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Lean Business

Inform’s consulting philosophy is based around the principles 
of ‘Lean Business’. Indeed, we believe that a LEAN BUSINESS  
equals FAT PROFITS!

As shown in the inner circle above, Lean principles can be 
applied to every system, every process and every function 
within every organisation, including Sales and Marketing, 
Finance, IT, HR, Logistics and Operations.
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The second circle depicts the 3 broad principles of the Lean 
philosophy, i.e.:

 • Understanding who the customer is and what 
they most value from the product or service being 
provided

 • Understanding that every function or service within 
a business is a process that can be documented, 
standardised, and most importantly, continually 
improved

 • Identifying and eliminating any waste within the 
process, where waste is defined as any activity that 
adds no value from the customer’s perspective, i.e. 
it is the extra (wasted) resources (time, labour and 
materials), spent producing the product or service. 

Of course, implementing Lean across any organisation, 
be it service based or manufacturing/production based, 
needs to be carefully planned and executed. It requires true 
leadership, management commitment and a constructive 
culture (the final, outer circle).

In this series of eBooks, we provide some insight into the 
challenges and opportunities of applying Lean principles 
to each of the key functions within an organisation, and 
along the way hope to inspire you to create your own Lean 
Business.......with Fat Profits!
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aBout the author

Inform Consulting Group

We are a specialist management consultancy formed in 
2006. With many years of practical business experience in 
diverse areas, Inform consultants have a broad range of skills 
that qualifies us to consult with you at a general business 
level, and then to provide specialist pragmatic advice to 
improve your business. 

We assist you to ‘operationalise’ your business strategies by 
improving your processes, with a rational and balanced 
focus on policy, process, people and technology. 

With our emphasis on providing integrated solutions based 
on the Lean philosophy, we strive to improve your business 
through the application of holistic solutions that are simple 
and practical, rather than complex and expensive. 

Greg is Inform’s ‘go to’ person for Human Resources. 

Greg Mitchell

Greg has in excess of 20 years’ experience in human 
resources management and organisational development 
roles across a variety of industries in both private and public 
sectors. His experience includes leadership of the HR and 
organisational development functions in large corporate 
and not-for-profit organisations undergoing significant 
growth and change, and the provision of coaching and 
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consulting services to a range of small to medium-sized 
businesses.

Greg’s particular areas of interest and expertise include 
workplace culture and leadership, HR strategy and practice 
and learning and development.

Greg’s experience is supplemented by undergraduate qual-
ifications in HR Management, a postgraduate qualification 
in the Management of Organisation Change and a Masters 
in Social Ecology. Greg is also an experienced trainer (Cert 
IV TAA qualified) and is accredited and experienced in the 
use of a range of management, leadership and organisa-
tion culture assessment methodologies.

Greg is a Chartered Member of the Australian Human 
Resources Institute and sits on the HR Course Advisory Board 
for Charles Sturt University.
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GettinG informed on  
human resourCes

At the end of the day, a business simply cannot succeed 
without the right people doing the right things at the right 
time. We might have the best product or service concept in 
the world, yet without the right people to make or deliver it, 
market it, sell it and resolve issues with customers and clients, 
it’s just not going to work.

For many business owners and managers though, effectively 
managing people can be a mystery. They often have needs 
and wants that are different to our own, they can be prone 
to doing things that we don’t expect, they have “good 
days” and “bad days”, and sometimes we just can’t help 
but wonder what planet they are living on! 

That said, they can be, to use an oft-overused phrase “our 
greatest asset”. Having a team of great people in place, 
that are individually and collectively effective, can take your 
business from zero to hero status in quick time. 

So how then, do we achieve this HR Nirvana – where we 
have the right people on board, who know precisely what to 
do, when and how to do it, who bring the best of themselves 
to work each day, who energetically and positively 
contribute their ideas for improvement, who are personally 
aligned with the values and strategy of the business, who 
hold themselves and each other accountable, and focus 
every day on working together for collective benefit?
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While the complete answer is somewhat longer than the 
space that this short eBook allows, the included selection 
of posts from Inform Consulting Group’s blog should at least 
provide you with plenty of food for thought as to how you 
can more effectively manage people within your business, 
and in so doing improve business performance and 
profitability, and better manage associated risks. 

For more helpful hints and business tools, visit our website. 

Greg Mitchell 
Partner, Inform Consulting Group

http://www.informgroup.com.au/
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the Power of enGaGed 
emPLoyees

Engaged employees = 27% higher profit, 50% higher sales 
and 50% higher customer loyalty. (Gallup Study)

Consider for a moment the total value of your investment in 
the employees within your business: basic wage and salary 
costs, leave provisions, workers’ compensation and other 
insurances, training costs, incidental costs, accommodation 
and technology costs, recruitment and induction costs, 
the cost of casual staff to relieve employees on leave 
etc….  Think also about the time involved in recruiting 
employees and having them perform at their best, the time 
you might need to invest in addressing poor performance, 
conflict, customer complaints etc….

If yours is like most businesses, you’ll find that the total 
investment in your employees is significant, and in many 
cases it’s the single-most significant cost of doing business. 
With this in mind, it simply makes sense to ensure that 
your business is managing employees in a manner which 
generates the maximum possible return on investment.

That said, aligning people with the strategy of the business 
and putting them in a position where they are ready, willing 
and able to achieve their very best is not just the result of 
good luck. Rather, it’s the result of deliberate, strategic 
thinking and that old favourite…hard work!
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If you’re prepared to take on the challenge (and let’s face 
it, can you afford not to!?), here are some tips to get you 
started:

1. Have a Clear Vision and Strategy – Successful 
businesses have clear goals, which are effectively 
communicated. They also ensure that the activity 
of all those employed within the business is aligned 
towards achieving those goals. Does your business 
have clear goals that are understood by all within the 
business? Does the work of each of your employees 
contribute directly to achievement of those goals?

2. Ensure Effective Leadership – If you don’t have the 
right people leading your employees, chances 
are you will be wasting plenty of time, energy and 
money. Do not pass go, do not collect $200! Do 
you have the right leaders in place to maximise the 
performance of your business into the future? Are 
your leaders consistent, with an appropriate balance 
between achievement of tasks and development of 
people?

3. Recruit Right! – Businesses often expose themselves 
to unnecessary risk and angst by incomplete or 
poorly-executed recruitment processes. Successful 
businesses have clear strategies and processes to 
support the recruitment and retention of the very best 
employees. Do you recruit for skills, experience AND 
temperament? Is your business equipped to make the 
right decision?

