Outside

At the time of this latest recession, | had been working for a non-
profit educational organisation. Recessions are good for educational
organisations; it's the bull markets that they have to guard
themselves against.

Instead, knowing that most of the small family-run businesses within
my community in northern Canada remained in operation
throughout the recession, | approached the one that | knew would
be able to provide advice on how to stay afloat throughout the
various economic throes.

Slave Lake, Alberta, Canada, serves a vast geographical region
because, even though it only has a population of slightly more than
7,000 people (according to the 2009 census), it is the largest centre
for 275 kilometres in any direction. The major industries in the
region are oil, gas and forestry, with the forestry industry being hit
the hardest in this most recent recession.

Joyce Robinson has seen her business, The Business Factory, grow
dramatically over the past 19 years. In the beginning, she partnered
with another individual to offer bookkeeping and secretarial services
to the region. Then in 2002, Joyce bought her partner out and
became a limited corporation. At the same time, she and her
husband took over a local printing business amalgamating that
service into their offerings. Joyce ran the business services while her
husband, Doug, ran the printing business. Both aspects of the
business were conducted in separate locations.

In 2005, they purchased and moved into one building, right on main
street. By this time, the town had a population of over 6,000 people.
Shortly after moving, they incorporated promotional items into their
profile.

By 2007, the town’s population reached an all-time high of over
7,000 residents. The Business Factory was booming. Since adding
the promotional items in 2005, Joyce’s annual revenue had
increased by 25% each year. As a result, from 2005-2009, the staff
increased from three to nine. Then the recession hit.
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Effects of the Recession

Throughout 2009, Joyce did not see one drop in the sale of
promotional items. Instead, this one aspect of the business that she
had thought would decline the quickest stayed constant throughout
the year, remaining consistent with the previous year’s sales.

The only effect that Joyce could see that the recession had on her
business was that, for the first time in its history, there were up to
six businesses that were delinquent on their printing orders. They
did not pay for their order, did not bother to pick up their order or
chose to forfeit on their order. These were companies that either
went bankrupt or simply chose not to start the business at that time.
Since these orders were from small companies, the financial effect
on her business was minimal.

Since September 2010, printing orders have been flooding the
business, increasing the sales in that department by 15% to 25% per
month. Because of the latest dramatic increase in revenue in just a
few months, Joyce is feeling the need to create yet another position,
increasing her team to ten.

Successful Management Habits

Joyce believes that the secret to any successful business is having
dedicated core staff. Over one third of her team have committed
themselves to their work, considering their positions as ‘careers’ and
not simply jobs. Through the development of specific habits, Joyce
has built a positive working environment. Her team feel they have a
vested interest in the business and the enjoyment and dedication
that her team have towards their work is felt by the customers.
Joyce’s management habits include:

- Trusting in the core staff, assigning them specific roles and key
positions so that Joyce does not have to manage those areas of the
business.

- Asking for their advice when interviewing new team members and
discussing qualifications and personalities of essential employees.
Since the office layout is open, it is critical that new employees fit
within the established group. Any conflict creates tension that can
be felt by all.
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- Seeking the advice of her core staff when Joyce needs to make
decisions about taking on new projects. She consults with them on
what new services should be added, who would have the time and
skills to take on any new projects and how best to complete a
project.

Competing Against the ‘Big Ones’

The greatest competition that Joyce faces in today’s global world
comes from the online companies who can offer prices so low that
she cannot compete, regardless of what corners she cut. She knows
her prices are higher than many of her competitors; however, she
refuses to sacrifice quality for price.

Joyce was worried when a popular chain ‘box store’, also offering
business services, first moved into the small town. However, she has
found that their presence has not affected her business in any way.
She welcomes the competition as, once a customer has ordered
with a large-scale operation, they often return due to the quality of
service that Joyce can offer with her personalised business touch,
which includes services as simple as:

- Keeping an extra printing order on the shelf for regular clients in
case they require an order immediately or in case they misjudged
the quantity they required when placing the initial order.

- Giving random discounts to clients as a thank-you or throwing in
some extra promotional items into an order.

Joyce understands how quickly people will stop accessing a business
if that business stops promoting its services and products. Being that
her business offers advice and products to other businesses on how
to promote themselves, she takes her own advice:

- Promote, promote and promote some more

- Consistent advertising on the local radio

- Her business grows by word of mouth more than any other type of
advertising. Her customers appreciate the quality of product they

receive, as well as the personalised service and recommend her
business to others in their field.
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Joyce has produced semi-annual flyers in the past but found that the
only increase in sales came from her regular clients. Very seldom
would a flyer distribution bring in new clients. She finds that there is
no need for her to raise further awareness through flyers or printed
advertisements as her business has more than enough to keep her
busy.

Community Involvement

Since Joyce operates her business and lives within a small, isolated,
rural, northern town, she understands the importance of being
involved in her community. She offers any non-profit organisation in
town ten percent off all their printing orders. She is often asked to
donate the posters for fundraising events. And she sees a constant
stream of individuals and groups dropping in to ask for donations for
some worthy cause.

One lesson that Joyce knows she has to learn is to say “no.” She
finds this hard to accomplish because there are so many
organisations that are worthy and in need of local sponsorship. One
solution she believes will help is to set a donation budget and
specifically choose which organisations she is willing to support
through her business.

Mottos to Do Business By
Joyce has a few simple mottos that she has crafted over the many
years of operating her business:

- Learn as you go
- Live and Learn
- Try not to make the same mistake a second time.

These mottos were illustrated when Joyce implemented a policy and
procedures manual 15 years after starting her business. The increase
in staff, and her experiences with some staff that took advantage of
her flexibility and willingness to accommodate, required the need to
have policies and procedures outlined clearly. Even with a policy and
procedures manual, Joyce believes that businesses have to allow
flexibility for staff to accommodate family needs and childcare
concerns. In this way, and through other methods, her team feel
appreciated, which is perhaps the most important trait a business
could adopt.
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Chapter 35: Cost Cutting is Not Enough

The most common reaction when facing an economic hardship is to
‘tighten the belt’ to rein in spending. While | agree that it is
important to have strong cost control, | suggest that a two-pronged
approach is even better, specifically one which maximises benefits
while minimising cost.

In doing so, we drive higher VALUE. As is always the case, a
beneficial outcome is achieved when the marginal return is greater
than the marginal cost associated with any action, so clearly an
improved economic position is achieved when benefits are driven to
higher levels, while simultaneously reducing cost. So, the logical
question is how to do this?

Our company is recognised for its innovative Prosthetics products
and is also the third largest player in the global bracing and supports
market; we offer a comprehensive line of custom-made and off-the-
shelf products for ankle, foot, neck, spine and arm. These quality
products support joints and other body parts for both therapeutic
and preventative purposes and combine some of the most effective
technologies available today.

We operate internationally with six of our 14 sites in North America.
Recent market dynamics (recession and competition) have put a lot
of pressure on our sales prices, which subsequently put pressure on
our profit margins.

In response to the subsequent need to improve cost, about 12
months ago we chose to aggressively step up our efforts to
implement Lean Manufacturing principles. While the concept was
originally pioneered in Toyota more than 60 years ago, many
companies still have not yet fully adopted this methodology and in
fact, at that time we were just on the front end of our own
implementation.

Additionally, many people think that this concept applies strictly to
manufacturing operations; this, however, is simply not true. The
application of Lean Manufacturing concepts in business processes is
Lean ‘Thinking’ and works equally well regardless of the industry,
company, business or business process. Lean Manufacturing and
Lean Thinking are about eliminating the waste that prevents
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delivering the desired product or service to the customer in the
most efficient manner.

We have found that Lean Manufacturing applied to manufacturing
processes coupled with Lean Thinking applied to our daily
operations and business processes, had a profound effect on cost
and the performance of our business processes.

The results after less than two years of Lean application are quite

exciting. In 2010 alone we have:

e reduced our operating cost in one facility by almost 10% (with
productivity up 40% in targeted areas)

e improved throughput by 40% in our most demanding product

e  safety has improved by 40% across all the sites

e quality trends are all improving.

On top of this, this Lean focus helped to support achieving the
highest delivery performance in the history of the company - up 8%
to near perfect in the course of 2010.

Let’s look at some of the lessons learned that can be universally
applied:

1. Put the customer first

Lean puts the customer in the centre of every business decision
because ultimately the customer is always impacted by changes in
how we conduct our business and after all, customers do have
choices. Essentially we need to develop a personal connection with
our customers; we are finding that if our employees learn to regard
their customers (whether internal or external) as a family member
or even as ‘boss’, they are more apt to provide the kind of service
that will truly delight the customer.

In our particular case, we have our site directors reaching out to
make a personal connection with their biggest customers to
establish a one-to-one relationship, to get to know them, their
pressure points and how they define our success — a vast
improvement over the previous internal focus. As we all know, once
we understand the rules of any game (in this case the customer sets
these rules) we can win. We also know that it is far more cost
effective to keep existing customers than to acquire new ones and
we feel this personalisation is a key tactic. With this improved
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understanding of the role of the customer at every level of our
business, we are playing to win.

2. Engage and empower your employees

We commonly hear that employees are our greatest assets — but do
we treat them as such? Are they respected for the knowledge that
they possess in the function that they perform?

In reality, no one knows their job better than they do, so we need to
acknowledge them as experts and involve them in identifying
improvement opportunities with their part of the process or
transaction. Lean regards the employees as ‘expert’ and the
approach of ‘go to Gemba’ means we need to go to where the work
is done and involve these local experts in improving their
environment, their results and their productivity. This drives
immense value with virtually no cost.

