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risk. “I am your typical Aussie - save,
save and get into a house,” she says.

&till, her career in the media is
teaching her some mwlerance for
uncertainty and she has persuaded
Marks, who ran a hedge fund in London,
to soften his gung-ho approach to share
investment and spare her some anxiety.

“He is respectful of my conservative
approach and I am respectful of his high-
risk approach,” Dennison savs. “1 know
people don't achieve great things
without taking risks.”

While the Garrards move closer
to each other in their risk tolerance, |
Dennison and Marks use their '
differences to gain balance, [

“Penne is very chilled,” Marks says, I
love her calmness, she is a real Buddhist. |
She likes things trancguil. Now when [
walk into our apartment, [ try to show it
down, enter in a peaceful way. 1 am not
a quict person, [ have a big personality.”

All three couples have one thing in
common - a determination to shield
their family lives from the pressures and
uncertainty business demands.

Vanessa Gerrand has three children
and is currently on maternity leave,
“Sometimes Phil will come and swap
days so that [ can go into the office,” she
says. “I learned from the break-up of a
[previous] relationship about the
dangers of working too many hours,
When [ started E3, [ was very conscious
of wanting more flexibility. You just have
to do it Make sure you leave by 5.30.7

Dennison insists that Marks leaves his
chief executive persona in the office. “1
said, please do not come home and have
the CEO role with me,” she explains,

“We have very small children. Sometimes .
there is chaos. You can't workplace [
manage me. It is all about the level of
respect we feel for each other. He is such
a dedicated father and husband, We cut
each other slack.”

Marks says: “T have learned to give up
my authority. At work, 1 am a leader. The
platforms align when [ am at home.”

Jade Martinus says: “l am not just a
version of a 1960s wife, prettying myself
up when the husband comes home. [ am
happy with my role, I love being creative
and having a project and being fulfilled.
Right now, [ get that through the kids
but T don't want to live my life through
the kids.”

She expects to work in the family
business when the kids are at school,
“We get along like a house on fire” s |
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SENSORY EXPLANATION

Designers say working with the look, touch and even smell
of a brand can eam big capital retums for all kinds of clients,

Report: Damon Frith

® When experiential design company E2
sits down with a new client, design is not
on the agenda.

For founders Robbie Robertson and
Alex Ritchie design may be the final
product, but it is a secondary result that
falls out of the process of talking o
the client.

Sydney-based E2 managing director
Robertson has two masters degrees, one
in business and one in design. Creative
director Ritchie has a masters in
architecture. They talk the talk of
designers, describing the look, feel
and smell of a brand.

But at the end of the day, they are

| focused on the return of capital both

for their company and clients.

Tangible results: Alex Ritchie, left,
and Robbia Robertson, E2 foundars

“We start the process with an audit of
the business o understand how it
interacts with its clients, its business
strategies and the strength of its
competitors and sector trends, staffing
and training and the journey that a
customer takes before finally engaging
with and purchasing product from the
chient,” Robertson says, “The process
allows the client o view the brand
through the customers’ eves.”

The procedure requires engagement
from both sides. For E2 it means getting
to understand the business model of the
client, even if it's a big corporation such
as Qyanras or Vodafone.

For the client it means embracing the
process from the chief executive down to
give the design company the input
required to create unigque, cultural and,
hopefully, profitable change.

From the initial audit, E2 incorporates
key performance indicators into the
process so that the client can rack
progress and outcomes through each
subsequent stage and continue to track
results after project completion.

The procedure to design a 510 million
centre of service excellence facility for
Qantas took 12 months from start to
finish. The design concept for a
revolutionary branch office for
Commonwealth Bank of Australia ook
five months and both projects ook a
leap of faith on the part of the client
accept that real change would emerge.

“Some clients want to immediately
choose the design elements, and we say
no, you have to do the planning first’,
There may be a point where they say it's
too hard, but we take them through the
process and there is a light-bulb moment
when they say ‘can you do that for our
brand?’,” Robertson says.

E2 has been in business for three years
and this year made it on to the BRW Fast
Starters list. But it has not all been
upward momentum.

In the depth of the financial crisis in
October 2008, the business was losing
contracted work, The hatches were
battened down for six months and half
the staff were let go.

In May last year, confidence returned
and hiring started again,

Robertson says the Svdney team of
19 staff is now the right size to keep a
boutique feel but with the ability to take
on any job presented. Growth will centre

Liwse Fesnerier

on creating hubs of excellence with the
six-month-old Melbourne and Singapore
offices to be expanded 1o the same size
as Sydney,

As financial conditions improve
internarionally, new offices in London
and Abu Dhabi will also be planned.

Ritchie says E2' experiential design
approach, with a focus on raceable
returns on equity, has given the company
its niche. Although Sydney alone has
hundreds of design firms, he considers
only four of them competitors, and even
then he says the competition specialises
in specific areas such as design graphics
or interior design.

The final concept plan of an E2 design
will incorporate degrees of all five senses
- touch, hearing, sight, taste and smell.

For a brand such as global mining
house BHP Billivon, the touch and feel of
its brand would play an important part
of overall brand concept and design and
smell could add interest. But you would

probably “dial down” taste in the
concept, Ritchie says.