4. Set Clear Expectations – All too often I speak with 
business owners and managers who are beside 
themselves with frustration that their employees are 
not doing “the right thing”. But dig a bit deeper and 
it’s often apparent that they’ve done little in terms 
of setting clear expectations. Does every position 
have an up-to-date and clear position description? 
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Are expectations reinforced through recruitment, 
induction, training and performance review 
processes?

5. Equip Others – Once you’ve set clear expectations, 
be sure to provide your employees with the skills, 
information and support they need to get the job 
done. Successful businesses focus on employee 
development and continuous improvement knowing 
that they will get a healthy return on their investment. 
Is your business developing employees capable 
of delivering the strategic goals of the business? 
Are your best people experiencing the growth and 
opportunities that will keep them in your business?

6. Manage the Risk – The reality is that there will 
always be a level of risk in taking on and managing 
employees. Whether the risk relates to legislative 
compliance, succession planning or health and 
safety, it needs to be acknowledged and effectively 
managed. Changing legislation and volatile labour 
markets are creating havoc for many employers. 
Do you know the risks and is your business effectively 
managing them?

7. Be Accountable – While some businesses get as far 
as setting expectations, many often fail to follow 
through. Building a culture of accountability for 
individual and collective performance is critical to 
success. If your business doesn’t already do so, it’s 
critical that individual and collective performance 
is constantly measured with a view to identifying 
opportunities for improvement. This includes 
employee performance reviews, establishing Key 
Performance Indicators, employee and customer 
surveys, benchmarking etc…

8. Value Contribution – The top businesses, be they large 
or small, never forget the value of their employees. 
Whether it’s through formal recognition or reward 
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systems, shouting a lunch or a simple “Thank you”, 
acknowledging the contribution of your employees 
needs to be a key part of how you manage your 
people. Formal and informal recognition, linked to 
achievement of goals and the values of the business, 
is critical.

Interested in learning more? Complete our 
complimentary online diagnostic to assess current 
people-management practices in your business and 
receive a comprehensive, tailored report complete with 
tips to help you optimise the contribution of your people. 
Email info@informgroup.com.au to request access.

http://hrsuccess.leadpages.net/inform-8-elements-v3/
https://mail.google.com/mail/ca/u/0/#inbox/151c25d6a4a02780?compose=151cc7854d12a51f


15

VaLues – they’re onLy 
meaninGLess if you do  

nothinG with them!

A common feature of many of the successful businesses we 
deal with is that they clearly articulate, communicate and 
consistently reinforce their values.

In the context of a business or organisation, values can 
be seen as statements of “the things that matter”. They 
articulate what the business stands for, what’s most 
important to the business. They also define the key 
expectations we have of each other within the business. 
They set a standard, guide our actions and lay the 
foundation for the culture of the business.

And it’s not just the “feel-good” factor we are after 
here. Indeed, the impact of clearly articulated, well-
communicated, reinforced and integrated values to 
bottom-line business performance has been consistently 
proven through research conducted over the last couple 
of decades. Kotter & Heskett in Corporate Culture and 
Performance and Collins & Porras in Built to Last, for 
example, identified the strong connection between the 
alignment of employee and organisational values and 
financial performance.

“If you think of vision and mission as an organisation’s 
head and heart, the values it holds are its soul.”  

Victor Buzzotta PhD
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While a fair number of businesses we work with have values 
of some description, a common response that we often get 
when we ask business owners and staff about them is along 
the lines of “Yeah, we have them…I think…but they don’t do
anything”. If this sounds like the response we might get if we 
were to ask people about values in your own business, take 
comfort  in  the  fact  that  your  business  is  not  alone.  Indeed, 
also  take  some  credit,  because  you  are  ahead  of  those 
many  businesses  that  have  not  even  got  to  the  point  of 
articulating values, let alone doing anything with them.

In  order  to  make  their  best  possible  contribution  to  your 
business,  values  need  to  be  clear,  understood  and 
constantly  reinforced.  Indeed,  I  often  tell  business  owners 
that if their staff roll their eyes when you start talking about 
the  values  of  the  business,  you  should  smile  to  yourself 
and  regard  it  as  a  sign  of  success!  It  most  likely  means 
that  you  have  communicated  the  values  effectively,  that 
your  team  already  understand  what  is  most  important  to 
the  business,  and  the  expectations  you  have  of  them 
as  a  result.  If  that’s  the  case,  great,  but  keep  going  as  a 
key  to  future  success  will  be  regular  reinforcement  of  your 
expectations.

If  more  clearly  articulating  and  better  managing  values 
sounds like an opportunity to improve your business, here are 
a few tips to get you started:

1. Get people involved– Best results are achieved when
those  responsible  for  living  the  values  of  the  business 
are  personally  aligned  and  feel  some  ownership  of 
them. Staff are the most critical group to engage with 
in  terms  of  values,  but  it  could  also  be  beneficial  to 
canvass the views of other stakeholders including key 
customers, clients, suppliers and partners.
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2. Think internally and externally– Values should reflect 
expectations about internal and external interactions. 
What’s important in terms of us working together 
within the business? What’s important to us, and 
what do we want to be known for, in terms of our 
interactions with our customers, clients, suppliers and 
partners?

3. Poke around– Look to other businesses or 
organisations that you admire and which are 
recognised as having a great culture. What are their 
values, how are they communicating them? Take a 
peek at the websites of  Virgin Australia and Google 
Australia for some inspiration.

4. Make it fun and feel free to dream!– Facilitate a 
brainstorming session with staff, or perhaps do it as 
part of a planning day. Ask what drives them at 
a personal level, what do they think the business 
currently stands for, what type of business do they 
want to be a part of? Remember, it’s OK for values 
to be somewhat aspirational, though you will be best-
served to ensure they are in fact realistic.

5. Explore thoroughly, but leave the word-smithing till 
later– When going through the initial consultation 
phase, focus on getting the values themselves right 
and developing a description of each value – it 
needs to be clear just what expectations the values 
translate to – exactly what does it mean to live each 
value? Don’t get bogged down on developing final 
statements however – this can come later, as part of 
a second phase of consultation.

6. Reality check– It can all be very exciting to have 
everyone involved, talking about what’s important, 
what they want to be a part of and creating a vision 
for the future of the business. The temptation is to 
adopt them, print them and communicate your 
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shiny new values to all and sundry. The wisest move 
however might be to take a “breather”. Spend a little 
time reflecting on the draft values – can your business 
realistically aspire to them, do they get you excited, 
and are you ultimately prepared to let your actions 
be guided by them? Until you can answer each 
question with an excited, confident “yes”, you might 
need to keep pondering….