Further to this, a study of the practices in the ‘Best Places to Work’
venue complements this approach and can serve as a guide to
inspire extraordinary effort from our employees.

Setting employee engagement as an objective and finding ways to
measure it will drive value with virtually no cost; especially since
some of the biggest gains come from just increasing this awareness
along with some supervisory style improvements.

3. Communicate your Vision and Mission

What is your purpose? Why does your organisation exist? What
roles does it have in the larger company? What is required to be a
huge success? Do all employees know the answers to these
questions?

Understanding this and having the leaders lead by example will drive
alignment of intent, attitude and related behaviours. You will no
longer have an ‘army of one’ but instead a whole workforce aligned
to achieve your goals. In Lean, there are formal processes for driving
alignment throughout the entire organisation, but the simplest way
to accomplish this is through consistent communications.

4. Have big goals
Once you are effectively communicating and have some alignment

in purpose, make sure your goals are significant, make a difference
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and energise the employees to offer their best effort. Our goal is to
achieve world-class levels of performance in a very short period of
time. To do this, everyone needs to buy into these ambitions and to
truly be empowered to do their best work. Jim Collins in Good to
Great calls these ‘BHAGS’ (big, hairy, audacious goals), while
Stephen Covey calls them ‘WIGS’ (wildly important goals).

Regardless of their name, having ambitious goals can galvanise the
workforce to accomplish nearly impossible feats. Remember JFK’s
‘put a man on the moon’ challenge?

5. Have the right performance measures and make them visible

In Lean, we call this ‘visual factory’. | recently had a very interesting
experience that put me on the ‘benefits’ side of this thinking. Over a
short period of time, | had the opportunity to be a patient at two
different hospitals - each one commonly recognised as good but
each markedly different in their attitudes toward their customer (in
this case, me).

| later noticed that the better of the two had their Purpose and their
Goals statements prominently displayed, had posters that showed
their focus on the patient (their ‘customer’), used surveys to
measure patient satisfaction and asked for and reacted to customer
feedback. You can imagine the difference this approach made in
patient handling. If you had a choice, which would you prefer?

In one case, | felt important, in the other not so; small things can
make the difference between ‘good’ and ‘superior’. Observing this
difference first-hand as a customer has further convinced me of the
power associated with the diligent application of the above points.
Why not measure your performance against the goals of ‘superior’
performance? This could make a profound difference in your
business.

6. Ask “why” and challenge the process

| learned long ago that effective leadership is about challenging the
status quo. We need to consciously look for improvement
opportunities and believe that by making small improvements on a
regular basis, we will at some point achieve excellence.

This is the spirit of ‘Kaizen’ in Lean Manufacturing. My boss once
said it very well:
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“OK is not OK.”

If we are not continually improving, we are falling behind. As leaders
we need to set the direction and be pace-setters for change. Lee
lacocca once said, “Lead, follow, or get out of the way”. In
recessionary times, it is more important than ever to truly ‘lead’
because ‘following’ is generally not a winning strategy in the
competitive, recessionary world of today.

Lessons learned in this recession are the same lessons that will lead
to a state of excellence after the recession. Frugality is important but
so is efficiency. Making the best use of resources, respecting and
involving employees, putting the customer first, setting big goals,
consistent communication and deploying visible measures lead to
waste elimination and a culture of continuous improvement, thus
driving increased value. Further emphasis on cost control is
synergistic and leads to even greater success.

The company that | am currently associated with understands this
very well and this is why ‘Efficiency’ is now a Key Focus Area for us.

As the VP of Manufacturing and Operations for North America, |
know that we can be wildly successful in accomplishing all of our
ambitious goals by applying these Lean Thinking concepts to
everything we do; we are rapidly establishing a mindset of unlimited
thinking and can-do attitudes in our employees that will lead to
world-class performance even in a difficult market.
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Wendy Shand

Marketing Harder Helped our ‘Toddler’ Company out of Nappies
and Grow 97% in the Recession

Current Position: Founder, www.totstotravel.co.uk

Experience: 6 years running a fast growth business with
97%+ growth rate during the recession

Email: enquiries@totstotravel.co.uk

Linkedin: http://uk.linkedin.com/pub/wendy-
shand/6/177/3b5

Twitter: www.twitter.com/Totstotravelmum

Facebook: www.facebook.com/home.php#!/group.php?gi
d=113344788710490

Website: www.totstotravel.co.uk

www.holidayhomerentalsite.com
Contact Number:  +44 (0) 845 26 941 26

Multi-award winning Tots to Travel gives parents with small children
and babies peace of mind and a stress-free family holiday
experience — from start to finish. Frustrated by the lack of safe,
family-friendly holiday accommodation, Wendy Shand, mum of
three, set up this unique holiday lettings agency giving families
exactly what they want from their holiday.

Wendy is an author, a role model and mentor for women in business
and has a growing media presence as an expert on family travel and
the holiday lettings industry. She is regularly called upon to
comment on small business issues and is a pioneer in using the
internet to achieve a better work/life balance.
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Chapter 36: Marketing Harder Helped our ‘Toddler’ Company out
of Nappies and Grow 97% in the Recession

Our holiday lettings company, Tots To Travel, was barely out of
nappies when the recession hit and, like all new ‘parents’, my
husband Rob and | had no idea what to expect.

When the last recession happened, the two of us had been at
university and so hadn’t really been affected by it.

This time around, we were the owners of a fledgling travel firm and
were understandably concerned by the damage a recession might
wreak on a company like ours. We'd invested so much money, time
and energy in it and had just begun to reap the rewards — we’d won
awards and were building a great customer base. We had so much
to lose.

In the early months of the recession, we had plenty of sleepless
nights and nail-biting days. When the world was being struck by
something so profound, we wondered how we could possibly escape
unscathed.

It certainly didn’t help that everything in the news was so very
depressing.

Things got worse: over the next 12 months, a few of the largest
travel companies went to the wall. Some of the medium-sized and
well-known holiday companies followed. It happened almost
without warning with the result that hundreds and hundreds of
passengers were left stranded overseas, unable to get home.

The press carried stories about customers being concerned about
the safety of their holidays. People started to ask us, “Well what
would happen if you went down?”

There was a prevailing sense of doom within the travel sector and it
was impossible not to be affected by it.

As the threat of job cuts spread, we feared that people would be less

inclined to spend on big ticket items like holidays, just in case they
were next in line for redundancy.
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By November 2009, we were really worried. In the travel sector,
November/December is not a good time anyway - traditionally cash
flow is at its lowest level. Even outside a recession, you can spend
the weeks before Christmas biting your nails, fretting whether
January will bring the rich pickings you desperately need.

But the situation in November 2009 seemed even more worrying.
‘This could be really, really bad,” | thought.

It was then that | realised we had to do whatever it took to survive.
We needed a different approach. At that point, survival was my
primary concern. | didn’t imagine for a moment that we would come
out with 97% growth rate we’ve achieved.

The first change | made was to stop listening to the news because
the stories were too depressing. There was a very real danger that if
we did continue to listen to all the gloomy stories and forecasts, we
would begin to believe that’s how things were. If we began to
believe it, then our fears would be apparent to our team (we employ
more than 20 overseas marketing agents who source family-friendly
holiday properties for us). It was crucial that Rob and | were very
positive and strong so that our team would believe it would all be
okay. | think that’s been a critical factor in our success.

Another was my decision to find a mentor, someone who’d ‘been
there, done that, got the T-shirt’ and who could show us how to do
it. Later that month, | attended a marketing seminar. | was so
inspired by what | heard that | attended a two-day seminar about
two months later and then signed up for a 12-month Business
Development Programme. | had found my mentor!

By then, | was convinced that effective marketing would make a
crucial difference to our business. Although Rob and | had used PR
and marketing since setting up Tots To Travel, my mentor
encouraged us to do far more and he showed us how to do it more
effectively. He helped us to start thinking bigger. Forget “surviving
the recession,” he told us, “and start focusing on thriving.” That
meant out-marketing everyone else.

So, while many companies slashed their marketing budget and
stopped any PR-related activities, we did the opposite. Last year we
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actually spent more on marketing than we had ever done before
because we had so many strategies to implement.

One such strategy was placing advertising inserts in targeted
publications. | started on a small scale (placing 10,000 inserts for
about £1,000) in a magazine that catered to one of our niche
markets, families with twins or multiple births. That campaign
brought 300 new leads in eight weeks — that meant we added 300
people to our database and we could start to build a relationship
with them.

Another was to write a book. My mentor told me quite early on that
we needed to write a book. It is a huge positioning tool; it builds
your credibility and sets you up as the only expert in your field. He
gave us the strategy and demystified it. He made it seem possible
and achievable. And indeed | realised how easy it would be to do,
with a little bit of application.

I could have fiddled around doing some of the other marketing stuff,
but actually the biggest element of it was to actually write the book.
So that’s what | did and within a month, I'd written the book: Empty
Weeks? How To Get More Bookings & Make Money From Your
Holiday Home.

We've used it as a marketing and promotional tool ever since: we
offer it to people within our niche market in return for their contact
details. Once we have those details, we can start to build a
relationship with them.

And there’s a big PR element to it too. For example, The Daily
Telegraph committed a freelance journalist to write an article about
me, the book and about the holiday lettings market.

Demand has been high — in just one 24-hour period, for example, |
mailed over 200 copies of the book. It has brought us hundreds of
new highly-targeted customers in less than 12 months.

Through the Business Development Programme, we learnt many
more marketing techniques including advertising, web-based
marketing, publicity and sales. We learnt the importance of
automating as many business processes as possible
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All of the marketing efforts would have come to nothing however, if
we hadn’t also learned another crucial lesson from the recession -
that to succeed, particularly at a time like this, you must be
inordinately customer-focused. You can’t assume you know what
your customers want — you have to ask them. I've learnt to really
listen to what our customers tell us and then respond. | think in the
past we probably did too much talking and not enough listening.

