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          Are You A Strategic Advisor? 

Firstly; What is a Strategic Adviser? 

 

Well, according to Sam Ashe-Edmunds, “A Strategic Adviser guides work, rather that executing it. 

Think of the position as someone who tells you what to do rather than doing it himself. Strategy is the 

creation of goals and how to get there, while tactics are the tools you use to do the job. A career as a 

strategic adviser is consulting in nature, requiring expert skills and knowledge to advise companies 

on what they need to do and how to do it.” 

 

Strategy vs. Tactics 

People often use the words “strategy” and “tactics” interchangeably, but they are two different tools for business.  

Strategy is the “what,” while tactics refers to the “how.” For example, a business might decide on a strategy of 

increasing sales of its low-margin products.  

 

Tactics might include selling the product in big box stores instead of boutiques, changing the packaging or selling 

it online. A strategic adviser’s primary goal is to help companies plan specific strategies to fix problems or create 

opportunities.  

 

The plan includes deploying tactics to do so, but the adviser’s main goal is to make sure the company starts out on 

the right path, identifying realistic problems and pursuing attainable opportunities. 

 

Bryan Whitefield, author of “DECIDE” and a Specialist in Risk Leadership, Strategic Leadership and 

Agile Leadership, gives his view on the role of strategic advisors: Have you ever thought about the role 

strategic advisors such as accountants, lawyers, risk managers, auditors, HR managers, IT managers and many 

other back of house advisors play in the success of organisations? I mean really thought about it? You probably 

have. 

 

If you are a strategic leader receiving the advice you have probably thought about the need for key expertise and advice that 

you can rely on. Key elements required to develop trust in the relationship. 

 

If you are a strategic advisor you have probably thought about ensuring your expertise is up to date, that your advice is 

sound, if not sage-like, and that you deliver it as clearly as possible so it is understood and acted on. You would have been 

seeking to develop trust also. 

 

A major problem that is encountered is that strategic advisors are tasked with much more than providing this advice and 

these other tasks can interfere with the relationship and the level of trust.  

 

Finance need to put into place financial controls for example, usually along with a bunch of other administrative controls 

such as for travel and procurement. HR and IT do the same, as does legal and as do risk and compliance people while 

auditors are often seen as good cop and bad cop all in one.  

 

These controls create friction between the support departments and management. This leads to complaints and/or excuses 

being wielded at the strategic leaders. 

 

The challenge of course is striking a balance. No one likes a back office Nazi. However, how many of the advisors in your 

organisation that provide you advice, or that work for you, gets the balance right?  Continued next page 
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How many are cutting through with their advice and being invited to provide more? 

 

If the answer is not nearly enough then you need to work with them to improve their ability to both design and build 

appropriate policy and systems while building trust through providing valuable advice. After all, for even an average piece of 

business advice given in 15 minutes, it has taken 8 hours of someone’s or a team’s time to prepare it.  

 

Whether giving or receiving you want those 15 minutes to be valuable. 

 

A key role of a Strategic Advisor is to assist the small business client in establishing a plan for their business that 

represents their goals and what is possible in their industry; and then helping them stay on track with their forecast, 

by decoding the mammoth amount of information and data and presenting it in a way that is useful and 

meaningful.  

 

Why Use a Strategic Advisor? 

If you have ever thought about getting some help from the “outside” but 

weren't sure of the value it would create for you and your organization, here 

are some benefits that should make your decision really easy. Strategic 

Advisors fill the “holes” in an organization that exist in a particular discipline, 

experience level, or accumulated knowledge base.  

 

As a result, they can speed decision making, time to market, or cost reductions 

with proven solutions and without the pain of trial and error. 

 

Strategic Advisors offer a viewpoint based on facts and real experiences; not on politics or prejudice. The advice 

they can offer is “agenda free”. Yes, the truth sometimes hurts, but savvy leaders know that the intellectual 

honesty that a strategic advisor brings drives innovation and growth. 

 

Many companies deliberately look to outside assistance when formulating their business 

strategy. They do this not because they lack confidence in their team’s knowledge of the 

market or ability to develop the right strategy, but rather as an acknowledgement of the 

significant benefits of utilizing a proven methodology and having an objective outside 

perspective to help them manage the planning process. 