7. Communicate, communicate, communicate, then 
repeat– Having explored, consulted and word-
smithed, the next phase is to communicate your 
values. Be sure to communicate them both internally 
and externally. Put them on the wall in the office, in 
reception, on your website, on your promotional 
material. Don’t be shy about them – take pride 
and publicly commit to your values. The more you 
communicate them, the more they will infiltrate and 
become part of the fabric of your business.

8. Integrate and reinforce them– This is a critical step. 
Values need to be integrated into the systems and 
processes of your business. In particular, they need 
to be reflected in and reinforced by HR systems, 
strategies and processes including recruitment and 
selection, performance planning and review and 
recognition and reward.

9. Live them and be accountable for them– There needs 
to be a strong expectation that people at all levels of 
the business will work in a manner which is consistent 
with the values of the business. Management in 
particular needs to be prepared to ensure its actions 
are guided by the values of the business, even where 
the actions taken might negatively impact short-term 
objectives. By way of example, let’s assume a couple 
of the values of the business relate to teamwork – 
working together, supporting one another, respect 
for others etc… Let’s also assume that the top 
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revenue-earner in the business, while highly-regarded 
by clients, internally exhibits a number of concerning 
behaviours – bullying, intimidation, claiming credit for 
the work of others, withholding important information 
from other team members etc…. In order to “live” 
and reinforce the values, management would 
need to take strong action against the individual 
concerned, even if it negatively impacts short-term 
revenues. These aren’t easy decisions to take: not 
taking them though, causes misalignment between 
espoused values and actual behaviours, which over 
time results in the values becoming increasingly 
meaningless.

So, has your business got what it takes in terms of values? 
Do you have them, are they well-communicated, are 
they integrated into your systems and processes, are 
you consistently reinforcing and “living” them? If so, 
congratulations, you have significantly improved your 
chances of success! If not, we hope this article has provided 
some healthy food for thought and, if you decide to accept 
the challenge, some tips to help you on your way. Do 
contact us if you require further support.
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workPLaCe CuLture – an asset 
or a LiaBiLity for your Business?

Workplace Culture – it’s a term frequently used by 
management “gurus” and just as frequently ignored by 
many who see culture change programs as nothing more 
than the warm and fuzzy stuff - yoga classes, paying for 
Christmas drinks, providing fruit in the staff room and the odd 
“mufti day”. Sure, these things have their place, but their 
place is as part of a broader strategy which is directly linked 
to and designed around achievement of overall business 
objectives. 

In fact, workplace culture is so much more than the warm 
and fuzzy stuff…..it can be absolutely key to building 
competitive advantage within your business, regardless 
of whether your business has 3 or 3,000 staff. Consider this 
recent quote from Giam Swiegers, CEO of the successful 
professional services firm Deloitte Touche Tohmatsu Australia;

“I’m an accountant. I’m all about making money. If you 
want to make money, get your culture right first. Don’t waste 
your time on the other stuff.”

So Just What is “Workplace Culture” ?

The most meaningful yet simplest definition of workplace 
culture is that it’s “the way we do things around here” – 
the shared expectations and collective understanding 
of just what and how things get done within a particular 
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workplace. Culture is not the mission and values of the 
business: culture is the (usually) unwritten reality. 

And that reality can vary significantly from one business to 
another, as can the impact of culture on business success. 

Consider which of these businesses has a culture that puts it 
at a competitive advantage:

At ABC Products, it’s the practise and the unwritten 
expectation that people;

 • Contribute new ideas;
 • Collectively set challenging yet realistic goals, plan 

and work toward their achievement;
 • Celebrate achievement of individual and team 

objectives;
 • Are friendly, welcoming and sensitive to the needs of 

others in the group and the group as a whole, and;
 • Produce high quality products and provide great 

customer service.

At XYZ Products, it’s the practise and the unwritten 
expectation that people;

 • Make decisions without consultation, “because that’s 
what bosses do”, or avoid making them at all;

 • Pick other people’s ideas to pieces;
 • Do things and make decisions only to please others, 

regardless of what might deliver the best outcome for 
the business;

 • Never, ever make mistakes (and if you do, hide 
them!), and;

 • Always follow the rules, no matter what.
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Which business do you think will attract and retain the best 
and brightest staff? Which will have the better chance of 
achieving sustainable, long-term success? Which would you 
rather work in? Not too hard to decide is it?

Take a moment and think about the culture within your 
business……the shared understanding, the unwritten rules 
and expectations – is the current culture within your business 
an asset or a liability? Is the culture within your business 
helping or hindering you?
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LeadershiP: the Power of one

A recent article encouraged us all to look at the culture 
within our own workplaces. Just how is it that we do things 
around here? What are the shared expectations and 
understandings within our workplace? Is it a natural part of 
what we do that we plan together, look for new ways of 
doing things and celebrate our successes? Alternately, is it 
the expectation that we sink or swim on our own, do things 
as they have always been done and adopt a “near enough 
is good enough” approach?

Consider again the quote from Giam Swiegers, CEO of 
the successful professional services firm Deloitte Touche 
Tohmatsu Australia;

“I’m an accountant. I’m all about making money. If you 
want to make money, get your culture right first. Don’t waste 
your time on the other stuff.”

Perhaps not surprisingly, the research in relation to 
workplace culture clearly points to the attitudes and 
behaviours of business owners/key managers as being a 
key driver of culture within a particular workplace. In a sense 
every action (or in some cases inaction) of a leader sends a 
signal to others that over time contributes to the evolution of 
a particular culture.

To illustrate the point, consider these examples of leader 
behaviour and the possible signals they send to others in the 
workplace;



GreG M i tche l l

24

Leader behaviour: Signal sent: 
Consistently late to own 
meetings.

Making plans but not quite 
delivering on them is OK; My 
time is important but yours is 
not.

Avoids tackling issues of poor 
performance.

We are happy with being 
less than the best; Avoiding 
difficult tasks is OK.

Does not seek input 
to key decisions; poor 
communicator.

I am the only one with the 
knowledge to get things 
done; It’s my business and 
your role is merely to follow 
my instructions.

Immediately seeks to blame 
others when things go wrong.

It’s OK to avoid responsibility; 
It’s safer to continue to do 
things the same way and 
always follow the “rules”, 
so you don’t get blamed if 
things go wrong.

