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Better Business Focus is the essential key for business owners and managers. It achieves that by focusing on the way in which successful
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It focuses on how people are recruited, coached and developed; on how marketing and selling is undertaken in professional markets as well as in
markets with intense competition; on how technology and the Internet is reshaping the face of domestic and home business; and on how people are
being equipped with new skills and techniques. In short, it offers expert inspiration for a better business.



What can you learn from this article

Main slant:
Play to your strengths and your
performance will move from good to great

It's about: Focusing on your strengths
It applies to: Business Owner/Managers/
Sales Directors

Play to your
strengths

By Steve Smith

It's that time of year again when we
receive a performance rating, a review
of our contribution in the previous

12 months. Is it just me or are you
noticing that the bar on performance
has just risen again? As performance
expectations increase it is essential
that you can raise the bar on your
personal performance and scoop the
performance rating you deserve. We
want to help you to do this by sharing
with you some key lessons from the
world of sport which you will be able
to pick up and apply to your role.

Control the controllable

As the pressure to perform increases
so does the likelihood of failure.
Pressurised situations can make
individuals lose their head. The
ability to keep things in perspective
is essential. In situations like this, it
often occurs that the environment
controls the individual, rather than
the individual impacting on the
environment. In sport, the saying goes
‘control the controllable’,

This approach was really brought to
life by the case of Steven Bradbury,
Australian speed skater. Steven
secured a place in the finals in

Salt Lake City as a result of the
disqualification of Marc Gagnon.

In the final, Bradbury was in last
place, well off the pace of the medal
favourites but he won due to the
downfall of his fellow competitors. He
took control of his performance by
recognising that he couldn’t control
the outcome of the race, instead

he focussed on his training, his
experience, his mindset and his race.

In an interview after winning his gold,
he said:

“Obviously | wasn't the fastest skater.
I don’t think I'll take the medal as
the minute-and-a-half of the race

I actually won. I'll take it as the last
decade of the hard slog | putin.”

The“hard slog” included surviving
two life-threatening accidents.
During a 1994 race in Montreal,

he had another skater’s blade slice
through his leg after a collision

and lost four litres of blood, and in
2000 he broke his neck in a training
accident and spent the next six weeks
in a halo brace.

So how does this apply to us?
Whenever you face a pressurised
situation, ask yourself the question,
what are the things that you can
control? It is important to appreciate
at least two things. Firstly, you can
control your performance and
secondly that you cannot control

the outcome. Of course you may
perform to the best of your ability
and certain circumstances such

as luck may get in the way of your
desired outcome, but at least you will
know that you gave it your best shot.
A famous Ed Moses quotation says it
all“ain't no use worrying about things
beyond your control ‘cos if they are
beyond your control ain't no use
worrying”.

Take a blank piece of paper and list

of all the things that have an impact
on your end result. Now go through
and cross out all of the things that are
outside of your control. You have a
list now of all of the things that you
can be directly accountable for. Rate
yourself on a scale of 1 to 10 for each

given controllable and do everything in
your power to increase the score so that
itis as close to 10 as possible. This will
give you the best chance of delivering a
world class performance. It really is just
a case of getting back to basics.

Strengths versus weaknesses
paradox

If you want to gain the greatest
increments in performance, be itas a
human being or in your business role,
you must play to your strengths 90%
of the time, whilst focussing on your
weaknesses only 10% of the time. Your
strengths are the things which make
you who you are. These are signatory
symbols of you. Be world class at your
strengths, whilst recognising your
weaknesses.

Many sporting greats adopt this
approach - Firstly, David Beckham,
regarded by many, as one of the
greatest footballers of his time, yet
on closer inspection a player with
many key weaknesses. He is a player
with a gift to be able to place the
ball wherever it needs to be, be it in
the back of the net following one of
his infamous free kicks, or passing to
another player to line up a shot at goal.

On the other hand, it is also said that
he is a player that lacks pace on the
pitch and is not renowned for his
tackling ability. David focussed on
his strengths, the things that set him
apart from others 90% of the time. It is
for this reason he is remembered as a
great footballer. How different would
his reputation have been if he had
focussed on the things he couldn’t do
so well?