I now know how crucial it is to build relationships with prospects and
understand their pains and needs before coming up with solutions.
It’s such a mistake to jump in and try to ‘sell’ the first time you make
contact with your prospects — it's the equivalent of proposing
marriage on a first date.

Two years ago, we were apprehensive about the negative impact
the recession would have on our very young company. Now | see
that the recession has been a positive catalyst for the business. It
forced us to change; to seek out better, more effective ways of
marketing our business and for that, we’re grateful. Goals that
seemed a long way off a few years ago are now a great deal closer.

To summarise, the lessons we learnt during the recession are:

e Don't listen to gloomy economic forecasts. They’ll have a
negative impact on your thinking. What’s more, your fears
and doubts will become apparent to your team members.

e Be totally customer-focused. Take the time to build
relationships with your prospects before asking for a sale.
Don't assume you know what your prospects and
customers want - ask them.

e  Find a mentor, somebody who has a proven track record
and who can provide you with practical guidance. Listen to
the advice they provide and take immediate action.

e Expand your belief about what is possible. Dare to think
big.

e Don't cut back on your advertising and PR activities during
an economic downturn. Instead, increase your marketing.

e Measure everything you do.
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Jeff Gitterman
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Current Position:  Founder and CEO — Gitterman & Associates
Wealth Management, LLC and Beyond Success
Consulting

Qualifications: AAMS, LUTCF, Registered Principal and
Securities Licences, Coursework in Graduate
Masters Program in Conscious Evolution

Email: jeff@BeyondSuccessConsulting.com

Linkedin: www.linkedin.com/pub/jeff-
gitterman/7/119/58

Website: www.BeyondSuccessConsulting.com
www.gawmllc.com

Links to Other WWW.amazon.com

Works: Beyond Success: Redefining the Meaning of
Prosperity

Contact Number:  +1 848 248 4864

Jeff Gitterman is an award winning financial advisor and the founder
and CEO of Gitterman & Associates Wealth Management, LLC. He is
also the co-founder of Beyond Success, a consulting firm that brings
more holistic values to the world of business and finance. His first
book, Beyond Success: Redefining the Meaning of Prosperity, was
recently published by AMACOM.

Over the past several years, Jeff has been featured in Money
Magazine, CNN, Financial Advisor, AM New York, Affluent Magazine,
New Jersey Business Journal and News 12 New Jersey, among others.
In 2004, he was honoured by Fortune Small Business Magazine as
One of Our Nation’s Best Bosses. Jeff also serves as chairman of the
advisory board to the Autism Centre of New Jersey Medical School,
an organisation that raises significant monies each year for autism
research and support services.
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Chapter 37: Financial Advisors and the Recession

In the wake of the recession, people are finding financial advisors,
especially good ones who have really deep relationships with their
clients, more necessary than ever. Many advisors are greatly
weighed down by their own internal panic about what happened
and therefore have very little capacity to deal with their clients’
fears and concerns.

This crisis has called on all of us to re-evaluate our lives. | think it’s
starting to become clearer to all of us that the endless accumulation
of material wealth is not a sustainable way to live. We need to
refocus our values and beliefs on things that are ultimately much
more satisfying and attainable. We need to focus on what we can do
and give to the world rather than what we can just take from it.

My own understanding of the power of giving came about many
years ago, when | was just starting out as a financial advisor. One of
the initial appointments that I'd have with any new perspective
client is what we call in the industry a ‘fact-finding session’. The idea
is that you are there simply to get information and gather data like
their date of birth, place of work, the kind of house they lived in,
income, assets and so on.

One day, | was getting out of my car and about to walk into a
prospect's house to try and sell a term life policy. | was way behind
on my bills and my mind was going on and on about how much |
needed the sale. Desperation poured out of me as | caught my
reflection in the car window. | stopped, looked hard at that
reflection and said to myself: “Who would want to buy anything
from you? Look at how desperate you look!”

| decided in that moment that | needed to drop my desperate, needy
attitude and walk into this prospect's house with the confidence of
someone who didn't want anything. | took one last look at my
reflection and saw that | had taken on an air of serenity and that's
when | began to realise that | really didn't need anything; that deep
down there was nothing for me to get. | dropped my need to make a
sale. | became still and quiet.

| soon began to approach more of my clients this way, putting all my
attention on them, without any desire or expectation for myself
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personally. And to my amazement, my meetings really started to
transform and my success as a financial advisor grew exponentially.

Although it sounds like a bit of a cliché, | was able to see firsthand as
| was going through my own crisis around wealth and success that
the more | gave to others the more | received in return. In turn, |
quickly began accomplishing more in the world and my income grew
substantially.

It's going to be very difficult for advisors who do not have the
complete trust of their clients to continue to make smart decisions
and many have and will continue to lose business. My number one
piece of advice to advisors is this: under any and all circumstances,
be honest. It’s critical that we maintain a very open and honest
relationship with our clients, as the worst thing any of us could do
would be to mislead them right now.

| believe that now is the time for extra special service. We need to
be calling our clients before they call us. We need to be out there in
front. We need to show our clients that we’re confident in the
direction we’re moving. Any lack of confidence in our own ability to
navigate the current investment climate is going to make it really
difficult for them to follow us.

Too many of us spend our lives waiting to get something from the
world so that we can show up as the person we always knew we
could be. Deep in our hearts we think there's something missing. But
when we flip that mindset, we can discover that by becoming a giver
rather than a taker, we can become agents for change in the world.
In the end, it was only through giving to others that | was able to
find the kind of happiness that | was really looking for.

Partly adapted from Beyond Success: Redefining the Meaning of Prosperity©
2009 Jeffrey L. Gitterman.
All rights reserved. Published by AMACOM Books www.amacombooks.org. A
Division of the American Management Association.
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Current Position: VP Sales and Marketing

Experience: 21 years experience in sales with a more than a
decade in sales leadership.

Email: kkennedy@phdx.com

Linkedin: www.linkedin.com/pub/keith-
kennedy/8/241/6b9

Website: www.phdx.com
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Contact Number: +1 505 764 2894

Keith Kennedy brings to PhDx over 18 years of experience in sales,
marketing and management. For nine years he worked for a Fortune
500 pharmaceutical company where he was responsible for building
a sales team during two major sales force expansions in the
Southwestern United States. Through his direction and leadership,
Mr. Kennedy’s sales team consistently outperformed national and
regional averages. Throughout his healthcare career, he was
responsible for sales and marketing in nine different disease states.

Mr. Kennedy also worked for a major Independent Review Board
where he served on the Executive Leadership Team. His position
encompassed all sales and marketing functions, product
development and creation of organisational infrastructure. During
his IRB career, Mr. Kennedy’s clients included most major
pharmaceutical companies, medical device companies and hundreds
of individual physician and hospital sites. Throughout his career, Mr.
Kennedy has been awarded national and regional awards and has
served on multiple state and national committees and boards.
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Chapter 38: Doing More With Less

The recent recession is undoubtedly the worst that most of us will
experience in our professional careers. The US economy has shrunk
over 4%, more than at any other time in history; corporate profits
have been reduced and companies that do have money are
stockpiling cash instead of spending. Needless to say, companies
that survive this recession must be smart and do more with less.

Background

| am Vice President of Sales and Marketing for PhDx Systems Inc. We
provide software and professional services to the medical device
industry that allow them to track surgeon and patient reported
outcomes on their respective implantable medical devices. We
specialise in the orthopaedic, spine and cardiovascular markets.

Over 90% of medical devices are approved via an FDA 510(k) in
which new products are approved on the merits of previously
approved products without conducting clinical trials. Once new
products are approved, some companies conduct studies to follow
the outcomes of their product to substantiate marketing claims,
improve managed care status and increase awareness of their
device with surgeons.

In other words, the product and service that we sell is not a ‘have to
have’ service but rather a ‘nice to have’ service. Just as in consumer
spending, discretionary spending is the first area to experience a
reduction in a tough economy. When money is tight, companies
tend to pull back on these services as well. Here is how the economy
affected various aspects of our business and what we did to adjust.

Competition

The good news is that in this economy, there is attrition within
competition. In our industry, we have noticed that the companies
that focused solely on offering the lowest price and were counting
on high volumes to drive revenues are disappearing. Companies that
offered poor service are also going away. Many of the new, start-up
companies that relied on venture capital funding have also left the
market as funding sources became more difficult. Less competition
is always beneficial.
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As competition experiences a drop in business, we have kept our
eyes open for the opportunity to form partnerships or mergers. The
valuation of many companies has decreased dramatically.

We have also found that in this economy, companies who previously
would not consider a partnership are much more willing to work
with another industry partner, especially if there is synergy between
services. These partnerships have increased our exposure to
customers that were not previously our clients.

Company Focus
In a down economy, it is critical for a company to evaluate their

business segment. Are there new products or services that can be
added to fill a void left by a competitor that has vacated the market?
Are there services or products that your company offers that offer
little value and should be removed from your product line? Have
your customers buying decisions changed?

The latter was an issue impacting our business. One example is the
hospital market which in the past had made up a small portion of
our business. In the tight economy we noticed a large increase in the
number of hospitals in need of our services. We are finding that they
are very interested in capturing data that will equip them to market
their institution in the increasingly competitive healthcare
environment. Hospitals are also utilising data to improve their
reimbursement rates from managed care companies. These recent
changes in the hospital market have caused us to shift our tactics
and product offerings to this market.

