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Helping you create the perfect business! 

“People seldom improve 
when they have no         

other model but   
themselves to copy.” 

Oliver Goldsmith 

July 2015 

W elcome to the July issue 
of BB. On average, and 
for a variety of reasons, 

most businesses will lose about 
20% of their existing customers, 
clients or patients each and every 
year. Customers come and go. It’s 
simply a fact of life.  

Some of the reasons for customer 
attrition (customer losses) are 
unavoidable but others are in the 
complete control of the business 
owner. 

According to a recent survey by 
Sales and Marketing Executives 
International, customers stop 
buying for the following reasons: 

 1% die 

 3% move away  

 5% develop other friendships 

 9% leave for competitive reasons 

 14% are dissatisfied with the 
product or service 

 68% leave because they were 
treated with indifference, 
disrespect, apathy or neglectful 

behaviours 
on the part 
of employees of the business 
organisation with which they 
interacted  

82% of a business’s customers 
leaving because they are unhappy is 
not good news in anyone’s book.  

But what is good news is that 
because 68% of people leave 
through indifference, with a bit of 
‘hand-holding’ and ‘cuddling’ some 
of those customers can be ‘won’ 
back. 

Each name on your past- or lapsed-
customer list represents the 
marketing cost to acquire each one 
in the first place and all the hours 
upon hours of your time spent to 
convert them into customers.  

Plus, according to the US Office of 
Consumer Affairs, it costs six times 
more to acquire a customer than it 
does to keep an existing one. 
Therefore your past-customer list 
becomes  even  more   valuable,   not  

“The Plan For      
Getting A Lost  

Customer Back” 
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H 
aving a printed agenda 

is one of the important           

ingredients for creat-

ing a successful sales meeting. 

But you don’t have to restrict    

the use of an agenda to just      

face-to-face meetings.  

You should use them                    

for seminars, webinars,              

teleconferences and any  other 

interaction you have with       

your existing and prospective           

customers,      clients or patients.  

Agendas have become an 

‘endangered species’.  

They are rarely used today in 

business, but they have so many 

advantages and  benefits… 

  First, they give you control. 

It’s a little-known fact that   

an agenda gives complete       

control to the person who 

created it in the first place. 

  Second, they show you’re     

organized and  professional.  

  And third, they ensure you 

don’t forget to cover the main 

points of the  presentation. 

The example shown on page 4 is 

a template of the style of Agenda 

we use for our regular meetings.  

There’s no ‘rocket science’ when 

it comes to creating an effective 

agenda. The fact that you use 

one is the most important       

reason for having one. 

But let’s just cover the main 

points that you need to             

address… 

  GIVE IT A HEADING 

Make sure you give your    

agenda a title. Ideally, it 

should include a benefit of the 

meeting and add a sense of 

importance.  

Notice in the agenda opposite 

the title is ‘Building A Better         

Business’.  

The meeting is therefore    

structured around this one    

big promise. Make sure you do 

the same thing and create a  

Creating An Effective Agenda  
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only because  the business should 
already ‘have’ them, but because 
those past customers already know 
the business, which makes them far 
more likely to buy again.  

 Don’t think of them as ‘past’ 
customers. Think of them as 
‘inactive’ customers with the 
potential to come back and buy again 
and many more times in the future. 
But they won’t do it on their own – 
not most of the time anyway.  

 No, you have to get proactive and 
start working that customer list with 
a solid plan and goals for creating 
more sales using those valuable 
names.  

 It’s likely you won’t have contacted 
the names on your past- or lapsed-
customer list for a while, or if a lot of 
those customers have not come back 
on their own for a long time, you 
need to institute a ‘lost-customer 
reactivation strategy’.  

 One of the best ways to get past      
or lapsed customers back is with a 
good letter (a ‘Customer Reactivation 
Letter’). But whatever you do, put a 
plan in place for winning them back. 
It will be time well spent and you’ll 
be surprised at the results! 

CA 

Continued from page 1... 

“Create a plan    
for winning back 

lost or lapsed  
customers” 
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title that gives gravitas to the   

meeting. 

  WRITE IN THE ‘LOCATION’, 

‘DATE’, ‘TIME’ AND 

‘ATTENDEES’ 

Your agenda is a very  effective 

sales tool, but it also acts as a 

reminder and a confirmation 

of your meeting details.  

Enter the location, the date, 

time and the names of the  

people attending the meeting. 