Acknowledges a task well 
done with a simple “thank 
you”.

We value the efforts of each 
other and appreciate quality 
work. We are a team and 
get things done together.

Seeks input but then makes 
clear decisions.

The input of others is 
important and valuable, but 
ultimately we each need to 
take responsibility and be 
held accountable for our 
own decisions.

Take this opportunity to think and reflect: 

What style of leader are you? What does your behaviour, 
as distinct from what you might say, signal to others in your 
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workplace? In turn, what impact do those signals have on 
the culture within your workplace and the expectations 
about “how we do things around here”? Ultimately, how 
does your behaviour as a leader impact the efforts of you 
and your business to achieve further success?

Want to know how Inform can help you become more 
self-aware and better manage your team? We are 
happy to meet with you over coffee, no strings attached. 
Click here to arrange a time to chat.

http://www.informgroup.com.au/contact-us/
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thinkinG aBout thinkinG -  
enhanCinG emPLoyee 

PerformanCe

We all know that effectively managing employees is 
fundamental to the success of our business. We variously rely on 
our employees to serve our customers/clients, to market and sell 
the goods and services of the business and to implement the 
processes and systems that keep the business flowing.

As business owners or managers, we can’t be there all 
the time, so it’s absolutely critical that our employees 
clearly understand what is expected of them.   This in turn 
means that our ability to effectively communicate with our 
employees can have a direct and significant impact on the 
performance of the business.

Despite the importance of leaders and managers being 
able to effectively communicate with their employees, it 
tends to be an area that presents its fair share of challenges.

In some cases this may be due to a lack of time, and 
in other cases it may be due to the lack of systems or 
processes to facilitate effective communication. In many 
cases however, the communication skills of individual 
managers and leaders may need refinement.

Ask Don’t Tell

One of the simplest yet most powerful techniques I’ve 
come across for helping managers to more effectively 
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communicate with their employees (and others for that 
matter), involves the use of “Thinking Questions”.

Thinking Questions help us action the old principle of “Ask 
Don’t Tell”. To illustrate the point, if an employee comes to 
us with a problem and we immediately give them a clear 
instruction about what to do, several things can happen:

 • they proceed to do what we want/expect/require 
(terrific!)

 • while they carry out the task, they may not really 
understand why it’s the correct thing to do (not so 
good)

 • they might see us as the fountain of all knowledge, 
the one who can solve their problems, to such an 
extent that over time they stop thinking for themselves 
altogether (disaster!)

Using Thinking Questions

Using thinking questions helps people think for themselves 
- rather than a controller or director of work, you become 
a coach and support person - equipping your team and 
setting clear expectations that they are to resolve all but 
the most critical/difficult problems, identify and pursue 
opportunities for improvement and accept a greater level of 
personal responsibility for their work.

“Asking thinking questions means you are now focused 
on one thing: people’s thinking.  

If people are being paid to think, isn’t it about time we 
helped them improve their thinking?”  

(David Rock in “Quiet Leadership”, Collins, 2006)

The technique is deceptively simple - thinking questions 
involve asking questions with the word “think” in them. 
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Consider these examples and how you might apply them in 
discussions with your employees:

 • How long have you been thinking about this?
 • How often do you think about this?
 • What priority do you think this should be?
 • Can you see any gaps in your thinking?
 • How do you think we can proceed?
 • How do you think others might respond?
 • How do you think that might impact the budget?
 • Do you think that is a realistic goal?
 • Who else do you think you should talk to?
 • Do you think anyone else could make a contribution?

Yes, using thinking questions does take a bit longer in the 
short-term, but think of the potential longer-term benefits - 
employees able to think for themselves, to effectively resolve 
all but the most difficult issues, a clear expectation that they 
identify and pursue opportunities for improvement, and that 
while are there to support them and help them grow, they 
are directly responsible for their own performance.

Thinking questions - give them some thought!
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the imPortanCe of reCruitment

While chatting recently with a new client about their 
recruitment and selection practices, I was reminded of a 
conversation I had a while ago with a then potential local 
client about how they find and select the best people to 
work in their business.

Their response was along the lines of “We’re really lucky 
Greg. It turns out that as soon as someone leaves we 
usually have someone walk into the shop within a day or 2 
looking for work. If they look OK, we put them on!”.  After 
congratulating them on their good fortune and offering a 
couple of suggestions to inject a bit more rigour into their 
process, I wished them well and went on my way.

No more than a couple of months later I received a 
desperate phone call from the very same person seeking 
assistance, as their most recent recruit had turned out to be 
somewhat less than a success!

This experience comes back to me every now and again 
to reinforce the value of a properly-considered recruitment 
and selection process. All too often we are so keen to fill the 
position in an effort to ease the workload that the calm and 
considered approach goes out the window. 

Sometimes we can get away with it, but it’s almost 
inevitable that at some point we will be burnt by such hasty 
decisions.

http://www.informgroup.com.au/blog/importance-recruitment/
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Here are some quick tips to help review and as required 
“tweak” your current practices to the benefit of your 
business:

1. Be clear on what you want in terms of skills and 
experience, but also temperament. What personal 
attributes does the candidate need to have to not 
only produce the quality of work that you want, but 
also “fit in” to and be a positive contributor to your 
business?

2. Write it down in a position description! – all very boring 
I know, but good position descriptions attract the right 
people and help stop you making hasty decisions 
(contact us for a complimentary template/guide).

3. Consider where the best candidates are – It may 
be that they are reading the local paper, but 
maybe they are also scanning the internet job sites, 
professional/trade magazines etc… Maybe they are 
walking past your office! Think where they might be 
and go and get them!

4. Make the offer attractive – Your ad needs to be 
attractive, your recruitment and interview process 
needs to be professional and your salary/benefit 
offering needs to be able to compete with the 
market standard.

5. Use structured interviews – typical interviews have 
been shown to have a predictive power of 0.15, 
whereas structured interviews have a predictive 
power of 0.4. Ensure questions are tied to valid 
selection criteria and ask the same questions of each 
candidate.

6. Use candidate assessment tools – There are plenty 
of good quality tools out there, such as Everything 
DiSC®, to help predict candidate behaviour on the 
job and prevent expensive mistakes. Depending 
on the nature of the job, skills assessments can 
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also be beneficial. Such tools have been shown 
to have a predictive power of 0.4-0.5, so using 
them in conjunction with structured interviews can 
significantly improve your hiring success rate.