Customers

Our industry has been hit by the economy less than most other
sectors. Depending on the analyst and market segment used, the
medical device industry has experienced three to five percent
annual growth in the last two years which is much less than the
double digit annual growth many companies were accustomed to
over the last decade.

Most analysts expect seven to nine percent annual growth over the
next few years and the industry will most likely surpass the $300B
annual mark in 2011. The expected increase in growth is based on
the fact that many patients delayed orthopaedic implant surgery
due to loss of insurance tied to a job loss. This growth will be at risk
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due to increasing pricing pressure as a result of healthcare reform
and an increasingly difficult regulatory approval process for new
medical devices.

They may be spending less and deferring expenditures, however,
they still have work to do. As with the economy, our customers have
in some cases downsized and those remaining employees are
overworked and looking for a vendor that can offer additional
services to fill the void of the employees they have lost.

Our company was able to maintain revenues (no decline or growth)
in spite of a 10% reduction of staff and less spending by our
customers. We were securing new clients during the recession which
normally would have had a nice impact on revenue, however, we
saw attrition in our former customer base due to companies closing
their doors or lack of venture capital funding to cover new projects.

Though many customers still have business to conduct, they are
expecting to receive our services, in many cases, for less than they
may have spent in the past. In many cases, our customers are
receiving prices from our competitors that may be extremely low. In
cases such as this, it is important to maintain the value of your
service. As the saying goes, ‘the bitterness of poor service will
remain long after the sweetness of a low price is forgotten’.

During the recession we have maintained the value and price of our
services and have seen customers come back to us after first
choosing a lower priced alternative.

Employees
Unfortunately, a casualty of the recession has been mass layoffs.

Our company is no different and we were forced to do a small
workforce reduction. You would certainly cut your cost of living and
evaluate unnecessary expenses at home when income declines;
companies operate under the same rules.

As damaging as a layoff is to those that lose their job, it is also a risky
situation for the employer, because of the employees that still
remain and steps must be employed to protect morale. In a good
economy, a layoff can dramatically impact morale of those still
employed as they lose co-workers that are friends and begin to
question the viability of the company that employs them.
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A side effect of this economy is that layoffs have become so
common that the remaining employees might question the situation
less than in the past. Here are a few steps that we took to maintain

morale:
[ ]

Cut expenses — Nothing sends a worse signal to your
remaining employees than laying people off when you
continue to spend money on frivolous items. We put new
equipment purchases, employee lunches and dinners and
extra marketing items on hold.

Make all the cuts at once — Certainly it is hard to predict
the future, but it is important to let your employees know
that reductions in workforce, furloughs and/or pay
freezes will not become the new normal but rather these
steps are a onetime effort to control expenses. We made
this tough decision and announced a small layoff, pay
freeze and mandatory furlough all at once.

Take advantage of slow periods — While this method is not
always possible, many companies experience cyclical
periods where business dramatically drops. The minor
layoff we did was not quite enough to bring expenses in
line with income. Our next option was to enact a
mandatory furlough during our slowest week of the year,
between Christmas and New Years day. Most of our
customers’ businesses were closed during this time so the
impact to business was minimal. We were able to notify
employees four months prior, which allowed them
enough time to accrue the necessary vacation time so
that they could take time off with pay if they desired.
Surprisingly, this method worked so well that we had
employees asking if we could do the same week-long
furlough the following year.

Increased communication — We have increased the
frequency of employee communications via email and
face to face meetings. We felt that it was important to
continually update our employees on the financial status
of the company and also ensure they were constantly
updated on our customer base as changes occurred.

Have fun — Yes the recession was bad, but a positive
attitude is infectious and employees still want to have fun.
The employees that you have remaining are most likely
working harder to compensate for the work that was
previously performed by those that were laid off. We
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have been able to hold a few small events that cost the
company very little but have made a big difference in
morale. These events are planned by a volunteer
committee and include routine company potlucks,
cookouts and an occasional breakfast. We have even
taken advantage of a government programme that
reimburses employees for commuting to work by bike or
bus.

Marketing/Prospecting

In the recession, we employed less expensive ways to prospect and
market to potential customers. A tendency in a down economy is to
pull back on ALL marketing efforts which will have a further negative
impact on your business. If customers can’t find you, they can’t
spend money. Instead of spending money on large scale marketing
we have scaled back to more targeted projects.

For example, attending a trade show is much less expensive than
exhibiting at one; now we only exhibit at three yearly trade shows.
The money we are saving on exhibiting fees has been used to attend
more shows than in the past, which still allows us to meet with
prospects. We have also used trade shows as a central place to hold
many customer meetings, thus reducing our travel budget to meet
with each individual customer.

It may also be a good time to consider spending money on a refresh
of your marketing materials or website. Keep in mind, as the
economy goes, so goes the marketing business which has been
heavily impacted by the recession. Many top firms are willing to
work for less and will give your project more attention, quicker
turnaround time and typically the work will be done by more
experienced staff than would normally happen in a busy economy.

In summary, the recession, which many say is now behind us, has
left scars, but like any challenge it has also taught us much. We are
more focused on our business and meeting our customers’ needs. It
also taught us the value of employees and forced us to evaluate how
we treat and show value to our employees in ways other than the
standard yearly pay rise.

The best analogy is one similar to when you are faced with a move
of your family from one home to a smaller home: it forces you to
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evaluate the worth of every possession. The economy has had this
same effect on our business; we have become very effective at
evaluating everything we do. Before every project or acquisition we
now ask ourselves, will this project improve the well-being of our
employees, customers and ultimately our bottom line? The answer
in many cases has caused us to do more with less.
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Nick Smith is a real estate and business professional, with
development experience in the UK, Middle East and the USA. A town
planner and urban designer by qualification, Nick's professional
interests are the creation of value by design and service, and the
making of special places in our towns and cities. Nick currently runs
his own consultancy, and is also a freelance writer. He enjoys
current world affairs, sport, music and entertaining. Nick is married
with three children.
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Chapter 39: The Middle East Property Roller-Coaster

‘Build them and they will come’ — the much quoted mantra of the
early 21st century in Dubai and then other parts of the Middle East.

All went well for a few years, buyers put their money down, some
construction started and properties were ‘flipped’ by speculators,
often several times, making them easy profits. Construction was
delayed then due to poor planning and site supervision and lack of
critical experience of project managers. Some iconic buildings, the
Burj Arab, the Mall of the Emirates ski slope and latterly the Burj
Khalifa, were finished, in a blaze of fireworks.

But critically, the massive oversupply of residential properties and
office space still blights the Dubai market. And some banks took
haircuts and are now overly cautious. Real demand for property was
never properly considered; there was a big vision, the
implementation of which was financially underwritten by
government incomes. After the events of late 2008, the property
speculators disappeared, leaving no-one to buy. Genuine end users
were scarce. Some speculators and buyers couldn’t fulfil their
contractual obligations and absconded, to avoid jail.

My story was as a Brit in Oman, the cultured quiet neighbour of
glitzy Dubai, some four hour drive to the south-east. In early 2006 |
joined ‘The Wave, Muscat’ as CEO, a start-up development project
which was planning 4000 residential properties, three hotels, shops
and offices, a Greg Norman golf course and 60 hectares of
reclamation, creating a 300 berth marina.

“Push ahead, go, go, go,” said the board.

We did and offering real freehold to our residential customers, sold
to those in the queues. Little market research was done, or was
needed then, as purchasers were banging on our sales office door in
vast numbers. Construction contracts were let in phases — not over-
committing our build spend and therefore preserving cash.

We collected money from our purchasers in phased payments in line
with build progress, unusual for developers but critical for us. Our
borrowings were minimal. Our financial model was primarily driven
by return on capital. By mid 2008 we had sold over 800 properties,
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grossing some $500m. | wanted to make this development truly
world class.

First completions were in October 2008 and now there are over 600.
A few purchasers have defaulted but this has been manageable. And
cash has been preserved, with build slowing to reflect reduced
market demand. Yes, the scheme will take longer to complete than
originally demanded by the shareholders. But it is secure, and
recently won ‘Best Development in Arabia’ by Bloomberg. Quality
systems and customer service, leading the way in the Middle East
region, meant we kept most customers with us. Recession or not,
these aspects are both critically important.

For me, | lasted nearly four years, a CEO sixty, twenty-four, seven.
The business was sound but | should have managed the board
better. The members were a mixture of nationalities, taken from
government and business, largely of Arabic origin. | should have
spent more quality time with them individually, to understand their
‘buttons’ and to prepare them for all eventualities. Recession is
unusual and unwelcome and to think of it as a springboard is
difficult without previous experience of the improving cycle, which
generally comes after. Culturally, failure in the Middle East is not
acceptable and we couldn’t sell in late 2008 and all of 2009. The
board bade me goodbye.

Understanding market dynamics and determining where the
demand for property purchases will come from now is the key; a
simple business pre-requisite, but one not in-line with that often
repeated Dubai mantra. Whereas before the recession we spent
maybe 5% of our time on this, it should now occupy 75%.

Creating a flexible product, and then evolving it and value
engineering each aspect, follows on from this demand driver.

1. In short, the need now is to make the business fundamentally a
sales operation — the simple order taking of 2006-8 has gone
forever.

2. New skills, structures and remuneration packages are needed.

3. Organisations must be flexible enough to respond quickly;
understand markets in depth; use cash wisely; and get the best
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personnel reasonably possible. ‘Making do’ will not cut the mustard.