  ENTER THE MAIN ITEMS YOU 

WANT TO DISCUSS 

Now simply list the high-level 

items you want to discuss   

during the meeting. Make sure 

you don’t have too many 

points on the agenda. Half a 

dozen points is adequate. 

You must think carefully about 

the main elements of the  

meeting. Don’t just write down 

what first comes into your 

head.  

Think about the key parts of 

the meeting and what things 

are important to  the customer 

or potential customer. 

(As an aside, you should send the 

agenda to the person you’re 

meeting a couple of days prior to 

the meeting to ask if they want 

to add anything to it. This is just 

good practice, so make sure you 

do it.) 

  ADD A NOTES SECTION 

The notes section is more     

important than many think.  

The person you’re meeting will 

use it to write their thoughts 

on (it’s always best to have  

the notes with the agenda          

otherwise they could easily   

be lost).  

But equally as important, you 

should use this notes section 

to write down important 

things that will help you close 

the sale or move it to the next 

stage of the sales cycle. 

Simple. Easy to use, but very   

effective. From now on, make 

sure you use an agenda! 

Creating An Effective Agenda  

Dumb          
Criminals 

They’re Frowny Faces This Time.  

Saturday, April 25th, 2015 

As much as we sophisticated humans would 

like to pretend otherwise, food is just as 

much a motivator for us as it is for animals in 

training. When food is involved, we’ll do it. 

Invite us to your wedding, your graduation, 

your nephew’s baptism, your third cousin’s 

baby shower, your family friend’s uncle’s 

retirement party. If there’s free food 

involved, we’ll do what we’re trained to do 

best – feign interest in small talk with 

strangers. 

This man, though driven by hunger, was not 

interested in talking to anybody. While 

robbing a house in California, he located 

some biscuits in the owner’s pantry. Tummy 

full after eating this unexpected snack, he 

decided to take a little nap on the couch. 

According to HP , this unorthodox Goldilocks 

was awoken by the owner of the house, fled 

out the back door, and was immediately met 

by an officer’s stun gun. Next time he should 

just go to Sonic? 
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Continued on page 4... 

http://www.huffingtonpost.com/2015/04/24/burglar-tater-tots_n_7138766.html?utm_hp_ref=weird-news
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A s the economy struggles to recover, 
and competition gets more and 
more fierce, we thought it was 

important to bring to your attention the 
problems you encounter by reducing your 
prices in the hope that this will bring you 
more sales. 

One of the most common and most costly 
traps business owners fall into has to do 
with the perception that the quickest way 
to increase cash flow when sales are down 
is to have a ‘sale’.  

On the surface, the concept itself seems to 
make sense. We need more sales, so we 
lower our prices.  

Lower prices will attract more buyers who 
will purchase more of our products at the 
reduced prices. And we’ll make up for the 
money we’ll lose with the lower prices by 
the increased number of sales. 

But the reality is, rarely is this strategy a 
success.  

Having a sale, reducing prices in order to 
attract more customers, can often be the 
kiss of death for businesses unaware of the 
bigger picture. 

In reality, there is rarely a good reason to 
reduce your prices. No matter what you 
think, most people do NOT buy on price and 
price alone. In fact, research over the last 6 
recessions has shown that only between 
5% and 20% of people buy on price. Most 
people think it’s the other way around! So 
let’s take a look at the effects of reducing 
your prices... 

Let’s assume, for illustration purposes, that 
your business operates on a 30% margin 
and you want to reduce the price to 
increase sales. If you lower the price just 
10%, you’ll need to increase the number    
of sales you make, or the number of 
customers you sell to, by 50% just to 
maintain the original profit. 

Don’t believe it? Let’s walk through the 
numbers… 

Let’s say that you sell an item for £100, and 
that your total costs to acquire that product 
and get it out the door comes to £70.  

That leaves you with a net profit of £30 on 
that item. 

Now, let’s say that you reduce your price by 
10%. You now sell that item for £90.  

You didn’t do anything to reduce your 
product costs or your expenses. All you did 
is reduce the amount you charged your 
customers. 

If you subtract your £70 costs from the £90 
sale price, you net £20.  

Now, if you subtract this £20 from your 
previous profits of £30, you end up with a 
£10 difference. Divide the £10 by £20, and 
you get 50%. 

So to get back to the same profit level that 
you were enjoying before you lowered your 
prices, you’ll have to sell more items  or the 
same number of items to 50% more 
customers.  

The Huge Pitfalls Of Reducing Your 
Price & What To Do Instead 

Cryptic              
Puzzle Of 

The Month 
My bath has two taps and a plug 

hole. 