7. Referee checks – It’s amazing how many don’t do 
them and ultimately pay the price. Indeed, a survey 
of SMEs by CPA Australia has indicated as few as 2% 
of businesses use referee checks as a standard part of 
their recruitment process. Be sure to get the most out 
of referee checks by going beyond general chit-chat 
to really explore the candidate’s suitability for the job 
you have available.

Recruiting Right – It’s not hard, but it is one of the keys to 
helping your business not just survive, but thrive. 
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why Position desCriPtions  
are a Lot Like PoLitiCians

Q. WHY ARE POSITION DESCRIPTIONS A LOT LIKE POLITICIANS?

A. THEY ARE BOTH BORING BUT NECESSARY! 

I probably don’t need to spend too much time convincing 
you that they are both pretty boring as far as topics of 
conversation go, but you may need a little more convincing 
that they (position descriptions at least), are necessary.

Put simply, a position description is a document which 
outlines the key purpose, relationships and responsibilities of 
an individual role within the business. In most cases it also 
details the skills and experience that would be required of a 
person in order to competently perform the role.

So just what goes into a well-written position description and 
why are they important for your business?

In terms of their benefits, position descriptions (or job 
descriptions as they are sometimes referred to) provide: 

 • an opportunity to consider and ultimately be clear about 
important aspects of all positions within the business, 
including reporting relationships, key task requirements 
and expectations relating to behaviour/attitude;

 • a good safeguard for you and your business in 
the event of grievances, disputes, claims of unfair 
dismissal etc…;
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 • clarity for staff and supervisors around just who does 
what within your business, therein reducing confusion 
and also providing opportunity for greater efficiency 
and ultimately profit;

 • opportunity to reduce the risk of non-compliance with 
employment-related legislation including Work Health 
and Safety;

 • a sound basis for recruitment and selection, ensuring 
you get the right person for the job based on their mix 
of skills, qualifications, experience and demonstrated 
behaviours/attitudes, and;

 • a sound basis for effective performance review and 
training and development.

As for content, position descriptions will often include:

 • basic job details: title, department/unit and reporting 
relationships (both in terms of which role the position 
reports to, and which other roles report to it);

 • a brief job summary, including the essential purpose 
of the job;

 • details of who the job-holder will be expected to 
interact with (internal and external to the business), 
and the nature of those interactions;

 • essential skills, experience and qualifications 
(including licences etc…) required of the job-holder – 
the “must haves”;

 • desirable skills, experience and qualifications – the 
“nice to haves”;

 • the key functions and responsibilities/accountabilities 
of the position, together with KPIs (Key Performance 
Indicators) or some other statement that clearly 
indicates how you will determine/measure/know 
that the job-holder is performing as required (NOTE: 
try to ensure the position description reflects broader 
functions and responsibilities rather than detailed 
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tasks – you don’t want to have to update the 
document every time a task changes);

 • key behaviours expected in performance of the 
role (HOW do you expect them to do the job – eg. 
courtesy, respect, focus on continuous improvement, 
teamwork etc…);

 • other expectations relating to compliance with 
specific policies and procedures including, for 
example, health and safety and code of conduct;

 • details of unique job requirements/conditions of 
employment (eg. requirement to be placed on 
a weekend work roster, wear a uniform or work in 
confined spaces or otherwise demanding conditions), 
and;

 • provision for signature of the position holder and 
supervisor.

Of course, the benefits of position descriptions will only be 
apparent if they are kept up-to-date (an annual review 
process, generally tied into an annual performance 
review, is recommended). Where possible, they should 
also be developed/reviewed in consultation with position 
holders, be readily-available to staff and directly linked to 
recruitment, performance management and training and 
development activities.

Position descriptions: a bit boring, yes, but also necessary in 
terms of optimising business outcomes.

Email info@informgroup.com.au for a complimentary 
copy of our Position Description template, complete with 
guidance notes.

https://mail.google.com/mail/u/0/#inbox?compose=new
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GettinG started with 
PerformanCe manaGement

I was asked by a business owner the other day “How often 
should I be talking with my staff about their performance?”. 
It got me thinking about performance management and 
how it’s an important but frequently neglected area. 
Indeed, I would argue that an effective performance 
management process is absolutely critical to setting clear 
expectations of staff and building a culture of accountability 
within the business. For those business owners or managers 
looking to get serious about managing performance, here 
are a few tips to get you started:

1. Don’t give up your day job – While having a semi-
formal or formal process in place to plan and reflect 
on performance a few times a year is great, it can’t 
be relied upon as the only mechanism for managing 
staff performance. Identifying and discussing 
instances of good performance, and opportunities 
for improvement, is something that needs to happen 
every day and not be reserved for special occasions.

2. It’s not just what you do… – There is often a 
temptation during performance discussions with 
staff to focus only on what they do (eg. generating 
sales, processing accounts, maintaining records 
etc…), rather than how they do things (eg. levels of 
customer service, work quality, interaction with others 
in the team etc…). At the end of the day, both what 
your staff do and how they do it needs to be a part 
of performance management discussions – it’s no 

http://www.informgroup.com.au/blog/getting-started-performance-management/
http://www.informgroup.com.au/blog/getting-started-performance-management/
http://www.informgroup.com.au/blog/getting-started-performance-management/
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use having a person whose great at making widgets 
if they provide lousy customer service or constantly 
disrupt others in the team – they need to receive 
this feedback and be clear of your expectations. If 
your business has clearly articulated values (which it 
should!), look for opportunities to also integrate them 
into your performance management process.

3. It’s not just about feedback – While providing 
your staff with feedback is a key element of 
performance management processes, it should not 
be the only focus. Indeed, the discussions surrounding 
performance management also provide the ideal 
opportunity to prioritise and plan work for the coming 
review period, and discuss short and long-term staff 
development needs/preferences.

4. It’s a two-way street – Just as the discussions that go 
along with performance management processes 
provide an ideal opportunity to provide feedback 
to staff, they also provide the perfect opportunity to 
seek and receive feedback from staff. Ensure you 
and other supervisors/managers in the business take 
advantage of the opportunity to understand how 
staff are feeling about their role and the workplace, 
gather their ideas for improvements generally and 
also ask them how you can best support them.