 

The specific role of the professional Strategic Advisor is to Plan, Direct and/or Coordinate 

operational activities at the highest level of management with the help and assistance of 

subordinate executives and staff managers.  

 

There are a number of distinct and discernible differences between a strategic advisor and a consultant: They both 

help clients with their challenges, but the type of service each performs is quite different. An advisor typically 

works with the clients on a long-term basis, providing advice for ongoing business challenges. A consultant, on 

the other hand, solves narrow, well-defined problems on a project basis.  

 

A strategic advisor oversees every aspect of a business to ensure that it is operating at optimal efficiency. Job 

duties include communicating with high-level management on ways to drive results forward, making sure that all 

internal roles are performing at the highest level, and suggesting strategic business tactics.  

Continued from previous page 

RAGAN PR DAILY 
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Check Your Business KPIs Before The End Of The Financial Year  

 As the end of the financial year 

approaches, it’s easy to get caught 

up in what for many businesses is 

the busiest time of year.  

 

But we all know that when you’re 

exceptionally busy, you might not 

be operating at your best — 

meaning you might make a few bad 

business decisions along the way. 

That’s why this is a great time to 

check in on your business progress.  

 

Bridget W. Pollack 
offers this advice:  

When you first start 

your business, you 

can make goals, but 

it will take time to 

see how your initial 

goals measure up to the reality of 

day-to-day operations.  

 

Instead of becoming overwhelmed 

by the various metrics you could 

measure on a regular basis, it may 

better serve your goals to focus on 

a few key metrics — you may see 

them mentioned as key 

performance indicators, or KPIs. 

KPIs disregard subjective 

information like online reviews or 

social media engagement; it’s all 

about the numbers. The metrics 

you choose to track depend on the 

areas in which you want your 

business to grow.  

 

You might focus on a few of the 

following:  

 

Monthly cash flow forecast  

A cash shortage can severely limit 

your ability to grow your business.  

By tracking your checking balance, 

along with which accounts you 

expect to receive in the next 30 

days and which you expect to pay, 

you’ll have some warning if there’s 

a shortage ahead.  

Similarly, a positive forecast can help 

you decide when to order additional 

inventory or how much money to save 

to cover costs during any slow 

periods.  

 

Inventory turnover 

How long does your inventory sit on 

the shelves before it goes home with a 

customer? Do some products languish 

and gather dust while others sell out 

quickly? Reviewing what’s selling 

and what’s not can help you plan your 

buying cycles better — while also 

taking note of customer spending 

habits and style preferences.  

 

Profit margin  

Business success isn’t just about 

selling; it’s also about pricing 

products to generate profits once the 

cash register closes.  

 

Consider the costs of each of your 

product areas — don’t forget to 

include shipping or processing costs, 

or additional packaging needs. Does 

your price tag cover those costs while 

still allowing for a healthy profit 

margin? If not, it’s time to rethink 

your pricing or reconsider some of 

your inventory.  

 

Customer acquisition cost  

How much does the average customer 

spend at your business? Is it less than 

you’re spending to attract them? 

Review your marketing budget to 

determine the cost of drawing in each 

customer and converting those leads 

to sales.  

 

Typically, you’ll hope this cost goes 

down over time; but if you offer 

high�priced products or have an 

upscale clientele, your costs may stay 

relatively high.  

 

Looking at metrics like these can help 

you set SMART goals for business    

                                                

growth. Challenge yourself to 

review your KPIs quarterly to keep 

your company on track! CPA 

Australia states that good business 

practice adds value to a business.  

 

It involves identifying tasks that 
must be done to keep a business in 
good shape, and ensuring those 
tasks are carried out consistently 
and regularly. This helps Australian 
small businesses identify some of 
the tasks critical to good business 
practice.  
 
If you regularly undertake these 
tasks, you will be in a better 
position to manage and grow your 
business whatever conditions you 
face. Further, regularly undertaking 
these activities will reduce the 
pressure you may face at the end of 
financial year.  
 
