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Focus on the highest rating is-

sues first and brainstorm ideas 

for how to handle each one. For 

instance, do you adequately pro-

mote your greatest strength? How 

can you minimize the effects of 

your greatest weakness? What 

can you do to maximize your 

greatest opportunity? How will 

you protect yourself from your 

greatest threat? 

Now you can create an action 

plan and assign tasks to bring 

these thoughts and ideas into 

fruition. But don't rest on your 

laurels too long! Make sure you 

conduct regular SWOTs to make 

sure you always know where you 

are, and that you're on track for 

where you're going. 

SWOT is an acronym for 
strengths, weaknesses, opportu-
nities and threats. Doing a SWOT 
analysis for your business gives 
you a snapshot of where the busi-
ness is now, and helps you de-
velop a strategy for its future. 

Strengths and Weaknesses are 

the internal factors of your busi-

ness. Generally, these are things 

you and your team have control 

over. Things like your work environ-

ment, team capabilities, quality of 

products and so on may fall under 

one of these areas. You may find 

some issues are closely related, 

and may be both strengths and 

weaknesses. 

Opportunities and Threats are the 

external factors affecting your 

business. These might be things 

like competition, customer prefer-

ences, industry trends, or legisla-

tion. 

Once you've created a list of all 

your business's strengths, weak-

nesses,  opportunit ies and 

threats—keeping in mind that 

some issues may fall under more 

than one area—rate each item on 

a scale of 1 to 10. 

Strengths, Weaknesses, Opportunities, Threats 

Project Management By Key Team Members 

Knowing the difference between 
project management and ongo-
ing management can mean the 
difference between success and 
failure.  

Ongoing management is a long-

term investment in achieving a 

constant goal.  

Ongoing management is the role 

of the business leaders. Project 

management is a short-term in-

vestment aimed at meeting a 

time-sensitive need that may or 

may not recur. Project manage-

ment can be delegated to team 

members who demonstrate 

strong organizational and leader-

ship skills.  

There are some distinct charac-

teristics of successful project 

managers: 

▪ Enjoys a challenge 

▪ Is comfortable with change 

▪ Is not afraid to take calcu-

lated risks 

▪ Develops new approaches to 

problems 

▪ Manages people well 

Are there people in your organiza-

tion who have these characteris-

tics?  

Have you considered giving them 

more opportunities to project 

manage so that you can manage?  
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Unconditional:  Guarantee every-
thing under your control.   

By everything, we don’t mean the 
product necessarily.  We mean 
the process.   

For example, you can guarantee 
timely delivery or some other part 
of the process, which may be im-
portant to the customer. 

Unique:  Promise customers 
something they don’t expect.  For 
example, every contractor guaran-
tees their work.  But, how many 
do you know who will guarantee 

arrival time?   

For example, a carpet cleaner 
should not guarantee clean carpet 
— the customer expects that.   

They could guarantee that the 
furniture will be rearranged to the 
customers’ total satisfaction.  
That goes beyond what customers 
expect. 

Financially meaningful:  Although 
full refunds may not be practical, 
you must still build a meaningful 
guarantee with commitment. 

Simple:  Ideally, the guarantee 
should be simple to understand.  
For instance, “Your meal will be 
on your table in ten minutes or it’s 
on us.”  

Easy and Quick:  It should be easy 
for the customer to collect.   

They should not have to beg or 
otherwise prove to you that you 
were wrong and payout should be 
immediate. 

Finish every transaction on a        
positive note.  

Guarantee Fundamentals 

▪ intra-team competitiveness is 
managed 

▪ all members feel empowered 

▪ members  are  honest , 
straightforward, supportive, 
and tolerant of mistakes 

▪ members are open to new 
ideas and perspectives, and 
are eager to do the right 
thing 

▪ decision making is by con-
sensus, rather than majority 
vote, when appropriate 

▪ decisions are made on the 
basis of substance, not by 
the style or status of the indi-
vidual proposing the idea 

▪ communication includes all 
members, and a range of 
opinions is encouraged 

 

▪ the team works constantly on 
improving its interactions as 
well as its performance. 

Productive teams share the              
following characteristics: 

▪ the team culture engenders 
trust, sharing, spontaneity, 
and risk taking 

▪ members participate in set-
ting specific, realistic goals; 
they agree with the goals and 
are committed to them 

▪ team goals are as important 
as individual goals 

▪ members contribute a di-
verse, yet appropriate, mix of 
skills and experiences 

▪ members clearly understand 
their roles and shift responsi-
bilities as needed 

▪ the team has clearly identi-
fied norms for managing 
conflict 

What Does A Productive Team Look Like? 

The key to successful leadership today is influence, 
not authority. 

-Ken Blanchard 

“Cannibalizing 
existing                

products is the 
way to remain 

the leader.” 
-Lew Platt 
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Open, direct and honest commu-
nication is an essential founda-
tion  for a motivated workforce.   

