Welcome to GSS Training Limited Bi-Monthly
Newsletter / Ezine.

Hi, my name is Kerry Jones, | am the Managing Director of GSS Training
Limited and | am delighted to welcome you to the first GSS Training
Limited Monthly Newsletter.

As a past client of GSS you know that we pride ourselves on delivering to a
high standard. We always aim to meet the needs of our clients, and
we see this newsletter as an addition to that service

Inside this issue | have included some articles that you may find
interesting, perhaps thought provoking or even just entertaining. | shall
leave it for you to decide. | have already tested the newsletter out on a
couple of my clients, and the feedback from them was that they found it
both enjoyable and useful. So check it out and see what you think. All
your comments are gratefully received, and you can even email me
directly on kjones@gsstraining.co.uk Once again | would like to thank
you for your previous custom, and we, the team, look forward to the
next time we can assist you.

Kerry

p.s. Donot forget to check out
you a FREE downloadable e-course

Warmest regards,

Inside This Issue

Behavioural Safety and A Way to Influence Behaviour. ..
The Three Golden Areas for Business Growth . ..

Sales Promotion and taking the right Approach. ..
OFFER Of The Month:. ..

Take our Test to find which of the senses you prefer ?. .
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Behavioural Safety and A Way to Influence Behaviour

According to the whitpaper on Behavioural Safety Approach&ofgssor Dominic

Cooper BSMS Inc (August 2007) (which incidentaREE to DOWNLOAD at
http://www.behaviourakafety.comy, Professor Dominic saysat regardless of approach,
there are importastructural process elements that can affect the success of a behavioural
safety implementation. The IDEAL components in a process to produce

positive changes in safety behaviour and reductions in incideintaiatosffective manner

are:

1. Identify unsafe behaviours

2. Develop appropriate observation checklists
3. Educate everyone and train observers

4. Assess ongoing safety behaviour

5. Limitless feedback

The report states that the effectiveness afpjpach is often dictatedtbg purpose of

implementation. It cites variations in observation freqaiedayechanisms of feedback,

priorities, support structuresandrolds efy per sonnel . | tds a good r
read.

BUT what really intested me was the variety of results from the feedbablnisms
alone.

No of Studies | Feedback Mechanism Avg % incident Avg % Behavioural
Change Change
1* Visual Posted Graphs (VPG) & Verbal 72 23
] o 61 44
5 VPG, Verbal, Written & Weekly Briefing
56 14
1* VPG, Verbal & Written
12 VPG Only 41 22
4 Verbal Only 35 14

* Single study should be used as indicator only

The overall message therefore, wasthato Be havi our al SafetyProcess
many feedbaakechanisms as possible to reduce injuriest@mefit from potential cost
savingso.

Well, we at GSS Training would endorse that message but from a completely different
angle. As Neuro Linguistic Programming (NLP) Practitioners we know that, as humans
we get bombarded with information all the time through our 5 senses, Visual, Auditory,
Kinaesthetic (emotions), Taste and Smell (VAK). The conscious mind can only deal
with 7+/ - 2 pieces of information per second and as a way of dealing with the overload
of information, the mind will selectively filter the information it receives using the
senses. Ineveryday life you will naturally access all of your VAK senses, however, in any
one context one sense maydominate another.
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Some people see sights and pictures; they get a clear picturd/isfubé dimension

Visual people and some typical Visual behaviour:

Say t Wilngxeelbi,kedt hat | ooks good t
Speak quickly.

Ar e g erande planmarsgand organisers.

™

Are observant and notice detail s.

o med and O

Usually are not distracted by noise.

Mi ght forget verbal instructions
Need an overall view and purpose

A
A
A
A Remember f acnetmamgsh.ut maybe
A
A
A
issue or project.

unl ess t
and ar e

A Doodle during phomeetingsonversations and

hey
ca

ot

f th

ngo,

i nto
Vis

A Often forget to relay verbal messages to
A Find spoken instructions difficult.
A Often know what to say but candt think o
Other people may hear the sounds, tuned intcatinditory dimension
Auditory people and some ty pical Auditory behaviour:
A say things |like 0l hear what youdre sayi
to meod.
A Learn by Ilistening, and remember what was d|
A Speak in rhythmic patterns.
A Talk to themdedl ves while occu
A Are easily distracted by noise.
A Are frequently eloquent speakers.
A Are talkative, love discussions, and go
A Have problems with projects that involve
fit together.

There is anther group of people that grasp the emotional aspects and will feel
kinaesthetic dimension of body awareness (for this example taste and smell are put

into this group)Kinaesthetic people and some typical kinaesthetic behaviour:

Learn by manipulating and doing.
Speak sl owl y.
Use action words.

Stand cl ose when talking to.
Want to act things out.

Wave their hag nedusegestuesalot. al ki n
Willing to try new things.

o T T Do To I Do o I

Say thingéoll bw 01 eldiom Blackt A,pf elel hagé . a

Touch people to get their attention.

So what does this have to do with using as many feedback mechanisms as possible? Well in

order to reach all individuals , you need to feedback in all systems ,
A Visual people will need to see reports and written briefs.
A Auditory people will need to hear verbal feedback or briefings and
A Kineasthetic people will need to act it out.