4. It is easy to get caught up in the vision and ‘can-do’ philosophy of
the leaders of the Middle East. Being part of such a society is
stimulating and rewarding, but the basics of sound business — know
your market, price your product, make it well, use your cash wisely
and find the best people — are always critical.

| now advise a number of property and business clients in the

Middle East and elsewhere, assisting them to grasp opportunities
and overcome challenges.
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A 16-year veteran of marketing and finance, Rhondalynn Korolak,
holds degrees and professional designations in both law and
chartered accounting and is a certified Master Practitioner of NLP,
Thought Field Therapist and Clinical Hypnotherapist. Her CV features
an impressive list of accomplishments in senior executive positions
with Price Waterhouse Coopers, Max Factor, Covergirl, Village
Cinemas Australia and Coles Group Ltd.

She is the author of On the Shoulders of Giants, Financial Foreplay
and Imagineering Your Destiny and has been featured in national
business publications in Australia and North America. She specialises
in business acceleration through financial insights. She is a featured
contributor for CNN, Yahoo, Sunday Life, Fast Thinking, Dynamic
Business, Australian Retailer, Cosmopolitan, Working Woman, 3AW,
MYOB etc. Rhondalynn was independently ranked as one of the Top
100 Business Coaches in the World in 2008.
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Chapter 40: Do you have what it takes to Survive in ANY Economy?

In 1949, thirteen men (out of a highly skilled team of sixteen) died
battling a relatively small blaze that turned deadly in Mann Guich,
Montana. Upon investigating the circumstances of why thirteen of
the ‘smoke jumpers’ died while only three lived, Norman Maclean
wrote a book entitled Young Men and Fire, which is the true story
account of that fateful expedition of the ‘smoke jumpers’ — fire
fighters who parachute into the back country to fight fires.

Maclean found some startling and interesting facts. Mann Gulch is
surrounded by steep canyon walls with the northern slope at a 75%
incline. When the wind turned suddenly on the smoke jumpers, they
found themselves in a race with the fire up those steep, treacherous
walls. Unexpectedly, the fire also started to spread much faster than
anticipated.

One of the amazing and notable things that Maclean discovered was
that the thirteen who died had continued to carry their tools — heavy
poleaxes, saws, shovels and heavy back packs — while attempting to
out-run the fire up those steep walls. In other words, the thirteen
who perished had run as far as they could with all their equipment,
even though that equipment was worse than useless in a race with
the fire.

Their inability to drop their heavy tools and packs ultimately
prevented them from being able to outrun the raging fire. Now you
must understand, to these seasoned fire fighters, their tools were
much more than just simple objects — they represented who they
were, why they were there and what they were trained to do. They
were educated to fight fires, not outrun them. Dropping their tools
would have essentially meant abandoning their knowledge, beliefs,
training and experience.

Now this might not seem like a hard choice to make to you, but
because these specialised fire fighters hadn’t been trained for such
an unpredictable, deadly moment, they had no alternative models
or maps for behaviour to guide them. What this true story highlights
is that in moments of uncertainty and imminent danger, clinging to
the old ‘right’ way might seem like a good, safe idea... but more
often than not, it may actually prove deadly.
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The three survivors of the blaze were forced to think outside the box
and develop alternative methods of escaping the fire. Once they
figured out they were no longer ‘fighting the fire’ but were instead
trying ‘to outrun it’, they realised they had to drop all of their
useless equipment.

One survivor used an innovative technique called the ‘escape fire’
where he took a match and lit a ring around himself so that the fire
would ‘jump’ over him. When he tried to suggest it to the other
men, they ignored him and continued running up the steep slope
because the ‘escape fire’ technique had not been part of their
extensive training and preparation. Their inability to drop the tools
and equipment that weren’t working and seek new methods to
escape is what ultimately led to them being engulfed by flames and
smoke.

So some of you may be sitting there, reading this and thinking “but
what does this have to do with you and your business?”

Well nothing and yet...perhaps, EVERYTHING.

The global financial crisis of 2009 ripped through the financial
markets and negatively impacted businesses (both large and small)
around the world. In many ways it behaved exactly like the fire that
engulfed Mann Gulch 60 years ago — it was fast, unpredictable,
almost impossible to outrun and changed the way that most of us
will choose to invest and run our businesses forever. And, as I’'m
sure most of you would agree, many businesses are still reeling and
recovering from it.

The biggest lesson that | personally learned as the aftermath that
unfolded was this: change is inevitable — your ability to deal with
and handle uncertainty is directly proportionate to the results that
you will enjoy, personally and professionally.

During the crisis, | was forced to take a good hard look at my
business and the way that we had been operating. | asked myself,
“What are the poleaxes, shovels and backpacks we’re running with
and how might they be holding us back?”

At the time, | had been running a very successful coaching business
working face to face with clients at around $2000/month. However
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the small business market had been hit hard and | realised that we
needed to change the way that we worked in order to survive and
address the needs of our customers. | completely transformed the
model we work under by developing innovative coaching products
and online services that could be delivered online to business
owners around the world for a fraction of the price. These services
are highly unique, relevant, cost-effective and targeted to the
specific needs of each business owner. We are literally changing the
way that business owners learn, measure results and improve their
own performance.

Perhaps if it had not been for the global financial crisis, | would not
have been forced to re-examine the business and innovate. In many
ways, it has provided us all with an ultimatum - change and evolve,
or die.

What existing beliefs and models of behaviour do you need to drop
today in order for you to survive and prosper in these uncertain
economic times? What training, attitudes, decisions or experience
need to be abandoned in favour of a new, innovative approach?

It has often been said that ‘the thinking that got you to here, won’t
get you to there’. Never has the simplicity and wisdom of this
statement been more poignant, than it is today. Those of you who
adopt and learn the critical skills, tools and mind-set necessary to
survive and thrive in any economy, will be the winners in all of this.

But, this has always been true. Survivors and successful people
triumph because they are flexible and willing to do whatever it takes
to get the results they desire. New or changing circumstances always
necessitate a new perspective or approach; the alternative, ‘doing
the same thing over and over again and expecting a different result’
is the definition of insanity and can only lead to suffering,
disappointment, pain and even death.
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Project Management Consultant, Coach and
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Certified Professional Coach (CPC)

Project Management Professional (PMP)

6 Sigma Green Belt (SSGB)

Certified Scrum Professional (CSP)

10 years experience in Consulting, Project
Management and Professional Development
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Maria Matarelli is a Certified Professional Coach with more than 10
years experience in project management, business consulting and
training. She is also a personal mentor and coach to individuals
looking to gain new skills and change perspectives. Maria is the
President & Founder of the lllinois Regional Agile Users Group
(IRAUG) and offers her time in support of other Not for Profit
groups. Maria has a real passion for helping her clients identify their
goals in order to achieve them.
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Chapter 41: The Importance of Improvements and
Personal Development

Setting the Stage
I’'ve always believed that the best way to weather times of famine is

to save in times of prosperity. That’s why | began taking steps to
protect my career long before | was forced to by company
downsizing and other impacts from the economy.

Planning When Times Were Good

One of the best things | did to increase my future marketability was
to take advantage of my company’s training reimbursement
program. At the beginning of every year, | carefully planned which
courses | should take to maximise my opportunities for professional
development.

When the economy began to decline, one of the first things my
company cut was the training reimbursement program. Because |
had already allocated and used my reimbursement for the year, |
was not affected by these cuts and was able to avoid any loss of
benefits (at least at first).

Another habit | carefully cultivated during the good times was to
establish a solid professional network. Because | had been
proactively networking with people in my industry throughout my
career, when harder times came along, these same peers and
colleagues forwarded job opportunities to me.

By keeping in close contact with my network through social media
and professional websites, | was able to do more than just react |
could keep up with the ebb and flow of the market, which gave me
tremendous insight into looming threats as well as any potential
opportunities.

Showcasing My Value

During a recession, companies don’t stop needing services; they just
need different services. As these changes came, | looked at where
my own strengths matched these new needs. For example, when
companies began looking for ways to streamline operations to keep
their competitive edge, | highlighted my expertise at increasing
efficiencies, streamlining practices and reducing waste.

204



Business Leaders Book Club

Similarly, as companies became more aware they needed stronger
teams, | updated my career profiles to showcase the skill-sets that
delivered this value. When | identified gaps in my skills, | planned
out how to fill them. | took on additional responsibility at work,
began leading training (both for fellow consultants and for clients)
and worked on special projects. This improved my own resume
while adding value to my employer and clients.

Reassessing My Direction
Eventually, cutting benefits wasn’t enough to keep my company

afloat. As positions were eliminated, many of my colleagues joined
the ranks of the unemployed.

| credit my additional training, solid network and commitment to
continuous improvement for affording me interviews and job offers,
even during difficult times. Another factor in my favour was that |
was willing to consider relocating or travelling. Making myself more
available for travel, even by just a percentage, expanded my options.

Defying the ‘Impossible’

The new role that | took on during the cutbacks was limited but | felt
fortunate to still be gainfully employed. That didn’t mean | had to
settle for the status quo though. While advancement, bonuses and
raises were all described as ‘impossible’, | managed to attain all
three.

Though my position had been described as fixed, with no room for
advancement, by asking questions and providing quality work above
and beyond my job description, | found an exception to that rule and
was able to move to a more challenging role. Similarly, though we
had been warned that raises would be capped at 5%, by stretching
my skills and showcasing my accomplishments, | was able to exceed
that.

When we were informed that we would lose our bonuses as part of
the massive reduction in benefits, | approached management and
fought for my compensation. Because | was able to document my
performance, value and client rapport, | was able to keep my bonus.
| learned that what might seem impossible can be overcome with
hard work and a willingness to ask.
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The Need for Change

All the planning and proactive networking in the world, however,
didn’t make me immune to the realities of a recession. Eventually,
we all received a 20% pay cut. | got a paper promotion, which aside
from a new ‘prestigious title’, ultimately meant that | had twice the
responsibility at 20% less pay.