Another good example is the case
of Usain ‘lightning’ Bolt - the current
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holder of both the World and Olympic
record for 100 metres (9.69 seconds)
and 200 metres (19.30 seconds). In the
world of sprinting it is normal for the
athlete to focus on strides per second,
this coupled with their stride length is
referred to as their cadence. Usain did
not have a high number of strides per
second and so could have focussed on
this as a weakness in his performance.
Instead he focussed on his incredible
stride length — estimated to be around
2.13 metres or 7 feet. In the 100 metres
event his competitors took 44 strides
whilst Usain took just 41.

One of the most impressive illustrations
of the strengths versus weakness
paradox is Jonathan Edwards. Jonathan
who is widely regarded as the best
triple jumper of all time did not fit the
bill of your typical triple jumper. The
typical triple jumper would have been
strong and muscle bound, built for
power, a notable weakness for the tall
and slim Jonathan. He focussed on

his key strength of speed, believing
that his reaction time off the ground
would make the difference to his

end performance. He was right, he

still holds the world record after his
amazing hop, skip and a jump covered
18.29 metres or 60 feet.

How does this apply to you? Are you
spending time and energy focussing on
the things you could do better or are
you, like the sporting elite, making the
most of your strengths?

Start today, one of the first things to

do is to get a timely reminder from

the people you respect as to things
that they see as your strengths in the
workplace. Ask a cross section, telling
them to only focus on the things you
do well. Be sure to get them to provide
examples of when they have seen the
strength in action and capture the
feedback on paper so that you can refer
to it whenever you need an extra boost
of confidence. Play to your strengths
and your performance will move from
good to great.

For further advice or guidance on how
to raise the bar on performance visit
www.raisethebar.co.uk, contact us on
+44 (0)151 426 0110 or email us at
info@raisethebar.co.uk
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Steve Smith is one of the country’s
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He speaks at over 150 conferences
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Steve can be contacted via:
Email: info@raisethebar.co.uk
Website: www.raisethebar.co.uk
Tel +44 (0)151 426 0110

Are you up-to-date?

The UK'’s largest and most
comprehensive online business
library is growing all the time.
And the good thing is that it is
regularly updated. It is available
24 hours a day, every day of the
year.

So, if you want information

on taxes, health & safety,
employment law, directors’
duties & responsibilities and
ways to expand your business
(and lots more as there are 700+
titles), the Bizezia on-line library
is the place to look.

Ask your accountants or lawyers
for a link to the library or visit:
www.bizezia.com

© Copyright 2009 Bizezia Ltd

Best Business
Advice*

Radiators and Drains

Garry Lace had a brief but
dramatic career at Grey
London. He arrived like

a whirlwind, changed
everything in sight, and was
gone 18 months later. In that
short time he put Grey on
the map as one of London’s
advertising hot-shops.

Garry told me when | first met
him that he divided people
into radiators and drains.
Either they gave energy to you
and everyone around them or
they took it away.

At first | thought: no, you can't
classify people so simply. But
once | had considered the idea
| realised he was right. You can.

I made two resolutions: always
to be a radiator, whether | felt
like it or not; and never to hire
a drain.

© Copyright 2009 Best
Business Advice

*This book provides 75 examples
of memorable business

advice recounted by leading
practitioners in the UK public
relations industry.

Contributed to the book by
Adrian Wheeler who started
out as a local newspaper
reporter and is today
Chairman of GCI Europe. He
gets very unhappy when
people address him as “Adrian
Wheeler”.



It's about: How to re-invent your business
It applies to: Business Owner/Managers

What can you learn from this article

Main slant:
2009 is the best time to re-invent your
business, take a step back to see how

Would you wear winter clothes
in summer?

It's a hot summer day. The sun is
beating down and it’s 25 degrees
in the shade. People are wearing
shorts and T-shirts and taking
things nice and slow to keep cool.
Then suddenly, from nowhere a
man walks past dressed as if he
had just been tele-ported from
the depths of the Arctic Circle!

He is wearing several layers of
clothes, a scarf, and one of those
hats with flaps that drop down
over his ears. He looks very
uncomfortable out in the heat. His
face is as red as a beetroot and he
is sweating profusely. People stare
at him in amazement and begin
to point. Yet he just carries about
his business oblivious that he is
the cause of his own discomfort.

This may seem like an improbable
scenario to you. Of course we do
not wear the same clothes all year
round. We adapt our clothing
depending on the weather. Yet
everyday | see businesses that do
not seem to have woken up to the
fact that the economic weather has
changed. It actually does not matter
if we are in recession or not. The
worry of the unknown is enough
for people to stop spending. Both
individuals and companies do not
know how stable theirincome is.