The cold tap on its own fills the 

bath in 18 minutes, the hot one 

in 15 minutes. 

The plughole can drain the bath 

in 10 minutes with the taps off. 

How long will the bath take to 

fill if I leave both taps on with 

the plug left out? 

ANSWER ON PAGE 6 
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Steve Hackney—Helping you to quickly 
grow your business 

Continued on page 6... 
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Now, here’s another problem most 
businesses fail to take into account. No one 
knows you’re having a sale unless you tell 
them about it.  

So you need to advertise or send something 
out to let everyone know you’re  having a 
sale. 

And if you expect to attract more customers 
and sell more goods, you may need to beef 
up staff, salespeople, delivery, packaging, 
money processing, accounting, stocking, 
signage and any number of additional 
things that you may not initially consider 
and all of which further increases your 
costs. 

So when you look closely and carefully at 
having a sale, you may have to sell 
considerably more than the 50% to even 
come close to breaking even. 

IMPORTANT 

REDUCING PRICES IS THEREFORE 
SOMETHING YOU NEED TO THINK VERY 
CAREFULLY ABOUT. REMEMBER, VALUE 
AND PRICE ARE LINKED – SO PROVIDE 
MORE VALUE AND YOU’LL STILL GET THE 
SALES! 

The Value Of Increasing Prices 

In our estimation, we believe that 90% of 
ALL businesses charge too little for their 
products and services. 

Often people are scared to increase their 
prices, and business owners rarely test 
different price points (do you?).   

But having carefully targeted your 
prospects and customers (like we always 
advise you do), you are in a position to 
charge premium prices because you are 
seen by the market as THE go-to company 
for their specific requirements. 

And there is no quicker way of increasing 
your profits and the success of your 
business than by increasing your prices. 
Let’s take a look...  

Using the same 30% margin as in our 
previous example, instead of decreasing 
prices by 10%, you raise them by 10%. 

The result?  

You can now maintain the same profit 
margin with a 25% reduction in sales 
volume… either in the number of items 
sold, or in the number of customers sold to.  

You could actually lose one out of every 
four customers and still make the same 
money. 

Now, let’s compare two identical 
businesses which sell exactly the same 
products. Business A lowers prices by 10% 
and Business B increases prices by 10%. 

As was pointed out, Business A has to sell 
50% more, and Business B can sell 25% 
less, and they’ll both make the same profits 
as before.  

While the owner of Business A is working 
his/her tail off just to break even, Business 
B owner is cruising along without all the 
stress, worry and other problems, and yet 
is making the same net profits. 

Furthermore, what is often surprising to 
business owners is that when they do 
increase their prices, the opposite of what 
they expect actually occurs. Instead of 
losing customers, they actually gain more 
customers.                                     

Why?  

Because the higher prices are met with the 
perception  that your products or services 
are worth more and therefore this 
perception of ‘added value’ gives the 
business a welcome influx of sales it would 
previously never have received. 

We have numerous examples of this. For 
instance, a photographer was charging just 
£450 per day for his wedding service.  

With very little change to the way he 
carried out the service, he increased his 
prices to over £3,000 in three months. 

A restaurant owner increased her prices by 
20% and saw an immediate increase in 
bookings .  

A jewellery store increased prices 15%, 
resulting in an increase of £25,000 a month 
in sales. 

These are not isolated incidents. If you get 
your target market right and you deliver a 
good-quality product or service, increasing 
your prices and increasing your sales is 
NOT a pipe dream. 

So what if you’re selling a commodity-type 
product or service, whereby people can 
easily shop for the best price? Well, it’s no 
different. What you have to do, though, is 
create a level of service that is unmatched 
by any of your competitors.  

This includes offering superior delivery 
times, quicker service or using a powerful 
guarantee which no other competitor offers 
and creating ‘premium’ products or 
services that customers will be happy to 
pay more for. 

So even if you’re reluctant to increase your 
prices, concentrate on giving more value 
and you’ll still get many more sales.  

As long as you create a gulf of value 
between you and the competition you’ll be 
able to increase your prices.  

Believe us no matter what you sell, 
increasing your prices is something you 
should look at doing now.  

Of course, don’t just make a wholesale 
increase right across the business. 
Increasing your prices is a tactic that 
should be approached like all your other 
tactics. Test small and then roll out when 
you have sufficient evidence that it works.  

CRYPTIC PUZZLE  
ANSWER 

Answer: 45 minutes. 