A business that follows good 
practice benefits in many ways, 
including:  
 
 the business is more likely to 

be profitable, have better cash 
flow and operate with less 
financial risk  

 the business may be easier to 
sell in the future, and possibly 
at a better price  

 the business may find it easier 
to access external finance, 
including bank finance, if 
needed  

 the business may be better 
placed to respond to future 
challenges and opportunities.  

 
Delaying financial tasks will also 
deny you regular financial 
information such as cash flow 
statements, which can be critical to 
helping you manage the everyday 
ebb and flow of your business.  
 
It is also important to note that a 
number of returns and forms have 
to be completed very soon after the 
close of the financial year.  

mailto:info@aibef.org.au
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                                                            ARE YOU A MICROMANAGER? 
 

Micromanagement is a management style characterized by such behaviors as an excessive 
focus on observing and controlling subordinates and obsession with details. 
Micromanagement is generally considered to have a negative connotation, suggesting a lack 
of freedom and trust in the workplace, and excessive focus on details at the expense of the 
"big picture" and larger goals. Wikipedia 
 

While many business owners aspire to successfully grow their business, the average business owner usually 
gets bogged down working in the business, rather than working on it. A major obstacle to this can be the 
problems of micromanagement.  
 
One of the biggest challenges for any business owner is accepting that they are not the only competent person 
in the team. Learning how to delegate tasks can be very difficult for many SME owners and managers. 
Micromanagers usually believe that they can do just about any job better than their subordinates. However, 
micromanagers can also have huge difficulty in delegating, and ultimately do the job themselves because they 
are simply unable to delegate.  
 
As a result, they get involved in too many of the details of the business. This can hurt the business if not 

totally destroy it. It is nearly impossible to do the jobs of subordinates properly in addition to your own.   

 

Having a micromanager as a boss can be a great source of frustration and impact your day-to-day work life.  

They try to control every aspect of the work, no matter how small, leading their employees to feel distrusted, 

disrespected and dissatisfied. This can end up negatively affecting the employee’s mental wellbeing and 

productivity, and sometimes they resign as a result. 

 

Signs of a Micromanager: Indeed tells us there are 25 most common signs of a Micromanager, following are 

the first seven … full list is found if you click HERE 

  

A Micromanager: (I think we all know someone like this) 
1. Resists delegating work to others 
2. Becomes overly involved in the work of their employees 
3. Discourages independent decision-making 
4. Asks for frequent updates 
5. Expects overly-detailed reports on a regular basis 
6. Looks at every detail rather than focusing on the bigger perspective 
7. Prefer to be Cc’d on every email  
 

Why do some people Micromanage? 
Slingshot tells us that there is no direct or exact answer to that question. People micromanage for a variety of 
reasons. These reasons can include different feelings and emotions such as fear of failure, extreme need for 
control and domination, inexperience in management, insecurities, unskilled team members, unhealthy ego, 
etc.  
 
Some micromanagers might be driven to act so obsessively due to problems that they have at home and in 
their personal life.  The most obvious and common reason for people to manage is, however, the lack of trust 
and respect in the people they work with.  
 
There is a wealth of web information advising us on how best to cope with a micromanager boss, and they 
all seem to indicate that with the right approaches, you can learn to manage your micromanaging boss and 
ultimately ensure a successful relationship.  
 
However, The fact is micromanagement is widespread and it can be a miserable situation to find yourself in.  

Lolly Daskal 
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https://www.indeed.com/career-advice/career-development/micromanager#:~:text=A%20micromanager%20often%3A,Discourages%20independent%20decision%2Dmaking
https://www.slingshotapp.io/blog/what-is-micromanagement
https://brendanreid.com/blog/is-micromanagement-contagious/
https://www.lollydaskal.com/leadership/10-phrases-that-will-help-you-handle-a-micromanaging-boss/
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              Building a Winning Culture In Your Organisation   
A not-so-traditional approach 

 

What is a Winning Business Culture: Culture illustrates the accepted norms and values and traditional behaviour 
of a group. One definition of culture by Deal and Kennedy is “the way a we do things around here”. However, 
culture also evolves over time. The culture of each country has its own beliefs, values and activities. In other 
words culture can be defined as an evolving set of collective beliefs, values and attitudes. 