Spending patterns change with
economic climates

Just as the change of weather will
change buying behaviour when
it comes to food and clothing, the
economic weather will impact
buying behaviour too.

How businesses
should re-invent
themselves in 2009

Businesses that have been doing
very well due to a boom economy
may find that without a change

in their approach, making sales

is getting harder and harder. At
the same time, some businesses
could actually do incredibly well
if they adapt and capitalise on the
opportunity.

In business you need to be
adaptable. You need to sell people
what they want and not what you
think they need. You need to sell
people what they want now and
not what they wanted 6 months
ago. In nature, the animals that
thrive are the ones that are able to
take advantage of the resources
available. The ones that go extinct
tend to be the ones that are

less able to adapt to a changing
environment.

Review your target audience
Break down your target audience
into sub-categories and focus on
the ones that you are able to add
the most value. If you have not done
this exercise then now might be a
good time! So many businesses that
I work with that are failing to win
enough sales have issues around
being generalists rather than
specialists. Focusing on specific
target audiences where you have

a lot of sector knowledge will help
in finding pockets of opportunity,
even in a recession. Indeed, a
change in economic climate may
mean that certain sectors become
more attractive and others that
were previously attractive are now
less appealing.

By Richard White

Review your target audience’s
problems

Even though your target audience
may remain the same, their most
pressing problems may have
changed. Some of the things that
they may have been interested in
fixing when everything looked rosy
may have dropped off the priority
list. At the same time, there could
be other areas that you have not
explored that are now much more
pressing for your target audience.
It could be that you are able to
solve their problems with the
same offering but they just need
positioning differently.

Check that you are looking at
problems your target audience
actually have and not ones based
on your wishful thinking. The more
specific you get with your target
audience, the easier it is to discover
their unresolved problems. In the
hard times, it is not enough for your
target audience to have problems
but they need to be hurting enough
for them to want to do something
aboutit.

Review your product offering

So you have your target audience
right and you have reviewed the
priority problems that they want to
fix and which of them you can help
with. You now need to make sure
that you have products and services
that are clearly capable of solving
their problems. You also need to
ensure that you can demonstrate a
clear return on investment and that
you can back up you claims with
evidence.




It could merely be a case of
repackaging your existing products
and services to be more relevant. It
needs to be clear how the packages
will solve their problems. The classic
marketing statement is that people
do not buy a drill, they buy a hole.
The purchaser has a problem that
they need a hole in the wall. A more
up-to-date version is that people
do not want a hole in the wall but
something to hang a picture frame
of their children on. Make sure the
messaging around your products
are focused on how it will solve their
problems and not on the features.

Review your sales and marketing
messages

It’s my view that most smaller
business’s sales and marketing
messages are pretty poor at the
best of times. In the climate of a
recession you need to get it right to
stand any chance of survival. Your
target audience need to know you
exist and that you can solve their
problems. You need to use multiple
channels of communication to
ensure that they hear about you
and that they begin to trust the
consistent message. Whether it

is your website, PR, advertising,
networking, even cold calling, the
more consistent you can make it
the more powerful it will become,
especially if it is targeted.

What are you waiting for?

2009 is an ideal time for business
reinvention. A time to step back and
review how you are approaching
the market place. Businesses that
are prepared to adapt will make the
most of their circumstances. Some
small businesses will actually do
much better than before without
having to do much, but most will
need to do something significant in
order to capitalise on the change of
economic climate. There is normally
a way to sell anything and it just
takes stepping back and reviewing
the business fundamentals. If you
feel like you are flogging a dead
horse then my advice is to take a
step back and look for a different
target audience with problems that
your dead horse can fix! Who knows,
if you are prepared to reinvent your
business your‘dead horse’ could turn

out to be a prize stallion that is alive
and kicking and just waiting to be

unleashed!
Innovation
© Copyright 2009 Richard White , - .
distinguishes
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Pro-Excellence, a company providing
inspirational business development fOI |OW€ I,
coaching and mentoring for business
owners, reluctant sales people, and Steve Jobs

non-sales staff. For more information
visit: www.pro-excellence.com

Is the customer really king?

By Ron Kaufman

We often hear ‘the customer is king' | don't believe it.