Even though | was able to negotiate a tiny raise after three months, |
was essentially doing more work for much less compensation, with
the ever present feeling of impending doom that more cuts were on
the way. This was accompanied by a timely notification from my
apartment complex that they were raising my rent by 40% to get
everyone up to ‘market rates’. Though | managed to negotiate the
rent increase to something slightly more palatable, blows were
coming from all directions.

Taking a Risk with a Higher Possibility of Reward

After a while, it just didn’t make sense to stay in my current
situation. | began interviewing for other jobs but wasn’t overly
excited about any of them. | soon realised that | didn’t want to be an
employee or long-term consultant for just one company. | was
confident in my abilities and wanted to take more risk, with the
possibility of more reward.

After thinking it over, | left my job and partnered with the owner of
a company. | brought ingenuity and ideas for market expansion to
the table. | found new clients for the company and developed new
revenue streams. | re-invested the revenue | generated back into the
company and became a partner. | worked day and night to ensure
success. It was nothing short of hard work and sweat equity.

| led departments, secured new clients, performed training,
consulting and coaching and began a job that | love; a job with
freedom and flexibility. A job that was so much more than following
a process and pushing paper. A job working with clients to gain real
efficiencies and help them expand and improve their processes.

Leaving Frivolous Living to the Obscenely Wealthy

Leaving a steady paying job is always a risk; during a recession it can
seem huge. | felt comfortable because, prior to the economic
downturn, | had been saving up money, had paid off all of my debt
and had been contributing to investments.
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Because | was living well within my means during the good times, |
was agile enough to actually take a leap into the unknown when the
opportunity came. | became independently employed for a larger
margin of the services | already provided as an employee consultant.
Through this bold step forward, | was able to determine for myself
what the next best step would be and choose my own destiny,
rather than wait for my turn to be crossed off of the employment
list. This was my defining moment of the recession.

The Payoff
Even with my pay cut, lost benefits and the increase in expenses, |

was able to maintain my quality of life during the worst of the
recession and did not feel a severe negative impact.

| was driven more by my principles than economic pressures when |
fought for a particular job or better compensation. Because | had
banked money and new skills, invested in myself and in the market
and created a sound foundation, both in terms of my finances and
my network, | was able to take the risks necessary to go after my
dreams.

The Deeper Lesson
| believe that sometimes things have to happen outside of your

control to push you into a decision you need to make but won’t.
Catastrophe causes change. Without the resulting discomfort, |
would have stayed in my state of complacency for far too long. You
may resist at first, you may even fight for the status quo of
mediocrity without even realising it. It is only when you take the
step to really pursuing your dreams that you can reap real benefits.
The greater the risk, the greater the possibility of reward.

The biggest lesson | learned was don’t wait until someone makes the
decision for you. Determine what you want to do and do it now.
Look at where you are; identify where you want to be and set
incremental goals to get there. Find new learning opportunities, new
skill-sets and take the risk. If you do, you’ll find yourself more
capable than you ever imagined. | know | did.
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Owner of Geronto Communication since 1975
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Sallydianefranz@Gmail.com
www.linkedin.com/pub/sally-franz/3/99a/7b1
www.twitter.com/#!/Sallyfranz
www.facebook.com/pages/Sally-Franz-
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www.Sallyfranz.com

Amazon: Monster Lies, Beagle Bay Books
www.beaglebay.com/categories _detail.html?ci
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+1 252 3439183

Sally Franz was the Advertising Director for Revelations Shoes, the
Director of AdNet Advertising Agency in New York City, and she
worked at the national offices Save The Children and UNICEF
managing volunteer fundraising before starting her own training
company, Geronto Communications. She is certified in Myers-
Briggs, trained in Marshal Rosenberg's Non-violent Communication
and certified in Bob Pike's Train the Trainer program. In the 1990s,
Sally was a regular on the New York stand-up comedy circuit.

Ms. Franz's client list includes: Cheveron-Texaco, Intel, SONY, Yahoo!
and McCann Erickson (the largest Advertising agency in the world).
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Chapter 42: The Recession Means Re-Tooling

My business is other people’s business. No, | am not a gossip
columnist. | am a consultant; | own Geronto Communications. As a
business-to-business service during a recession | am watching two
bottom lines, my clients’ and my own. My firm offers training for
Fortune 100 Company executives in productivity, team building and
communications. Ongoing staff training is a must as corporations
battle tough times.

All that said, HR budgets are notoriously hit the hardest during a
recession. Many of my ongoing clients severely cut back on their
training budgets or just closed shop altogether. “Should the
economy worsen,” Bill Pelster of Deloitte’s training and
development says, “..it usually takes two years from the time a
recession hits for training budgets to return to previous levels.”

Less money for training means people are not growing and being
challenged. Efficiency in the work place slows down.

“The biggest effect of training is a reduction in turnover,” Rich
Thompson of Adecco says. “If 55 percent of your employees are not
engaged, and 15 percent are actively disengaged, they’re destroying
your brand. They're telling customers and colleagues how bad the
company is.”

What caused this recession? Yes, our government has a huge debt
problem, but the trigger seemed to be terrorism. It created a lack of
confidence in investing. Add to that the fact more unskilled jobs
have moved offshore, the trade imbalance increased (The United
States reported a trade deficit equivalent to 38.3 Billion USD in
November of 2010), 70 million baby boomers are moving out of
their discretionary buying income phase (to fixed incomes, social
security and Medicare) and robots are replacing jobs at an alarming
rate (Samuel Circton, manufacturing author, says that in the
automotive industry robots are used at a 10-1 ratio to humans).

Back at the ranch, | had to re-tool to get ahead of the technology
curve. | took several courses to learn about social networking, online
selling, and G-Cred. G-Cred is a term coined by John Follis, marketing
guru. This is a process of getting your name to the top of search
engines; thus far | have a solid 10 Google pages under ‘Sally Franz’. |
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created a Facebook account, a Twitter page and joined Linkedin. |
learned how to upload my YouTube videos, set up Skype for face-to-
face meetings and | conquered PowerPoint.

Go to your strengths. As | re-evaluated my strengths | realised that
edutainment was on the rise and social media ruled (if Facebook
was a country it would be the third most populated). And while
content for most state-of-the art training is similar, it is in the
delivery that the herd thins out.

In this area | had a huge advantage; | had been a stand-up comedian
in New York City. | had to let people know that not only would solid
content be delivered but it would be immensely enjoyable. The good
news is that the younger generation was already sold on
entertainment as a training tool. As boomers leave their posts, new
blood is arriving. All | had to do is be fluent in their new language of
technology.

| took as many online live classes as | could to participate in the
emerging e-marketplace. | learned how to use search engines and
entered the world of e-zines, blogging and interest groups. | learned
to live chat, comment and comprehend text language (thanks to
Michelle Cimino’s book, Cell Phone Etiquette).

New attack

As | re-tooled my personal skills it was clear that technology was on
my side. It was time to get hi-tech in my marketing plan as well. The
good news? It is free to implement.

1. | increased my visibility. Prospective clients can Google my name
to see the depth of my work and expertise. They can go to my
webpage for monthly blogs and there they can find my training bio,
rate page and client list. | extended my Facebook site to include a
homepage, fan page and several niche interest groups.

2. | targeted key groups. | host several sites and guest blog on 20
different business e-zines. | respond to media calls weekly thus
extending my expertise credibility to e-articles, blog talk radio and
streaming radio interviews. This regular exposure also increases my
Google rating.
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3. | make it easy to get to know me. If a client wants to see me in
action | can send them a video. If they want to meet me and they
live on the ‘other’ coast, we can Skype. If they want to watch me
perform, they can upload 12 or more YouTube videos.

4. | look for the opening. While HR departments are shrinking, smart
companies are still investing in their sales force. | offer affordable
effective sales-based content.

5. | use technology to enhance the training. Attendees can contact
me online, ask questions and post areas they want to cover before
the class begins. It means that | can tailor the class before we get in
the room, saving time. And workbooks and resources are now
downloads.

The Result

| increased my business flow by 20% after re-tooling. | repaid 100%
of my upgraded hardware and training costs within the first quarter.
My G-Cred increased by 25% and | have 1,820,000 hits/exposure
credited to my name.

Bottom-line.

What we are learning in this recession is that no matter how bad the
economy is people are still buying. In fact, William Strauss , Senior
Analyst for the Federal Reserve of Chicago notes, “Manufacturing
jobs are steady at 1% growth and production is up 3.7% and rising.”

My advice?
Reach clients where they interact: smack dab in the middle of social
media.

Help customers make money, save money and solve problems.

Finally, I will close with these words from my grandfather who was a
successful manufacturer during the depression...

“It is as easy to make money being honest with a good product as it
is being a crook; the difference is honesty equals return customers.”
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Jeff has worked in the technology field for over 27 years. As a
technologist with engineering training from Georgia Institute of
Technology, USA, he invented seeding felt, wrote blogs before they
were named as such, built an information technology services
company, even postulating that at some point the virtual and
physical worlds would eventually merge on a psychological plane
more than a decade prior to the occurrence.

With numerous design awards, he has enjoyed creating
advertisements, from billboards to broadcast commercials to
corporate identities, formed four corporations, three of which
(Creative Intelligence, Inc., Shattuck Marine, Inc., Ocean Tiger, Inc.),
he manages or takes a seat on the board of directors. An author (A
Kept Man Can(c) series) and media outlet contributor, Jeff is pleased
to be able to voice, create and contribute to the body of knowledge
that belongs to every person now and in the future.