5. Collaborate and communicate – The old theory 
about people taking more ownership of things if 
they’ve had some input into its development is 
especially true for performance management. 
Depending on the nature of your business, look for 
opportunities to get some others involved in the 
development and initial implementation of your 
process. At the very least, ensure you spend some 
time telling people what it’s about, your objectives in 
doing it, what they can expect, and how/when it’s all 
going to happen.
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6. Ensure supervisors are capable – Don’t assume 
that everyone has the capability to effectively 
discuss performance with their staff. While it may be 
quite natural for some, it may be a new skill or just 
downright confronting for others, meaning that you 
just won’t achieve the outcomes you are probably 
hoping for. Be sure you understand the capabilities 
of your supervisors/managers and provide access to 
support/training if they need it.

7. Link to outcomes – Make sure that your performance 
management process “does something” and is 
not just a catch-up chat. In order for the process to 
truly drive improved performance, it needs to be 
clear that things happen as a result. It could be 
taking the opportunity to recognise and value the 
contributions of your good performers, it could result 
in the development of improvement plans for poor 
performers, it could help you prioritise staff training 
needs and/or it may link to remuneration reviews 
– whatever it is, it needs to be seen to be a valid 
process by both supervisors/managers and staff and 
earn its stripes by making a real difference to your 
business.

8. Do it! – Once you’ve made a commitment 
to develop and implement a performance 
management system, make sure it is followed 
through. Implement it consistently across the business, 
continue to look for opportunities to improve it, 
and be patient – it will take diligence and time to 
maximise the benefits. 
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here’s an i.d.e.a. - ProVide 
effeCtiVe feedBaCk!

A common challenge for many supervisors and managers 
when it comes to managing people is providing effective 
feedback. This is particularly the case where they need 
to give feedback to a team member who is presently 
not meeting expectations and/or where they have done 
something wrong.

Some supervisors and managers become paralysed by fear 
that the recipient of the feedback may not take it well – 
they might be upset, your current good relationship might 
be damaged or, even worse, they might argue against the 
feedback and become openly hostile toward you. Other 
supervisors and managers have no trouble telling people 
exactly what they have done wrong and what they need 
to do to improve, but they deliver the news in a way that 
causes people to react negatively, with the result that 
their efforts to improve the situation result in the recipient 
becoming angry and/or disengaged.     

The I.D.E.A. model essentially provides a simple, easy-to-
remember structure to help you prepare for and manage 
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potentially difficult conversations. An overview of the model 
is presented below:

Here are some key points to help you make best use of the 
model:

 • Spend some time preparing for the discussion. Sit 
down and plan how you want the conversation to 
go. Use the model to identify the points you want to 
work through and write them down. Using the model 
will help you stay on track, ensure you say what you 
need to say and don’t get caught up in your own 
emotions or distracted by the responses or emotions 
of your team member.

 • Identify – it’s important that you provide specific 
feedback so that the recipient understands 
precisely what you need them to do differently. 
“Your customer service is not at the level required” 
is simply not specific enough. Is it the way they greet 
customers that is the problem? The time taken to 
respond to customers? Their personal presentation? 
The way they handle customer complaints/concerns? 
Describe the specific problem(s) and clarify your 
specific expectations.
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 • Describe the impact – This can be really powerful. 
Why is it important that they correct/change their 
behaviour? If you don’t adequately communicate 
the impact they may just think you are being 
“picky” for no good reason. If a person is frequently 
10 minutes late for work for example, identify and 
describe the potential impacts on other team 
members who need to carry a bigger load, the 
impact on the revenue/expenses of the business, the 
detrimental impact on customer service etc…

 • Encourage continuation or change – Clearly indicate 
that you need the behaviour to continue (in the case 
of positive feedback) or stop or change (in the case 
of corrective feedback).

 • Agree on an action plan – Particularly in the case of 
corrective feedback, be sure to cover the “where to 
from here?” question. This may include establishing a 
period of review, setting a date for a further meeting, 
and/or providing some coaching, training or other 
support for example.

Sure, this isn’t a magic wand and some of the conversations 
you need to have may still be uncomfortable, but armed 
with the I.D.E.A. model, a bit of preparation and some 
practice, you should find it at least a bit easier to provide 
effective feedback.

Want to explore how Inform can help improve your 
business? We are happy to meet with you over coffee, 
no strings attached. Click here to make contact. 

http://www.informgroup.com.au/contact-us/
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GettinG the BiGGest BanG  
for your traininG $$$$!

As business owners and managers, we all know the 
importance of ensuring that every dollar we spend is working 
for us, so with employment-related expenses being amongst 
the largest expenses that most businesses have, it’s essential 
to ensure that we invest particularly wisely in this area.

Despite this, one area that often escapes scrutiny is training. 
It typically seems to be the case that there is either very 
little investment in staff training, or else training is seen as a 
reward/recognition process for well-performing staff. 

Rarely is training viewed as it should be – a genuine 
investment which is properly planned, executed and 
evaluated to ensure a return on the investment.

How is training managed in your business ?;

 • How are training priorities determined (is it a case of 
“first in best dressed” or is it indeed treated as a form 
of recognition) ?; 

 • Is training linked directly to achievement of your 
business/strategic plans ?; 

 • Is there a separate budget allocated, or is it 
something you just have to find the money for when 
the need arises ?; 

 • Have you considered the full range of training/
learning options available or have you traditionally 
focused on external seminars/workshops (eg. Other 
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options include structured on-the-job training, 
mentoring/buddy systems, e-learning or self-paced 
learning, conferences, sponsoring TAFE or uni studies 
etc…) ?, and; 

 • Do you measure the return on the investment by 
ensuring that the learning has actually transferred into 
the workplace ?

In terms of determining training priorities, it is important to 
at least annually consider training needs that may emerge 
from a range of sources including;

 • Individual performance review outcomes;
 • Work health and safety reviews, identified hazards 

and particular incidents (also consider regular training 
for first aid, emergency and evacuation etc..);

 • New or planned plant and equipment/system and 
process changes;

 • Customer feedback;
 • Employment of new staff (do they have skill gaps that 

need filling?);
 • Staff satisfaction survey results;
 • Discussions with your supervisors/management team 

(what do they think are the priorities ?);
 • Strategic priorities, future plans and objectives (if you 

have a business plan/strategy, do you have the right 
skills in-house to help you achieve it ?);

 • Succession planning considerations (if Jane is retiring 
soon and she knows how the office runs, what plans 
are in place to ensure things will continue to run 
smoothly ?);

 • Supervisory and management coaching/training, 
and;

 • Individual skills audits.
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Only by using a planned, systematic approach to training 
can you be sure that you are getting value for your 
investment and positioning your business for further success.
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measurinG PeoPLe  
manaGement PerformanCe:   
“Who Cares?” and “oh sh*T!”