Here are some tips for improving 
communication and motivation in 
your business:  

 Use language that is easy to un-
derstand. Offer concrete exam-
ples and avoid complicated tech-
nical explanations.  

Plan in advance what you need to 
say to avoid stammering, back-
tracking and confusion.  

Ask questions to ensure complete 
understanding. 

Explain and address any inconsis-
tencies. For example, “I know we 
are cutting costs, but we feel this 
investment is critical at this 
time…” 

Repeat important messages. Find-
ing opportunities to restate impor-
tant messages, core values and 
policies helps reinforce their im-
portance.  

Listen!!! Your ability to convey 
ideas, knowledge and skills to 
others, is just as important as 
being a good listener.   

Active listening lets your people 
know that you take them seri-

ously, gives you a sense of how 
well your message has been un-
derstood and provides a way for 
you to get feedback and sugges-
tions for improving your business. 

Are you communicating in a way 
that will foster a volunteer mind-
set amongst your employees and 
help you grow an even better busi-
ness?   

Fostering Open Communication Is Motivational 

number of clients lost due to ag-
gressive collections polices. Gross 
Sales will inevitably be another. 

 In this case you may want to bal-
ance this KPI with your KPI that 
measures gross and net margins. 

Sub-System KPIs 

For each of the processes you 
have identified as CSFs and deter-
mined appropriate KPIs for, there 
will be sub-systems. 

For instance, a sub-system to your 
sales process may be generation 
and conversion of leads. 

For each of these sub-systems 
that directly impact the CSF sys-
tem, you will invariably develop 

Key Performance Indicators 
(KPIs) are a quantitative meas-
ure of the critical success fac-
tors (CSFs) in any business.  

Here's a way for you to deter-
mine some of your different 
types of KPIs: 

CSF based KPIs 

Once you have identified your 
CSFs, you'll need to determine 
what KPIs you will use to measure 
those processes, eg. Cash Flow 
will inevitably be one of your CSFs. 

Some KPIs for Cash Flow may be 
‘days  in  rece ivab les ’  or 
‘receivables turnover’. You may 
balance this with a KPI for the 

KPIs.  

In this example, your sub-system 
KPIs might be ‘leads generated’, 
‘conversion ratio’, or ‘average cost 
per sale’. 

You will want to go through the 
same scrutinising process with 
KPIs as you did with the CSFs, as 
there’s no point in doing well that 
which shouldn’t be done at all! 

‘Defining Key Performance Indicators 

The best executive is the one who has sense enough 
to pick good men to do what he wants done, and 
self-restraint enough to keep from meddling with 

them while they do it. 
-Theodore Roosevelt 
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wear company might.  

Companies in direct contact with 
consumers should express a 
bolder and more exciting image if 
they want to stand out from the 
crowd. Virgin Airlines, Gap and 
Fosters are good examples of 

companies who employ such tac-
tics. 

Your company identity should be 
part of your business plan so that 
the image that you project repre-
sents the type of company you 
operate. If your business caters to 
high-end clientele, then your im-
age should reflect that. If you 
serve the bargain hunter, having 
an expensive appearance may 
drive your target consumer away. 
Businesses that promote a sense 
of fun should do so in their logo 
as well.  

 Are logos really all that matter 
or is it the service and product? 
It would be easy to say that your 
corporate identity has less to do 
with logos and graphic arts than 
with quality of service. But re-
member, your logo IS your corpo-
rate identity. It’s what people 
identify with your company, so 
it’s important and complex. 

Simply redesigning a company’s 
corporate image can run into mil-
lions when you include repainting 
the livery on company vehicles, 
replacing signage on buildings 
and redesigning and replacing 
corporate uniforms. And you may 
have noticed or worked for com-
panies who routinely change their 
identity. That’s a bad sign…a sign 
that they don’t know who or what 
they are about.  

Always remember, first impres-
sions play a major role in the deci-
sion-making process. Projecting a 
clear, strong, well-designed visual 
identity is essential. 

Your logo and corporate image 
should reflect your industry, your 
business’ personality and your 
mission. For example, a lawyer 
would not likely reference a smiley 
face in their logo, but an under-

Logo’s And The Corporate Identity 

Projecting a 
clear, strong, 
well-designed 

visual identity is 
essential. 

About Our 
Consulting 
Services 

We are not your ‘average’ con-
sulting firm.  Far from it.   

We are members of the Principa 

Alliance, an international net-

work of consulting professionals.  

So when you work with us to 

improve your business you're 

gaining access to a global know-

ledgebase and a wealth of con-

sulting experience that is much 

more powerful than any one firm 

could offer. 

Combining our knowledge of 

your business, the personal rela-

tionship we share with our cli-

ents and the consulting tools, 

support and networking power 

of the Principa Alliance,  we can 

help you achieve more with your 

business than you imagined 

possible. Our goal is to help you 

build a stronger, more profitable 

business and enjoy a higher 

quality of life and greater finan-

cial and personal freedom as a 

result.    

We can and will do so much 

more for you than just ‘keep the 

score’.   Contact us today .  
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