First, many customers do not behave like kings. Some act more like ruffians than
royalty. You might want to disregard this kind of customer altogether. But it's
tough to disregard a king.

Second, in certain cultures, the king was revered but also feared. Hardly the best
metaphor to bring closeness between your customers and your staff.

Third, the idea of a king implies that everyone else is not. | don't see the benefit
of putting your customers on a throne if it means you and your team must live
below them.

Perhaps it makes more sense to say ‘the service provider is king' | mean this in
the most responsible way.

A benevolent king once travelled his realm in the disguise of a common man. He
went to see for himself the quality of life his people experienced each day. Upon
his return he made the changes required. If the streets were dirty, he had them
cleaned. If a government office was ineffective, he had it fixed. If the people
lacked some important goods or service, he arranged for needed improvements.

Key learning point
If you were the benevolent king or queen, reigning over your service domain,
what changes would you make for the better?

Royal action steps

Search your organisation in the disguise of a common customer. Visit your
company website. If it's slow or confusing, get it fixed. Call your service
department. If the help is not personal and pleasant, make it so. Access
your information hotline. If you find a telephone tree more frustrating than
functional, take out your royal shears and prune it.

© Copyright 2009 Ron Kaufman. Used with permission.

Ron Kaufman is an internationally acclaimed customer service training educator
for quality service. He is author of the bestselling series “UP Your Service!”and
founder of “UP Your Service College” To enjoy more customer service training
articles, visit: www.RonKaufman.com and www.UpYourService.com



It's a rapidly shrinking world, and
travel and communication are
easier than they've ever been.

In business and in our personal
lives, we're making more and
more contact with people in other
countries. As for business success,
the ability to communicate across
cultures has never been more
important, says Simon George.

Let’s face it, most businesses these
days have the ability to service
clients across the globe, but let’s
start by looking closer to home

and ask how many businesses are
effectively reaching and engaging
with their local target market
effectively? In the UK alone, the
most popular languages spoken
after English are Polish, French,
Arabic and Mandarin (according to
the Regional Language Network) so
if your product or service appeals
to people across the country, how
many customers are you potentially
missing due to the fact that the
necessary information isn’t available
in their preferred language?

Embracing languages as part of
your communications strategy may
seem a daunting prospect, but it is
in fact a lot easier than you might
think, when you follow these steps.

1. Understand your marketing is
multi-dimensional

From personal experience, | have
found that many businesses who
deal with an American audience
do not realise that the three most
popular languages spoken in the
USA after English are Spanish

What can you learn from this article

It's about: Speaking the right language
It applies to: Business Owner/Managers/
Marketing Managers/Directors

Main slant:
Research how your marketing message
comes across in different languages

Are you speaking the

right language?

(19.7 million), Chinese (2.2 million)
and French (1.6 million) according
to the 2000 census. More recent
reports from 2006 reveal that the
number of US residents speaking
Spanish is now over the 30 million
mark.

The success of Barrack Obama'’s
recent multi-lingual election
campaign highlights the need for
businesses who communicate with
American customers to review the
demographics of their customers
to ensure that they are providing
appropriate language translations
of websites and other promotional
material.

Obama'’s use of languages was
highly tactical and ensured that the
majority of American residents were
able to understand his messages

in their primary language. All his
campaign material had Spanish
translated versions and he recorded
advertising campaigns in Spanish.
He also started a blog in Hebrew,
which is not surprising as there are
more Hebrew speakers in the US
than in any other country.

So, if you want to do business in
the States (or any country for that
matter), you need to understand
how many other languages are
spoken at home. Websites aimed at
the American market for example
should really be made available in
key secondary languages too, such
as Spanish and Chinese. It is also
important to recognise ‘American
English’as a language in its own
right, which is why you should only
ever use North American translators
for work aimed at a US audience.

By Simon George

2. Don’t fall at the final hurdle by
trying to cut corners

| am astounded at how many brands
across the globe are putting their
future market share at risk through
making costly translation mistakes in
an attempt to keep costs down, only
to have their blunders exposed to
the world via the internet and their
reputation tarnished as a result.