Just as it’s critical to business success to measure and 
analyse revenue and profit, investment performance, and 
monitor the costs of production or service delivery, so it is 
critical to measure the outcomes and processes associated 
with managing people. This applies regardless of the size 
of the business. After all, employment-related costs are 
the single greatest expense for most businesses (research 
suggests an average of 60-75% of business costs are 
employment-related). 

Having said that, measuring anything and everything is not 
the answer. Rather, it’s much better to be taking a few, key 
measures that have  a real link to business success. Indeed, 
Dr John Sullivan, Professor of Management at San Francisco 
State University said it well (and not to mention eloquently !), 
when he suggested that HR measures can be divided into 
two categories: “the “Who Cares ?” numbers and the “Oh 
Sh*t !” numbers.”

His message is that measures need to have a direct 
relationship to productivity and the bottom-line of the 
business in order to be of value. Such measures might 
include productivity improvement percentages per 
employee, revenue per employee and time to fill vacant 
high-revenue earning positions; that is, those measures that, 
if they’re heading in the wrong direction, will generate an 
“Oh Sh*t!” response and demand urgent action.
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Many of the other numbers collected by businesses seeking 
to measure HR-related performance will generate a “Who 
Cares?” response and, whilst they may still be relevant 
in terms of monitoring initiatives and improving process 
performance, they do not impact quite as directly on the 
bottom line. These might include measures of staff training 
hours, or the time taken to process payroll data for example.

At the end of the day, the “Who Cares?” numbers may 
be helpful to those with HR responsibilities to validate and/
or guide changes to strategy and process, but they should 
probably keep the data to themselves. If those responsible 
for HR want to be and be seen as valuable and relevant to 
the business, they need to be focusing on and reporting to 
management the “Oh Sh*t!” numbers.

If your business is not presently collecting any measures 
relating to people management, or is only collecting and 
reporting “Who Cares?” numbers, it may well be that 
you are missing valuable indicators of overall business 
performance.
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how to deVeLoP an effeCtiVe 
staff reCoGnition ProGram

So, you’re taking the plunge and are planning to implement 
a staff recognition program….great stuff! It seems easy 
enough – throw out a few bottles of wine or movie tickets, 
shake a few hands, smile for the camera and you’re done! 
Happy staff, happy workplace, more productivity and higher 
profits…hooray!

The bad news is that it’s often just not that easy. Despite 
positive intentions, staff recognition programs are 
unfortunately one of those things that can end up being a 
negative on the business rather than a positive. Staff end up 
dissatisfied because the “wrong” people get the awards, 
the “right” people never get them, the “reward” is lousy 
anyway (how many coffee mugs can a single person use, 
after all!?), and/or it’s seen as yet another passing fad that 
staff just need to ride out till it disappears.

But it doesn’t have to be like that. Staff recognition 
programs can indeed be very successful and live up to the 
expectations that we have of them – staff feeling valued, 
increased staff satisfaction, a bit of fun AND improved 
individual and business performance. Here are a few tips to 
help you on your way;

1. Get staff involved in developing the program – It 
sounds obvious enough, but it’s rarely done: if you 
want a program that delivers results, that your staff 
are comfortable with, that provides the genuine 

http://www.informgroup.com.au/blog/develop-effective-staff-recognition-program/
http://www.informgroup.com.au/blog/develop-effective-staff-recognition-program/
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recognition that they want, then get them involved 
in helping to develop it. Let staff know what you 
are thinking, ask for a couple of volunteers to help 
you, and send out the draft program to all staff 
for comment. What do they think is important and 
should be recognised (refer point 2 below), what 
would they value as a form of recognition, how and 
who will decide who gets recognised? Getting them 
involved doesn’t mean you need to agree to all of 
their suggestions (free trips to Fiji for all staff could get 
expensive after all!), but it is important to genuinely 
consult and consider their suggestions.

2. Clearly link the recognition criteria to desired 
behaviours and/or business outcomes – One sure way 
to get a return on your investment in such a program 
is to ensure that the criteria on which the recognition 
is determined are clearly linked to desired behaviours 
and/or outcomes that are important to your 
business. What do you need and really value in your 
employees? What are those core behaviours and 
outcomes that will ensure your business succeeds?  
Is it teamwork? Exceptional customer service? 
Ability to generate sales? Make more widgets more 
quickly? Exceeding quality standards? The ability to 
be innovative, look for new ideas and follow them 
through? Is it the ability to effectively lead a team?

Whatever it is (and it might well be a few things), 
it is critical that you’re very clear on just what they 
are, that you communicate them well, and that as 
best you can you define the nature of the desired 
performance (eg. How many sales is worthy of 
recognition? How do we determine exceptional 
customer service as opposed to the usual standards 
required? – there may of course remain an element 
of subjectivity for some elements of your recognition 
program).
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3. Reinforce, reinforce, reinforce the link…then repeat 
– Once you communicate the desired behaviours 
and outcomes on which recognition will be based, 
be sure to constantly reinforce those behaviours 
and outcomes when actually giving the recognition 
and communicating it to others. Eg. Jane is 
receiving recognition for providing exceptional 
customer service. When communicating, be sure 
to tell people exactly what the recognition is for 
and why it constitutes excellent customer service; 
“Congratulations to Jane who I am pleased to say 
is receiving recognition for her excellent customer 
service. Last Wednesday an elderly woman fell 
over in the store, grazed her leg and dropped all 
her groceries. Jane immediately called for first aid, 
stayed with and comforted the woman while she 
was attended to, called the woman’s  son to come 
and take her home, then repacked all her groceries 
and had them put in the car for the woman. A 
great example of how we at XYZ seek to provide 
exceptional customer service – congratulations and 
well done Jane!”).

Done well, this is a key point at which you will get 
a return on your investment: Jane feels terrific, all 
staff have a great example of just what constitutes 
exceptional customer service, and hence are clearer 
about your expectations.

4. Avoid the common pitfalls, for example;
Recognition and/or Reward – Is your program 

about “recognition” and/or “reward”? If you use 
the term “reward”, then in my experience people 
may well expect a tangible (and sometimes large!) 
reward. My tip is to keep it purely as a recognition 
program – any gift that comes with it should be 
regarded as a token or symbol of appreciation 
rather than a direct reward as such. Cash bonuses, 
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sales commissions and the like are better seen as 
part of your remuneration system, rather than your 
recognition system.