To find out which of the senses you prefer why not take our test .
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So what arethe 3 golden areas for business growth,| learnt this lesson a long time ago
from my friend Peter Thompson and like me whilst they we re areasyou will have talked

about before, areasyou already know, i t maybey o u

sameway before.

The three critical areas to business growth are:
1. Increase the number of customers who use our business.

2. Increase the average order value.

3. Increase the average order frequency of purchase.

h alooleeahad them in quite the

As you can see these are 3 very simple areasral yet by looking at them in the right way,
you can identify the strategy that you need to follow to build turnover and more

importantly profits.

So |l etds

put

t hese

areas into

practice,

simple numbers = | lets say we have 100 customers with an average order value of

£100 and they usually order fromust wi c e
this illustration). That would mean the turnover for our

X 2 = 20,000.

(year,

mont h,

we e k
business would be 100 x 100

No of Customers

Average Order

Average Order
Frequency

Turnover/ Value

100

100

2

20,000

The majority of companies spend most of their energy / marketing and sales into bringing
in new customers - and to keep life into a company, of course, there has to be a
continuous stream of new customers. But where should we concentrate our efforts ?

Letds say

t hat i n

our

busi

bring in 10% new customers, what would that do our business?

ness

through

No of Customers

Average Order

Average Order
Frequency

Turnover/ Value

100

100

2

20,000

110 (10% increase)

100

2

22,000

t

Now beca

do

Excellent - we increased one factor by 10% and our turnover would have increased by 10%

But if we were able to increase all parts of the equation by that 10% sot hat 6 s an i
in Customers of 10%, and increase of 10% in the average order value and an increase of

ncr eas

10% in average order frequencythen:

No of Customers Average Order Average Order Turnover/ Value
Frequency

100 100 2 20,000

110 (10% increase) | 100 2 22,000

110 110 2.2 26,620
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As you can see this has increased the turnover from £20,000 to £26,620 a massive
increase of 33.1%

Now in some businesses it is not always possible to increase in all threeareas, but greater
turnover can still be achieved by increasing just two areas.

So what are the implications for profit?

| think you may agree that if we increase our turnover by 10% across all factors that our
fixed overheads (premises, maybe even staff) would probably remain the same, but our
variable overheads (hard cost of extra products) would rise.

Well if turnover has risen to 26,620 and even if we increase our variable
overheads by 22.2%,our profit would still have increased by a whopping 231%.

Turnover 20,000 26,620
Fixed Overheads 9,000 9,000
Variable Overheads 9,000 11,000
Profit 2,000 6620
Profit Increase % 231%

Now | know that these are only simple examples, but once you get your head
around spending your sales and marketing efforts across the three areas instead of
just concentrating on increasing new customers. | think you can see the benefits.

Did you know that we at GSS Training run workshops that could help you optimise
your business, why not let me come and chat to you for 10 minutes to see if there
any way we could help - just 10 minutes and no obligation.

Sales promotion is exactly what it says: a way to promote an increase in salesto
encourage people tobuy from you.

It is not meant to be a way to build cor porate prestige or to create awareness or simply let
people knowwhatyou ar e doing. (Unless, of course, thatos

It may be something to do with our British culture, but most people feel inhibited
promoting themselves enthusiastically, we much prefer to explain our products or services
modestly, invite customers to consider what we offer and then hopefully persuade them to
buy. This attitude can permeate every aspect of the business, thavay we communicate
with customers, the way we advertise and sell, even the way we behave on exhibition
stands.

This attitude will not bring success. There is no substitute for enthusiasm in your
promotions. Lets face it, if youde not enthusiastic about you r products or
service then how can you expect your customers to be enthusiastic. Let me give
you a few examples.

S el



T Syl

A R R

Jay Abraham a marketing Guru ran this ad headline:

What if Everything you ever Learned About Growing Your
Business Was Wrong?

That headline was used by Jay to fill his intro seminars for his business coaching courses, he used this
exact headline (in conjunction with the rest of the advert (copy enclosed for info)) to create over 10
million dollars in sales.

Herebs a great headline that ran successfully in
AA Little Mistake That Cost A Far me

This headline follows the principle tha t humans are motivated to do more to avoid pain
than they will to gain pleasure . Wh at Far mer woul d not be think
mi stake? 0, OAM lIlcmakimg ABOOD00 oWi Imayibte mor ebd

With the advent of the internathany people now combine a mix of sales messages, such
as audio as soonas you click on the site, video testimonials and quite edgy copy that
achieve significant sales.

My friend Mark Anastasi who has

has a brilliant sales letter on his website that combines these
approaches. Have a look at to see what
| mean.

GSS Training have a series of ecourses to buy and download on the website. As you know
we deliver very high quality face -to-face training, but we have had numerous requests for e-
courses, so we thought that wetest the concept out on you all.

On the whole the e-courses consist of 6 modules for you to work through yourself at home
/ work. The e-courses we have available are:

Ef fective Communications.

Unstoppabl e Confidence.

Get Motivated.

How to Get What You Want I n Your Life.
How To Manage Your Lost Career.
Thinking Of Becoming A Life Coach.

Each ecourse is available todownload on our website

for the grand price of £49.97 each however, as a past client of GSS we are giving

you the option of taking ONE FOR FREE pleaseemail

with th e name of the courseof your choicand we will email it back to you.
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