Culture is a key component in business and has an impact on the strategic direction of business. Culture influences 
management, decisions and all business functions from accounting to production. You may now be thinking 
predominantly about national culture but this is only one aspect, business culture is its own unique dimension that 
includes getting off on the right foot, meetings, negotiation, formalities, social media use, internships and work 
placements and other elements which are highlighted on this website. 

Business culture is related to behaviour, ethics, etiquette and more. A business culture will encompass as 
organisation’s values, visions, working style, beliefs and habits.  

“A strong culture isn't something you wish into place, or even will into place. It's something you 
build.”   

At least this is the belief of Brent Gleeson, keynote speaker and leadership coach, and Founder of 
TakingPoint Leadership. 

Gleeson stated: “I’ve never met a business owner who didn’t say he or she wanted to create a winning company 
culture. But I’ve met plenty whose actions exhibited something different. That's because building a winning 
culture isn't easy. The most focused, most well-defined winning culture I’ve seen is the Navy SEALS culture, and 
at our company we try hard every day to replicate that personality.  

Gleeson believes that one of the best ways to go about building a winning culture in any business is to: Define 
values and ingrain them in everything you do.  

Ben Hamer, Associate Director at KPMG talks about the winning culture at Netflix:  

Netflix has often been used as a case study for discussing workforce management practices and 
organisational culture due to some of their non-traditional approaches.  

These approaches are still relevant and if not more important as organisations embrace agile working, 
flexible work structures, and a fluid workforce demographic. 

It is no secret that salaried employees at Netflix get unlimited Annual Leave and can expense without getting 
managerial approval, which highlight an organisational commitment to building a culture of trust.  

However, I thought it relevant to reflect on some of the underlying principles driving their interesting workforce 
management practices.  

To do so, I am drawing on insights from Patty McCord, who spent 14 years as Netflix’s Chief Talent 
Officer, helping lead the company through its early days to its current streaming dominance, and 
building a hugely influential corporate culture.   

From reading several of Patty’s thought leadership pieces, I have distilled five key underlying 
workforce management principles: 

1. Hiring only “A” players is “a perk better than football or free sushi.”  
2. Logic and common sense work better than formal policies  
3. Get rid of formal reviews  
4. Performance improvement plans (PIPs) never work  
5. Make sure people know what “high performance” means  
 
However, not every business has the vision and the foresight to continually work on, and ultimately develop, a 
long-term plan for company growth and culture.  
 
In fact, there are exceptionally few businesses that correctly do this, because it requires a certain confidence in 
your company’s long-term survival – something that can be difficult and unpredictable in these uncertain 
economic times. 

mailto:info@aibef.org.au
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Everyone has heard the expression the “The Customer is Always Right” and most 
everyone in business agrees until THEY disagree with their customer or they meet a 
demanding customer. But as you add more customers and employees and grow your 
business, you also add links to the customer service chain…… And this creates the 
potential for growth and the added potential for poor service and Unhappy Customers 
along the way.  
 

Did you know that a typical business loses 10% - 20% of their customers per year. Why do they leave?  
 
In general: 4% die or move, 5% no longer need your products or services, 9% were wooed away by your 
competition, 14% were unhappy with a product or service, and 68% of them left because they were unhappy with 
the treatment they received or did not receive when they did business with you.  
 
Many of us have to deal with angry or unhappy clients as part of our roles, and it's never easy. But if we know 
what to say and, more importantly, how to say it, we may be able to save the situation. In fact, we can even end up 
with a better relationship with our client than we had before. 
 
While it is not easy to keep all the customers happy all the time, the goal of any good business owner is to keep the 
large majority of customers happy and build a solid, loyal group of repeat customers who want to buy ONLY from 
you. 
 