Recently, Google became the latest
in a long line of brands suffering
from the damaging effects of a
mis-translation blunder which
resulted in Wales being translated
as‘Little Britain’ You see, the world
wide web is both a blessing and a
curse for brands, providing global
reach for even the smallest of
companies and giving them access
to an increasingly diverse customer
base on the one hand, but exposing
their downfalls to the masses on
the other hand. Google is probably
one of the biggest brands in the
world and now their mis-translation
appears across the web for all to see
and will appear for many years to
come. Organisations need to ensure
that all their messages, both in print
and online, are consistent, accurate
and most importantly reinforce the
quality and diversity of the brand by
showing that they value business
from foreign customers by going

to the effort of making sure it is
translated properly.

3. If you can’t do it right, don’t do
it at all

Think about it, what is your first
impression when you see a bad
translation when abroad, or looking
at the English version of a foreign
company'’s website, advert or




marketing brochure? Do you
feel like a valued customer? The
problem with a poor translation
is that it can actually do more
damage to the brand and the
customer relationship than if you
hadn’t provided a translation at
all!

Many companies use cheap
translations to simply tick a

box and say they provide an
alternative language solution for
their customers, but you will reap
the benefits in the long term from
a much more loyal customer base
if you spend the time and effort
getting the message right in the
first place. And if you don’t want
to spend the money getting it
right, I highly recommend you
don'tdoitatall.

4. Get professional help

The problem with translation is
that it is more difficult than just
knowing the language, there
are cultural considerations, local
dialect, slang and so on. Think
about the broad use of slang
words in the English language,
just because the word doesn’t
show up as a dictionary term
doesn’t guarantee that it won't
offend.

Unfortunately, culture and
language differences can make

it difficult for even the larger
organisations to get their
messages across accurately

and appropriately. Coors Beer
for example, had the strap line
‘Turn it loose’in Spanish, this
became ‘Suffer from Diarrhoea’
When translated into Chinese,
Pepsi’s “Come alive with the
Pepsi generation” translated as
‘Pepsi brings your ancestors back
from the grave’and KFC's ‘Finger
lickin’good’ came out as ‘eat your
fingers off"

These howlers show just how
important it is for key messages
to take full account of language
and cultural differences. Whether
addressing work force, customers,
suppliers or investors, it’s
abundantly clear - there’s never
been a greater need for expert
translation work.

5. Produce a clear brief

If you want good translation, you
must produce a good brief. If you
don't define the problem well, the
result is poor communication, and
that can give you a translation that
doesn’t do what it should. Here are a
few suggestions to make sure you get
the most from your next translation
brief.

Goal. What is the problem you want
to solve? Think carefully about what
your organisation wants to achieve
because it’s a vital point of reference
for everything that follows. Without
it, you may never know if what you're
given in the end is what you really
needed in the first place.

Form. Staff magazines, company
reports, websites, printed product,
catalogues - they're all different
and they all require different types
of language. The form of the source
document will fundamentally affect
the form of language used in the
translation.

Audience. Who is going to read

or hear the material? What is the
demographic and linguistic make-up
of your audience? In what context
will they be hearing or reading the
text?

Language. Into which languages
should the source material be
translated? It seems an obvious
question, but even if you only have
one country in mind, you need to
think about any minority languages
or dialects. For example, do you
need Portuguese for the Algarve or
Copacabana? Is it Indian or Pakistani
Punjabi?

Quality. If the translation is outbound
and intended for a wider audience it
must go through rigorous double-
checking processes to ensure
maximum quality. If on the other
hand, the translation is for in-house
‘information only) you may be able to
bypass some of those processes.

Style. Describe the context for the
translated document - as accurately
as you possibly can. That way the
translator will be able to use the style
and vocabulary register that is most
appropriate to your document.

© Copyright 2009 Simon Geroge
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Simon George is Director of Thames
Translations, one of the longest
established translation companies
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Don’t worry if you
don’t know what the
words Going Concern
means, here’s an
explanation:

Going Concern -

the assumption on which

the financial statements of

a company are prepared

and audited. It means the
company is financially viable
and can meet its commitments
for the foreseeable future.

If the auditors mention

that the going concern
principle is questionable
then the company may not
be financially viable. This

may be the case when it is
difficult to renew borrowing
facilities. Specific reference to
going concern is required in a
company'’s annual report.

Source: Bizezia's Glossary of
Financial Investment and
Business Terms and Ratios
available through Bizezia’s
Online Business Library the
UK'’s leading online business
library with 700+ publications.

To find out more about the
Online Business Library and
how it can help you and your
customers/clients visit:
http://www.bizezia.com

© Copyright 2009 Bizezia
Limited
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