In 24 hours: 
   The cold tap could fill 80 baths 
   The hot tap could fill 96 baths 
   The plughole could drain 144 baths 

Therefore, in 24 hours, we have 80 + 96 - 144 
baths full = 32 baths. 

Therefore each bath would take 45 minutes to fill. 

Continued from page 5... 



 

 

I have been utilising HID GROUP 
accounting services for the past 
twelve years, during this period Mr 
Antonio and Partners have 
provided myself with the utmost 
professionalism. The quality of 
work and excellent advice I have 
received has been detailed and 
precise due to the experience levels 
within the staff. HID GROUP have 
the flexibility and reliability that I 
have required. I recommend HID 
GROUP to all, regardless whether 
the accounting service required is 
for an individual or an organisation.  

St Lukes Medical Centre 
 Dr A Hanna 

 

It is our pleasure to provide this 
testimonial that reflects our 15 
years dealing with HID Group and 
Mr Con Antonio. During this period 
Mr Con Antonio and his 
professional accounting and 
business team have been handling 
our corporate, family and personal 
accounting and tax business. 

They have rendered their services 
in a very professional manner and 
to an outstanding standard that has 
met our expectations. The friendly 
nature of dealing with Mr Antonio 
and his team has made it so easy to 
get any aspect of the work 
completed to perfection. We wish 
Con Antonio and his team our best 
wishes. 

Ibrahim Medical Services 
Atef Ibraham 

I've been working with HID for a 
number of years now and I'm 
extremely satisfied with their 
professional prompt service, 
availability to answer my questions, 
quality reliable advice and 
understanding of the post, current 
& potential future market 
conditions. 
  
They are always ready to help me in 
any way needed which has proven 
financially advantageous on a 
number of occasions but also 
assisted me in avoiding 
unnecessary expenses or ill-
informed decisions which would 
have otherwise been costly. 
  
The quality of their accounting 
work far outstrips previous firms I 
have worked with, I have no 
intention of changing and would 
highly recommend others to reap 
the benefits HID offer. 

Gone Global 
Adam Adair  

We are experts at helping our clients 
financially manage and grow their 

What Our Clients Say About  
HID Group 

Using the BrainTracker grid 
below, how many words can 
you find? Each word must 
contain the central R and no 
letter can be used twice, 
however, the letters do not 
have to be connected. Proper 
nouns are not allowed, 
however, plurals are. Can you 
find the nine letter word? 

Excellent: 29 words. Good: 24 
words. Average: 16 words. 

Brain Tracker: 
How Many 
Words Can 
You Find? 
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Our Contact Details: 
 

HID Group 

Level 1, Suite 2 
333 Drummond Street 
Carlton VIC 3233 
03 9341 7333 
sales@hidgroup.com.au 
 

www.hidgroup.com.au 
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 A giraffe can clean its ears with its 21-inch 
tongue. 

 All the blinking in one day equates to having 
your eyes closed for 30 minutes. 

 Your tongue is the fastest healing part of 
your body. 

 An average person will spend 25 years 
asleep. 

 The film ‘Mary Poppins’ was filmed entirely 
indoors. 

 The body of a 70 kg person contains 0.2mg 
of gold. 

 Hard-boiled eggs spin (uncooked or          
soft-boiled don’t). 

 You’re more likely to be killed by a 
champagne cork than by a poisonous spider. 

 Bees are born fully grown, and one hive of 
honeybees consumes 30 pounds of honey 
during the winter.  

Ask Us About Our Unique                                              
Accounting & Business Services... 

 
Value-Added Services:  
 

Business PerformanceTRACKER – Monitoring The Health Of Your 
Business 

 

DecisionMAKER – Looking To The Future To Guide Your Decision-
Making Today 
 

BusinessBUILDER – Raising The Funds To Fuel Your Growth 
 

ProfitSAFE – Keeping Your Money In Your Hands 
 

FutureSAFE – Guiding You Into A Successful Life Beyond Your Business 
 

Compliance Services: 
 
Personal Tax Returns | Income Statements | Business Accounts |  
Company Accounts | Company Tax Returns | Companies House Returns | 
Statutory Audits | 
 
Other Unique Benefits: 
 

 FREE No-Obligation Initial Meeting 

 Unlimited FREE Support  

 3-Step Service GUARANTEE 

 FREE Access To One Of The World’s Leading Marketing Systems 

 Fixed All-Inclusive Monthly Fee  
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