Facts on Unhappy Customers 
Unfortunately, Unhappy Customers are an inevitable consequence of doing business and you will run into them 
no matter how committed you are to seeing them all happy. There will be times when that customer is justified in 
being upset while there will be other times where the situation is entirely out of your control 
 
Did you know: 

 That the average business never hears from 96% of its unhappy customers. 
 That for every complaint received, a business will have 26 others that are 

unreported, six of which are   serious.  
 That those “non-complaint” customers do complain to nine or ten other people. 
 That customers whose complaints are effectively resolved will tell an average of 

five other people.  
 96% of unhappy customers don’t complain, however 91% of those will simply leave 

and never come back 
 An unhappy customer will tell between 9-15 people about their experience. Around 

13% of unhappy customers tell more than 20 people 
 70% of buying experiences are based on how the customer feels they are being 

treated 
 An unhappy customer is 14 times more likely to go to a competitor if the problem is service related than price 

or product related 
 68% of customer choose a competitor because they feel they are poorly treated 

 
Common sense suggests that if you keep your customers happy then your sales will continue to soar. However, if 
you neglect them or take them for granted then your bottom line will suffer accordingly. 
 
So, Should You Create Happy Customers? 
 
With today’s cutthroat competition from big business, trying to compete on price can be a quick road to closure for 
many small businesses company. So if you want to avoid getting beat up on price, stop trying to compete on price 
alone. What your business needs to do to stand out is better customer service and satisfied customers 
 
Your main task is to deliver superior service that attracts and keeps customers day in and day out. Satisfied 
customers say they are willing to drive a little further for great service, but you’d better make it worth their effort. 

PORTRAIT OF AN UNHAPPY CUSTOMER 

mailto:info@aibef.org.au
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AIBEF Code of Conduct  
 
All AIBEF members are obliged 
to maintain professional 
standards and ensure the 
legitimate interests of their clients 
are paramount. They must ensure 
that any conflicts of interests are 
avoided and confidentiality 
maintained. Members are 
required to adhere to the highest 
standards of facilitation, advice, 
referral, information provision, 
support and client care through 
undertaking ongoing professional 
development  
 
 

The Process of Becoming an  
AIBEF Accredited Facilitator  

 
To be an accredited Member of 
AIBEF, simply submit your 
application to the AIBEF 
Secretariat.  
 
The AIBEF Accreditation 
Committee then assesses your 
experience and qualifications and 
will advise you of the Institute’s 
decision.  
 
Often this decision is partly based 
on Recognition of Prior Learning 
(RPL) where the Committee 
takes into account the equivalent 
experience of the candidate. The 
new AIBEF Member is then 
provided with a certificate of 
Membership and is invited to 
have their name listed on the 
Institute’s website, and can 
immediately use the post nominal 
M.A.I.B.E.F. after their name.  
 
Whether it is a concern about 
business start-up or growth, a 
marketing issue, HR or financial 
issue, a member of the AIBEF 
can provide effective guidance 
and support to entrepreneurs, 
business owners, communities or 
organisations.  

Benefits of Membership  
Some benefits include:  

 

Recognition of the professional 
qualifications of Member of the 
Institute of Business and 
Enterprise Facilitators (MAIBEF) 
and Fellow of the Institute of 
Business and Enterprise 
Facilitators (FAIBEF) in Australia 
and New Zealand.  
 
The ability to use the post-
nominals, MAIBEF and FAIBEF 
in promoting their activities and 
achieve:  
 
 credibility/validation as an 

enterprise and business 
facilitator  

 a premium for services  

 client confidence and direct 
benefits to their business 
secure and regular 
employment/use as a business 
facilitator and enhanced  
market/business opportunities  

 
Personal confidence and 

increasing business:  
 

 through business support 
organisations including 
training providers and centres 
increasingly requiring 
counsellors/advisers to be 
professionally trained and 
experienced facilitators  

 achieved through the formal 
recognition of practitioner 
skills  

 by becoming preferred 
contractors.  

 
The sharing of knowledge and 
skills and growth of new 
business through:  
 

 peer networking and 
interchange of ideas with other 

Members and Fellows  

 peer mentoring of other 
Members and potential 
Members 

 enabling contacts (formal and 
informal) with peer 
organisations and alliances  

 
Regular electronic Newsletters 
and communications that:  

 
 disseminate news of major 

developments in the business 
support industry  

 notify Members of relevant 
conferences and events  

 keep Members up to date with 
current issues  

 notify Members about 
opportunities in professional 
development  

 
Development of business 
facilitation skills and knowledge 
through the provision of:  
 
 notification of opportunities to 

participate in ongoing targeted 
and specific professional 
development  

 access to professional 
development in recommended 
training courses  

 the best and most up to date 
information on business and 
training/facilitation.  