Freddo Frogs – handing out a few Freddos at a 
staff meeting does not in itself a recognition program 
make! Even worse, don’t single out people, say 
thanks and give only them a Freddo (yes, this was the 
practice in one workplace I worked with! Let’s just say 
the impact was not positive). This may have worked in 
kindergarten but is not appropriate in the workplace. 
They are valued staff members, critical to our business 
success, they are not performing seals!

Reward or Punishment? – Just as one man’s 
trash is another man’s treasure, so is one person’s 
reward another person’s punishment. Public 
acknowledgement and communication is good 
and will help you get a return on your investment in 
a recognition program, but dragging the “lucky” 
recipient up in front all the other staff and asking 
them to say a few words is not everyone’s cup of tea. 
If they don’t want to, don’t push it – congratulate 
them, thank them, tell others exactly what the 
recognition is for, then leave it at that.

Fair-go for all – ensure your criteria for recognition 
is inclusive: sure sales are important, but not 
everybody in your business is in a role where they can 
get recognition for achieving the most sales. Good 
recognition programs include a range of behaviours 
and outcomes that give people in all roles an 
opportunity to be recognised.

Employee of the Month – whilst McDonalds seem 
to like it, I suggest steering clear of these sorts of 
schemes. What if a couple of staff have done great 
things this month; does one just miss out? What if 
no-one demonstrates exceptional performance and/
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or no nominations are received? What message does 
“sorry, no Employee of the Month” send to staff?

Employee of the Year – Programs that allow for 
frequent, multiple recognitions are far better than 
“big bang” recognition for one person once a year.

Winners and Losers – be careful about how you 
communicate recognition. Just because someone 
“wins” recognition shouldn’t mean the rest are 
losers! Be sure to communicate that you appreciate 
the efforts of everyone, though in this particular 
instance Jane went “above and beyond” and hence 
deserves this special recognition.

5. Maintain, then review – Launch your program, ensure 
it maintains momentum, don’t delegate the task of 
providing recognition just because you are too busy 
or have had too much cake, constantly reinforce 
desired behaviours and outcomes, and then review 
after 6-12 months. Again, seek staff input to ensure 
your program is having the desired effect.

6. Don’t give up your day job – An important part of any 
manager’s job is to provide constant feedback to 
staff. Just because you’ve launched your whizz-bang 
recognition program, don’t relinquish your day-to-
day role of supporting and encouraging staff. Apart 
from being common courtesy, a simple “thanks” or 
“job well done” will still be an important part of your 
armoury in getting the best out of your staff.

So, Staff Recognition Programs….not as easy as they might 
first appear, but nonetheless, properly developed and 
implemented they can be a valuable tool in maximising 
people performance.

Need help to better manage your staff? Call us for a 
complimentary discussion and explore the possibilities… 
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manaGinG the risk of  
emPLoyee terminations

Terminating the employment of a member of staff as a 
consequence of poor performance can be fraught with 
danger.

Apart from the risks associated with terminated employees 
seeking recourse under relevant provisions of the Fair Work 
Act, businesses terminating staff may also experience 
negative impacts through suffering damage to their 
reputation and the diversion of often significant resources to 
defend claims made against them.

While it can be difficult to eliminate the risks entirely, 
undertaking an appropriate process in advance of the 
termination can significantly reduce the risks.

What to do

Consider the following tips:

1. Ensure you are able to demonstrate that 
the employee has been made aware of the 
expectations/standards required (via an up-to-date 
position description, regular performance reviews, 
specific and documented conversations about what 
is required, for example).

2. Ensure there is evidence that the employee has 
been made aware of shortfalls on at least a couple 
of occasions (via previous performance review 

http://www.informgroup.com.au/blog/managing-employee-termination-risk/
http://www.informgroup.com.au/blog/managing-employee-termination-risk/
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discussions, verbal warnings evidenced by diary notes 
plus at least one written warning, for example).

3. Ensure you are able to demonstrate that the 
employee has been offered reasonable support to 
achieve the expected standard of performance 
(time and/or reasonable access to training if needed, 
for example), and that they have been given an 
opportunity to explain any other issues that might be 
temporarily impacting performance. A reasonable 
period of time needs to be made available for the 
employee to achieve the standard required.

4. Once you get to the point of having formal meetings 
with the employee regarding their performance, 
give them adequate notice (minimum 24 hours), 
ensuring they are aware that the meeting is to discuss 
performance issues and, particularly if termination 
is at some stage a possibility, offering them the 
opportunity to bring an observer (note: lawyers acting 
in a professional capacity are specifically excluded 
from this role). It is generally wise for the employer to 
also have an observer in attendance.

5. When discussing performance issues it’s important to 
not be seen to pre-empt the outcome. Discuss the 
issues, seek an explanation and, if the explanation 
is not sufficient, then formulate and issue a formal 
warning after the meeting.

6. Formal warnings should include details of the 
standards to be achieved, any support that has 
been or will be made available, other relevant issues 
discussed, the date on which performance will be 
again reviewed and the possible consequences 
of not achieving the required standard (up to and 
including termination of employment, if indeed this is 
a possibility). The employee should also be provided 
with a further opportunity to formally respond to the 
issues raised. The precise details of standards to be 
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achieved could be documented in a Performance 
Improvement Plan or similar.

7. Have the employee sign as having received and 
understood the relevant documents (they don’t have 
to agree with your assessment, just acknowledge their 
receipt and understanding). If they refuse to sign, 
make a note to this effect on the documentation.

8. If the matter does proceed to termination, ensure 
that reasons for the termination are clear, that 
the termination is confirmed in writing and that 
requirements relating to providing adequate notice of 
termination are met.

Businesses may be able to ‘shortcut’ the above process in 
certain cases such as in the event of serious misconduct 
and/or where an employee is to be terminated early on in 
their employment.

This article provides general information for Australian busi-
nesses only. Employers are encouraged to seek professional 
support that takes account of specific requirements.
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Keen to understand how Inform can help you more 
effectively manage people within your business, and in 
so doing improve business performance and profitability, 
and better manage associated risks? We are happy to 
meet with you over coffee, no strings attached, and 
discuss how Inform can help you. 

Click here or contact us at: 
http://www.informgroup.com.au 
Telephone Australia - 1300 348 811 
Telephone International - +61 409 908 204 
Email: info@informgroup.com.au

Think this information is valuable? Let others know. 

Feel free to share but please respect our work by giving 
credit to the author and Inform Consulting Group.

http://www.informgroup.com.au/contact-us/
https://mail.google.com/mail/u/0/#inbox?compose=new
http://www.informgroup.com.au
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