He continues to divide his time between ocean and land, as a marine
captain and rescue scuba diver.
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Chapter 43: Dissolution of the Middle Management Layer:
The Reason why we are Stronger than Ever

One of the reasons for starting my own company was the frustration
| experienced soon after entering the corporate world. Immediately
obvious to me were the useless layers of management which led to
inefficiencies and were ultimately a threat to my sanity.

A business can be compared to a ship. For the ship’s captain, the
ship represents an entire subsistence ecosystem the same as a
company does for its MD. It is through captaining that | found clarity
for leading my company, allowing us to not only withstand this
recession but grow 8.2% in 2009 and 9.7% in 2010. However, we did
experience some net reduction from employee churn.

Continuing the ‘your business is a ship’ analogy, let’s assimilate it in
this way:

It is the product or service which moves the ship. Producers are the
engines and driving force. Tucked away out of sight they produce
the thing that makes our companies unique and valuable.
Commonly, producers prefer this non-limelight where they are free
to create, repair, service and build.

A ship’s sails provide assistance to propulsion and are the most
visible part of the ship. They represent the salespeople. True,
salespeople are accused of being full of air anyway. Respectfully,
they are always out in front, a constant effort to reach out, striving
ahead. They are seen by the public first, and quite possibly the only
representative of a company a client will see. Being expressive, they
invigorate an entire company with their positive ‘can-do’ attitude,
adding extra propulsion.

Responsible for cleaning and cooking, the steward and cook provide
a structure of health and welfare. Likewise, assistants provide a
similar service for us. We are stronger and healthier having a
structured and productive life. As C-level thinkers, we often
accelerate at gaining knowledge, wisdom and having a wide range
vision. We identify gaps in markets and the products needed. We
need people to act on the ideas and projects we started or have in
mind, carrying the ideas to success. We are always in need of more
capable C-team assistants.
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The captain, first officer and navigator all make up the C-level. They
provide the necessary long and short-range vision, decision making,
guidance, enforcement and refinement. For example, with a chart
plotter, an essential instrument of the helm, a captain can plot and
adhere to that course, despite the undercurrent forces or surface
winds that may push a company off-course. Likewise, the C-team
can make decisions based on their ability to see both the great and
small chart views.

Finally there’s cargo and ballast. Both are at times necessary. On
most vessels, ballast management is critical and since cargo is
calculated into ballast, we look at them both as a load. Over-
weighting a ship can exponentially increase the resistance of the hull
to forward movement due to increased displacement area and
friction coefficients. A weighted ship is slow to plane, requires more
power and thus is more costly to operate.

Identifying ballast and cargo in the corporate environment isn’t
difficult. It is obviously middle management. Granted, some
companies are at a size that they find middle management
necessary. However, in most companies it can be either dissolved, or
reduced to a mere fraction of current existence.

Upon starting my first company, | vowed with determination to
minimise this middle management layer. We watch as many
companies dump their middle management as a quick way to
lighten the load during tough times, only to let middle management
grow again in fat seasons. This happened in the early 80’s in the USA
and re-occurred during this era. It isn’t fair to the employee, nor to
the rest of the work force.

Why does middle management exist? The answer lies in two
categories, both are negative factors.

Category 1- A C-level, will sometimes lose focus. Rather than
moderating our schedules to match conditions, or change abilities
and temperament, we hire someone as a buffer; perhaps someone
who can look after the interests of the company while we step away
for holiday.

Category 2- Failure to help people who do not have the capacity to
be producers, or C-level. Sometimes we simply do not know what to
do with some ill-fitted employees. Often people in middle
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management should not have been tasked with the position. The
position itself breeds frustration, distrust, and ultimately a
rottenness that causes volatile cargo. C-levels are frustrated
knowing middle managers are a profit-vacuum-luxury; producers are
frustrated that middle managers have authority and pay that they
may not deserve; salespeople get frustrated as they are often held
to the thinking of person who has never stepped foot in the field.

How is it possible to eliminate middle management?

1. C-levels must stick to their roles and fulfil their responsibilities,
requiring balance, focus, and dedication. If their sphere starts
disintegrating, identify the root cause and act quickly. The tendency
to hire someone to fill a mid-management position must be
eliminated. Hiring capable assistants to formulate teams works far
better. When C-levels start to drift from course, other C-levels need
to be there to help as the C-teams resolve to stay intact. Share
assistants if necessary. Avoid dropping into creating, or expanding,
middle management.

2. Strength. It takes strong determination to dissolve or minimize
middle management and ensure it doesn’t resurge. Positively, you
are helping these people to get out of a rut and find their true
calling; possibly you are even encouraging an under-performing
person to re-educate and reach greater goals. If they are honestly
not capable, the world still needs people to swab the deck. A noble
and respectable thing to do for a living as we all cherish a clean ship.

3. Utilise technology tools. This is the key to minimising middle
management, which was partially necessary in the early and mid
parts of the last century, where it was born. British-American
corporate structure was working well, adopted by many a company,
planet-wide. Some cultures embraced and perfected the concept,
creating a very well-defined corporate ladder. By making good use
of the technology tools of today, C-levels can utilise multiple capable
administrative assistants to produce huge amounts of work creating
a more distributed C-team environment.

Middle management was doomed even before the recession hit in
the USA. Technology forced the dissolution of the middle
management layer. Technology tools allow C-levels to communicate
rapidly, creating effective teams at a higher level than where we
were accustomed. This started back as early as the late 80s and has
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accelerated since. Arguably, a factor that has made this recession so
resilient is that the middle management layer was dissolved by
many companies who are wisely not replacing them. In epiphany,
they realise they have technology tools instead. Though | and others
had been sharing the message to reduce middle management, it
simply did not happen.

As producers communicate directly to C-level and sales, productivity
and efficiency soar. Middle managers often manipulate information
as job protection, at a great cost to the company. As the
communication barriers and break-points are eliminated, C-teams
give a company rock solid resilience from hostile competition and
economic turmoil.

The first wave of technology in the 1980s affected the producers,
boosting productivity and leading to declining demand of producers,
in some cases eliminating their positions. A good example is robot-
assisted assembly. Then in 2000, big database powerhouses became
available over the internet (cloud applications), permitting software
companies to produce applications of high efficiency and broad girth
with powerful reporting tools - the mainstay middle management.

Currently, many people who are complaining they cannot find a job
are these mid-tier people. There are plenty of jobs out there being
advertised for producers, sales and C-levels. We are suffering from a
middle-management ‘bubble’ of sorts and until these people are
absorbed into the workforce, we will struggle with high
unemployment. Notably, many are landing in the service sectors as
producers. Others are going back to school in search of degrees
which they feel might help them to reach the C-team. Indeed, we
have become very leery of hiring such disguised ex-middle
managers. A recent issue for us: new hires that ultimately turn out
to be ex-middle managers restarting careers without the needed
change of mindset. After the first painfully quick firings, we are
cautious and take more time vetting.

How did this permit us growth margins in a declining economy?
In sailing optimally without the middle managers, our producers use
technology tools to communicate directly to sales and C-level. They
utilise tools of customer relationship management and software
products to track and analyse chart trends, supply chain
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management, resource planning etc. The work fodder of what was
previously middle management.

Having no transition to suffer or recover from, we never really
veered from our growth pattern. Meanwhile our competitors
struggled, making painful cuts and subsequent difficult transitions.

As we move into 2011, | remain confident that we will not see the
return of middle management in the same percentages as previous
to this recession. As companies return to profitability, the C-teams
that have formed now (a C-team consisting of only the C level with
several assistants) will be the forward model that will take hold.

Addressing the future, my prediction is that the next wave of
technology tools will deliver thinking speed applications and an
efficiency that will redefine even the C-levels.

As we anticipate this, my effort is to make sure a C-level bubble
doesn’t exist in my company, in preparation of the next inevitable
downturn. At which time, we will take even more from our
competitors.
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Chapter 44: Changes to Employment due to Time and the
Recession

During the early part of the 20th century there was a large influx of
Europeans into the United States. Many of them brought their work
ethic with them. In the home villages, they often put their wares on
pushcarts and walked the streets selling them. In America, they
would take their wares and put it on pushcarts and sell it on street
corners.

For those who went to work for companies, they wanted loyal
employers because they wanted to work. The employees would
often work for free until the owner was able to pay them a salary.
For their loyalty, they were rewarded by having a job for life and so
they were usually willing to work for that company until they
decided to retire. Often these small companies grew to become
large companies and in some cases, corporations.

The first generation born in this country fought during World War |,
when their country asked them to fight for freedom. After the war,
this generation went to work for the corporations. They started at
the bottom and worked their way up into management. After 25
years they were given a retirement party and a gold watch for their
loyalty. Their children were known as the baby boomer generation.

When they were in school getting an education, schools and parents
encouraged the students to go to work for the Corporation, which
many did. But after 15 or 20 years, during the 1990s, many
corporations had merged and had multiple people performing
similar jobs so they needed to cut the workforce.

Some offered buyout packages, because until then when you went
to work for the Corporation, it was an unwritten rule that an
individual had a contract for life. Today if you go to work for ‘The
Corporation’, your job expectancy may be five years or less.

Working for a corporation is a great way to learn a job ethic and
then take the skills and apply it to building your own business. Not
only has the job market changed with the new century, but the work
ethic has changed as well. Employees are no longer loyal to a
company; therefore the company is no longer loyal to the employee.
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Generation X, generation Nexter and the millennial generation need
to consider alternative methods of finding gainful employment. The
typical job, where you work for the same corporation all your life, no
longer exists.