 
Representation to others 
(government and non-government) 
on Members behalf on issues 
affecting business facilitation.  

A.I.B.E.F. Established 24 years 

   About the Institute  

mailto:info@aibef.org.au
http://www.aibef.org.au
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The role of a Business and 

Enterprise Facilitator is to 

promote local economic growth 

by providing support to local 

entrepreneurs, groups or entire 

communities wishing to start or 

expand a small business 

enterprise or to assist to develop a 

project where the community will 

benefit 

The concept of Business and 

Enterprise Facilitation is a model 

of development that supports the 

creation of wealth from within a 

community by nurturing the 

resourcefulness of its people.  

The Australasian Institute of 

Business and Enterprise 

Facilitators is an international not

-for-profit institution that works 

with entrepreneurs, small groups 

and / or communities to establish 

sustainable, grassroots enterprise 

projects. 

For more information please 
contact: Editor Dennis Chiron 

www.aibef.org.au 

info@aibef.org.au 

Assoc. No: AO2912 

Mob: +61 410 082 201 

PO Box 906 Bribie Island QLD 4507 

 

Welcome to our Newsletter 

Facilitation Focus is an opportunity 
for Business Facilitators, Coaches, 
Facilitators, Trainers and Consultants 
to ask questions, offer answers, and 
become part of a group where we can 
all join in peer-to-peer discussions and 
conversations about challenges, 
experiences and outcomes. It is also 
worth noting that ‘Focus’ can be 
included in your Continuing 
Professional Development (CPD) 

Facilitation Focus is a publication for 
a rapidly changing world. 

Almost daily, SME’s are facing 
constant changes, and it is vital that 
the Business and Enterprise Facilitator 
is current with their expert advice and 
guidance. 

Facilitation Focus has as its main aim 
to access to a professional network of 
peers through the AIBEF, and by 
gaining more insight into business and 
industry best practices, as well as 
increasing the focus on the important 
aspects of their own business, an 
AIBEF Focus member can accomplish 
amazing results. 

 

 
 

Something To Say? 
 

Thanks for the Info  

 
Just a note to thank you for the 
helpful information contained in 
your magazine. I’m a client of one 
of your members, who sends your 
magazine onto me. I find it easy to 
read and some of the ideas in the 
numerous articles are very useful 
and valuable.  
 
Peter Haley  
Solar For Life  
Coffs Harbour, NSW  

The Australasian Institute of 
Business and Enterprise Facilitators 
(AIBEF) was founded in 1997 as a 
result of the recommendations of 
the Industry Task Force on 
Leadership and Management Skills.  

In their report, entitled Enterprising 
Nation, the taskforce recommended 
that: “…. a comprehensive 
accreditation process be 
established for small business 
trainers, educators, counsellors, 
facilitators and advisers so as to 
upgrade the quality of small 
business advice.” 

It’s a fact that, at the moment, the 
business advice industry in 
Australia is self-regulated, and 
virtually anyone can call 
themselves a business or enterprise 
facilitator, advisor, coach, 
facilitator, trainer or consultant.  

Check out Google for instance; 
there must be a dozen (or more) 
sites on “How To Start Your Own 
Business Consulting Venture”. 

The AIBEF is the Peak Body for 
Business Facilitators, Coaches and 
Trainers, and we, the AIBEF 
Committee, hope to continue the 
association’s great work to further 
promote the professionalism and 
quality of our members, and to 
endeavour to act as a respected 
voice and advocate for the wider 
community. 

The AIBEF represents a profession 
that is proud of its independence 
and confident of the service it 
provides, committed to continual 
improvement in the skills and 
knowledge of our members and 
Business and Enterprise Facilitators 
in general, who ably assist in the 
professional guidance and support 
of business, enterprise and 
community development. 

 

 
WHO ARE BUSINESS  

OR   ENTERPRISE 
FACILITATORS? 

 
Virtually any professional, 
qualified person or 
organisation involved in 
assisting entrepreneurs, 
organisations, or communities 
to improve their Skills; 
Knowledge; Business; Staff; 
and/or Life. 
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