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Welcome to our monthly business 
newsletter designed to help you concentrate 
on working more “ON” your business, 
rather than “IN” it. Please remember our skills 
and experience can provide you with help and 
support, give you a strong shoulder to lean on 
and someone on your side, to bounce ideas off. 
 
Best wishes 
 
Joanne Beaumont-Walker 
DipHE(A) FCCA CTA MCMI 

Deputy Managing Partner 
 
 
The best way to predict the future is to 
create it! 
 
All the negativity in the press can lead to us feeling 
“out of control” and uncertain about in what direction 
we should take our business. We firmly believe in our 
clients and their aims, hopes and ambitions and in 
remaining positive. We also believe the best way to 
predict the future is to create it! 
 
 
 
 
 
 
 
 
 
 
 
 

There is an old saying “A sailor without a destination 
will never get a favourable wind”.  
 
It is easier to get to your destination with a plan.  If 
you are driving from A to B it helps to know where A 
is and the directions you need to take. 
 
Planning ahead is the single most important exercise 
any business owner can do. If you have a vision of 
what you want your business to look like when it is 
“complete” then you are in a position to drive your 
business towards the vision and you can monitor 
how you are doing as you go along. 
 

1 Take time to review your personal 
objectives – the business is there to provide 
you with what you want from life, and this is 
the most important element of any plan.  
 

2 Look at where the business is now, its 
strengths, weaknesses, opportunities and 
threats and get a clear understanding of its 
position in the marketplace, the competition, 
the systems and the way things are done 
and the improvements that could be made.  

 
3 Focus on what the business is to look like 

when it is “complete” or running profitably 
and successfully. Then you can determine 
priorities – the big issues that need to be 
focused on. 

 
4 Write down the plan and define what it must 

achieve, and the actions needed. Monitor 
how it is doing towards the vision each 
month and what actions have been 
completed and what needs to be done to 
keep the business moving towards the plan. 

 



 

  Monthly Update | November 2021 
 
 

5 Allocate responsibility for taking the actions. 
 

6 Monitor, review and adjust regular activities 
to keep the business on track towards the 
plan. 

 
It is also a good idea to look at where you are now 
and plan for a range of scenarios “good and bad” so 
that you can be flexible about the direction you 
should take.   
 
Please get in touch if you would like us to help you to 
define and create your own plan. 
 
What makes a good business leader 
 
There is no recipe for good leadership so how do 
you go about becoming a really great business  
leader? 
 
 
 
 
 
 
 
 
 
 
 
 
The best leaders in business are those that have 
attributes including vision, courage, integrity and 
focus combined with the ability to develop and 
implement an effective strategy. In today’s complex 
trading environment, indecisiveness and 
procrastination can prove costly. 

Good leadership is all about informed decision-
making. Good business leaders commit to decisions 
and see things through.  
 
If you want to be a successful leader in your 
business, you need to set the right example and be a 
role model for your team. Good business leaders 
practice what they preach and remain positive, which 
in turn can have a beneficial impact on the culture of 
the company.  
 
Good business leaders have high emotional 
intelligence. They are passionate about their work 
and their vision of success for the company. In 
addition to this, they take time to understand the 
views of others. As with any senior role in business, 
communication is key.  
 
The best business leaders listen more than they 
speak. They try to understand the points of view of 
others and encourage people to share ideas or 
feedback. 
 
A good business leader is someone who is willing to 
praise others. They give credit where it is due but 
they also take responsibility for their actions when 
things go wrong. After all, the success of any 
business depends on the collective efforts to the 
whole team. 
 
Increasing Prices 
 
How can you raise your prices without losing 
customers? 
 
The current business environment is incredibly 
competitive but as we emerge from the pandemic, 
consumer demand is increasing and many sectors 
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have seen labour and material costs rise. As demand 
increases and levels of supply fall, businesses have 
an opportunity to increase their prices.  
 
Study the competition 
Have your key competitors increased their prices 
recently? If so, your customers will be more 
amenable to the change. However if you are the only 
company pushing your prices up, you will need to 
offer something unique in order to justify it.  
 
Be open about your price increase 
Tell your customers what you are doing. Avoid 
language like “updated price” or “adjustments to our 
pricing model.” Just be honest and authentic – after 
all, customers want to buy products and services 
from businesses that are open and honest. 
 
Explain the reasons for the increase 
You don’t have to go into detail about profit margins 
or unit costs. Simply share the basic information. For 
example, “We are now going to deliver your product / 
service directly to your front door, and as a result, we 
will be raising our prices from next quarter.”  
 
Don’t apologise for increasing your prices - this will 
just invite your customers to negotiate. Focus on the 
benefits that the customer gets from buying your 
product or service. Maybe you offer something faster, 
better or with unique features? 

You win some, you lose some 
Some price-sensitive customers may choose to go to 
another supplier but any new customers will be more 
profitable as those new customers may be willing 
and able to pay a higher price for a better quality 
product or service.  
 
Two-tiered pricing 
If you receive feedback that some customers are 
now looking around for a cheaper alternative, maybe 
you could introduce a new lower tier of product or 
service, which has less features but at a more 
competitive price. For example, your top tier 
customers might get a dedicated account manager, 
24/7 service and support, etc.  
 
The lower priced product may cut out the account 
manager and support may be available only 5 days 
per week but the price could be 25% lower. That way 
you end up making more money from your premium 
customers but you don’t lose your more budget 
conscious customers to your competitors. 
 
 
 
 
 
 
 
 

 