During the current economic downturn, | have noted many more
cultural changes taking place. Many companies, in order to cut
expenses, are renting a smaller office space and hiring people to
work from home. This allows the individual more flexi time and
reduces operating costs for the company.

Another major cultural change that has taken place in the last
century is in regards to the way that much business is done today.
When the Europeans first came to the US, they took their wares and
sold them on street corners but today business owners have
websites (or e-commerce store fronts) that they load pictures of
their wares on and sell internationally as well as locally.

These cultural changes have brought about changes to job titles. A
secretary who would have worked in an office as an executive
assistant, now works from home as a virtual assistant. A graphic
designer today is also a web designer, a sales executive and a
freelance consultant.

When | am working with clients, | often encourage them to think
about their passions and personal interests and how they can build
them into a high-paying income for themselves.

| have asked clients, “If you could do anything you love to do and
earn an income doing it, what would it be?” Many have an
immediate answer but they just don't know how to put together a
strategic plan and build it into a business.

The future promises further cultural change, with the strong
possibility of more people consciously choosing to work from home
instead of working for in an office for just one company; why not
choose to work for multiple companies?

Just because a company may not be willing to pay you the salary you

want, they may be willing to pay you more money for fewer hours
under this type of arrangement and working for multiple companies
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can subsequently provide you with better quality of life and a higher
income.

| believe, that as children, we are good at coming up with many
ideas but that education often teaches us to conform and listen to
authority. Therefore as adults we lose our creativity and we lose the
ability to think outside the box when it comes to being creative
about employment.

To summarise, these are my lessons learned during the recession:

e  Be more creative when it comes to employment and learn
to think outside the box

e Do not be frightened to incorporate technology into your
business

e Think about having multiple streams of income

e Think about alternative methods of financing your
business

e Use the need to change as an opportunity to think about
what you have a passion for and how you can build it into
a high-paying income

e  Build a mentor group around you so that you can bounce
ideas off them when growing your business

e Since so many people are solo-preneurs today, why not
use each other as a resource to outsource your business
needs so that you are not wearing all the hats at the same
time?

To tie all of this together, one needs to learn to become adapted to
their environment because it is always changing, just like the
workplace is constantly changing.

| came across an article that talked about how the job market has
changed and how many jobs have gone overseas and these jobs
have gone from America forever. Part of the reason is because the
unions out-price the job market but it is also because third world
countries are becoming more educated and technology savvy so
they are able to fill positions that home-grown employees are
unable to do.

221



The Business Leaders Book Club
Series One: Lessons Learned From The Recession

Lynn Pierce

AU%HOR
TBHLBC

How to Attract Clients who Adore you — Even in a Recession

Current Position:
Experience:

Email:
Linkedin:
Twitter:
Facebook:
Website:
Links to
Other Works:

Founder

Over 30 years of experience in sales and as a
trainer.

10 years experience in product creation and
marketing of information products for authors
and experts.

Lynn@LynnPierce.com
www.linkedin.com/in/lynnpierce
www.twitter.com/lynnpierce
www.facebook.com/LynnPierceOfficial
www.LynnPierce.com
www.AuthorExpertMedia.com/testimonials
www.SuccessBlueprintRadio.com
www.YourBreakthroughToSuccess.com
www.TurningPassionIntoCash.com

Lynn Pierce, author of, Breakthrough to Success; 19 Keys to
Mastering Every Area of Your Life and host of Success Blueprint
Radio, brings you over 30 years of successfully teaching how to
combine business, personal development and spirituality to reach
the pinnacle of success and live the life of your dreams.

Lynn has taught thousands of sales teams and independent
professionals how to tremendously increase their income (by as
much as 500%) while reducing the stress of the sales and
negotiation process...and having more free time to have a great
lifestyle with that additional income!

222



mailto:Lynn@LynnPierce.com
http://www.linkedin.com/in/lynnpierce
http://www.twitter.com/lynnpierce
http://www.facebook.com/LynnPierceOfficial
http://www.lynnpierce.com/
http://www.authorexpertmedia.com/testimonials
http://www.successblueprintradio.com/
http://www.yourbreakthroughtosuccess.com/
http://www.turningpassionintocash.com/

Business Leaders Book Club

Chapter 45: How to Attract Clients who Adore you —
Even in a Recession

The dream of every businessperson is to create a business full of
clients who happily pay what you ask, sing your praises and bring in
tons of referrals, right?

When the money was flowing this was easy; then with the onset of
the recession my clients, as well as their clients, started to tighten
their belts and cut spending.

As the recession loomed, | realised | had to look back at what
worked when | was building my business. It was time to get back to
basics to be able to continue to grow.

Here’s a little secret....

What | found, and really have always known, as | did this in my own
business, was that it came down to sharpening my sales and
communication skills to have an even deeper conversation with my
past, present and potential clients. Since this is what | teach, |
thought | was already doing a great job of this; the recession
brought to my attention that | could be even more transparent than
| had been in the past.

The issue that was made more glaring by the recession is that my
prospective clients were feeling the pressure. Therefore they were
being much more careful in studying their options before making a
buying decision on what it is they need, what it is they can afford
and who it is they should give their money to.

Just doing a Google search showed me how many people considered
themselves my competition.

So the question was, ‘how could | take my uniqueness to a level that
created a specific niche?’ This was imperative, as | knew that all my
prospective clients would have to do to go from my website to
someone else's is click a mouse! They don’t even have to take the
time to have a phone conversation with me; much less meet me in
person.

This recession has taught me that in my own business and when
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helping my clients, we need to distinguish ourselves from the crowd.
| needed to make it clear in the mind of my ideal client that | have no
real competition. | realised that what makes me different, that
uniqueness, is exactly what clients who will adore working with me
are looking for.

By strengthening my sales and communication skills | was able to
quickly eliminate my so-called competition. All | had to do, and all
you have to do now, is to simply step out of the box you had
voluntarily put yourself into.

| jumped out of the sales trainer box. | never really felt like that was
an accurate portrayal of what | did anyway.

In order to help make the shift, | asked myself a few questions. You’ll
want ask yourself these too in order to become immune to the
effects of the recession.

e  How did | attract the adoring clients I've had for years and
how can | increase that factor to approach prospective
clients now?

e What did | do that was different from what they had
experienced with other sales trainers?

e How can | deliver those things at an even higher level
today to attract the client who is a little reluctant to spend
money?

| remembered that even before | had any products, while | was still
going to seminars and learning how to be an author, speaker and
information marketer, | had developed relationships with fellow
students and gurus who raised their hands as potential clients and
literally told me what they wanted me to teach. That was quite a
gift.

So | asked myself, what was it about me that created that situation
when it clearly wasn’t the norm?

The answer was that | had real conversations with people; | didn’t
look at them as walking dollar signs. | treated them as friends that |
cared about and sincerely wanted to help. In turn, that made them
want to do business with me before | was even in business.
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| shared openly. | was helpful. And that didn’t cost me any marketing
dollars to do.

In this recession we can all do the things that don’t cost anything to
benefit our business. It is the little things such as adding a little
kindness and listening to see what our market really wants that
really make the difference. So that’s where | started to increase my
efforts. | went back to basics.

It paid off again just like it did in the beginning. | had discussions
with potential clients who said they couldn’t pay my rates. | asked
them sincerely what they needed to take their business to the next
level and what would they be able to pay for it. Because | was having
an honest conversation they felt comfortable telling me. Then |
created that programme for them.

To give you an example, when things started to become tight, clients
who had gladly been paying me $2000 a month for private
mentoring found that they no longer had that money available as
their business slowed. The alternative we came up with was to do a
group mentoring programme at $247 a month. This had 50% of the
time together that the other programme had (two hours instead of
four); meant being part of a small group (with nine new clients for
me) and was at a greatly reduced price point, meaning that my
clients could still benefit from my time.

Meanwhile | have increased my income by $247, freed up two hours
of time and gained nine additional clients who will buy more as the
years go by as well as refer additional clients. It's a win-win.

That worked for the people who needed a less costly alternative for
right now and by increasing the number of participants, | was still
keeping my income, staying connected to clients and actually
working less hours mentoring. By having that real honest
conversation and letting my clients know | was there to serve them
and that together we would find a solution that worked for them,
they helped me create a new programme.

Freeing up those extra hours allowed me the time to re-invent my
‘Getting to Yes Without Selling’ product line and has created new
joint venture opportunities | wouldn’t have had otherwise. So this
new process is still generating benefits.
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One client looked at his coaching business and realised that by
writing a book he could increase his exposure better than one-on-
one. | also conducted a virtual book tour for him. That connected
him with current clients and potential clients while they all bonded
over their love of his book.

He also started using social media to continue the conversation after
the virtual book tour which greatly increased his reach. At the same
time it allowed him to have those real conversations and deepen the
relationships with people online. That led to more coaching clients,
joint ventures and a huge increase in being booked for speaking
engagements.

The uniqueness that people loved about me was how | came from a
place of caring about how they wanted to live and their personal
growth. | put their life first and then we worked from that
standpoint to build their business.

On the other hand, | had never before come right out and said that |
combine spirituality in my business training, even though | always
had. When | looked at my clients, | saw that the clients who adored
me the most were spiritually based.

So in my process of doing more of what had worked, | put it out
there, right up front. | was a little apprehensive, thinking that it may
turn off some potential clients. But then | remembered that the
more | open up, the more | attract clients who adore me and the
more prosperous my business is. My clients would be happier and
that in turn brings in more referrals of like-minded people. And isn’t
that what we all want?

It's a new day and the need for having a real conversation and
developing a long-term caring relationship is here to stay. The great
news is that this is an easy skill to cultivate. So go ahead and create a
business full of clients who adore you.
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