The interaction with the senses would
also vary across the journey of the
customer. For instance, at an airline
check-in it should be about speed and
charm. At the security gate it would
simply be about speed, but at the airport
lounge it is time to relax, so the focus
changes to charm and style. Materials
used at each point of the journey would
reflect not just the engagement of the
senses, but also the corporate culture,
history and strategic direction,

For Commonwealth Bank chief
executive Ralph Norris, it probably
involved more management time than
he initially would have envisaged when
E2 was appointed to create a “branch of
the furure”.

However, he was reportedly pleased
with the result, and CBA branches
across Australia are incorporating
aspects of the design. aw

LTI
SALES CRUSADER

Selling change to the sales prafession
is a tough gig. Report: Kath Walters

@ Bryn Hughas is a salesman with 22 years'
experience, but his labest campaign might be the
biggest challenge of s career. Hughes = a
former principal consultant with global sales firm
Huthwaite and founder of a sales fraining
comparty, Soapstons Group - is on a mission to
sell the sales profession itself, and turm arcund
the poor publc image of sales siaff.

"Mothing kills a dinner party comeersation
taster than saying you work in sales,” Hughes
says. “Everyone thinks you are going to try to sed
them something”

The fear s rot aboul being sold something
per se; il is about being sold something that is
not wanted and not needad. Hughes says in
business-to-tusingss sales, such as infarmation
technology, financial services and consulting
companies, the fypical approach is worse
than useless, “Four out of frve sales slaff
are wasling their clients’ time and ther
employers money,” he says

And, he says, the et recent sales trend -
solution selling — is dead. "We used o say, OK,
tell us your problems, and we wil sole them. Bt
over time, all the soluions stard to look (he same”

Sales commissions add to the problems. *Al
thi salesparson wanis io do is close the deal at
any cost and move on b the next potental chent”

A new salas trend, starting in 2005 and so far
only used by fewer than 10 per cent of sales
forces, is to sel customers products thal impeos
the productwvity of thesr business, seys Lou
Schachier, the managing direcior of the global
sales practice at BTS and authar of The Mind of
tha Custormer, which cuffines this trend.

H's & sales fechnique companies can use 1o
differenfiate their product, keep clients and get
repeal business. Hughes says sales staff and
their managers need 1o ask themsebas two
guestions betore they speak with their clients:
“Before | have this comersation, how will it make
my cuslomer feel? [and secondhd, on the basis of
thee: recommendation | am about the make, what
results will my custormer see?™

Falling sales during the global financial crisis
focused the attention of senior executives on
howr thelr sales divisions operate. Hughes hopes
te capitalise on this intenest by bringing
Schachber as a keynote speaker to the second
national sales conference in Melbourme in
August, entited "Optimising the sales force”.

Butis it all just mosne spin, another way for
sales siaff to get under the guard of customers?
Mot if the commissiens paid {0 sales staff are, at
least in part, paid after evaluating the cusiomer's
satisfaction with the value of the product or
senice, Hughes says

Sales staflf need o stick with customers afler
sales are made and measure the results of
miplernenting their products. B
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Revolutionary adaptation

® Dhick Smith once told me that if he wanted to star a new business
tomomow, he'd smply walk down the streel and find a busness thal was
not ghing good service, open up nexd door and gee culslandng service

If this sounds like an oversimplification, to some extent it is; but that,in
essence, 5 what Smith did when he founded Dick Smith Electronics -
he brought retail service comvenience o a then industnal serice
slecironcs industry

Like all izenled entrepreneurs, Smilh's mind is open 1o the probabslity
that there is a better way to do anything, and his mind is abways in active
search mode to find, copy and improve it

Irenically, Seeth is a copler — even though most would think he's an
ongmator of ideas. Copyng the best from around the wordd is s
pramany stock in frade,

Diick: Smith Electromics, which he sold
te Wookworths in the 1970s, was not only oy Fics
& copy of the Radio Shack concept he T
had seen in the United Stabes, but an
impravement o that he incorporabed, for

Dick Smith

example, the idea of & calalogue which
he copied from Henry Radio in London copl&s the
Then he added a business system copied best from
freem McDonald's. Yes, he eraly went
and asked tham if they'd help him copy around the
their best ideas — and they agreed. world and

To create Austaian Geographiz, which  Manages risk
e sobd bo Fairfax in the 1980s, which by adapﬁnﬂ
subsequenthy sold 4, he copied the best :
from the then emerging “n-countn® plasen ideas
Alashan and Canadian geographic to a new
magerines, not Mational Geographic. purpose
Then he addad a subscription system

copied from, and with the help of, Reader's Digest magazine,

Smith’s personal business rule is honesty and earnestly to seek
adice, copy the best bes wherever he finds them and bang them
toqether under ane roof.

He believes every good business does af least ane thing
extraordinarily wes, and this is what he lkes to leam from and copy if
e can find & home for it

At heart, however, Smith is an industny rule breaker forever using
lateral thinking “{o do things betber and at a lower cost”, Rather than
dream up batter ways himsalf and hoping they will work, he manages
risk by finding others' proven ideas and adapiing them to a new purposs
John C. Lyons 5 a nor-ecultive company direcior wath a background n
manka! rescarch, markeing and enlreprensushn.
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