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Every business owner wants 
to grow their business and 
their profits. While there’s 
no secret formula or recipe, 
the fact is, business growth 
and improved profitability 
are outcomes achieved as a 
result of processes including 
marketing, your expertise, 
customer service and your 
team’s performance. 

Let’s examine some of the 
key drivers of growth and 
profitability. 

1. Planning
Where do you see your 
business going in the future? 
What level of profit and 
growth are you targeting for 
next year? The definition of 

WHAT DRIVES YOUR BUSINESS

GROWTH AND 
PROFITS?

insanity in business is doing 
things the same way and 
expecting different results. 
Without a plan to achieve 
your targets you are just 
hoping all the moving parts of 
your business sync together. 
Unfortunately, hope is not a 
strategy that delivers growth. 

What is your vision for the 
business and how do you 
plan to get there? Without 
a roadmap all roads lead to 
nowhere. Having a business 
plan including financial 
forecasts is really the start of 
the process because it should 
identify what resources you 
need, the equipment and 
finance requirements. Will 

you launch new products 
and services? To achieve the 
forecast growth, what level of 
staff will you need?

Another part of the planning 
process should be a SWOT 
analysis to ascertain 
your business Strengths, 
Weaknesses, Opportunities 
and Threats. Nobody 
saw COVID-19 coming 
but pandemics and snap 
lockdowns are part of the 
landscape and you need 
a contingency plan to deal 
with such events. As they 
say, Failing to Prepare is 
Preparing to Fail. 

2. Technology
Has been a game changer 
in many industries and the 
rate of change continues 
to accelerate. Before the 
pandemic arrived a lot 
of business owners were 
contemplating some sort of 
digital transformation to keep 
up with their competitors and 
deliver a better customer 
experience. When COVID-19 
arrived, remote working 
became an urgent priority 
to keep staff working. 
Businesses had to invest 
in technology to help staff 
transition from office-based 
to home-based employment 
and technology that was 
once considered a luxury 
became a necessity. 

There has been a massive 

shift in our daily business 
habits with face-to-face 
meetings replaced by video 
calls on platforms like Zoom, 
Google Meet, and Microsoft 
Teams. Going forward, these 
platforms may well become 
the default communication 
method for both internal and 
external meetings. Travel time 
has been slashed as a result 
and this looks like being a 
significant legacy of COVID. 

Think about what technology 
you need to speed up 
your processes, improve 
productivity, reduce costs 
and produce better products 
and services. The right 
software can save time, 
help manage your inventory, 
reduce waste and generate 
repeat business with service 
reminders. It can also 
automate your marketing 
efforts. Most importantly, the 
right software lets you keep 
your finger on the pulse of 
the business and monitor all 
the key financial data. 



3. Marketing 
We suspected that the 
business model that relies 
almost exclusively on 
distribution of products 
through retail brick-and-
mortar sites was under 
threat. With buildings and 
shopping centres closed 
through the lockdown, 
consumers quickly adapted 
and shifted their spending 
online. With consumers 
confined to their homes, 
e-commerce sales exploded 
and this massive shift to 
online sales is here to stay. 
To make the most of this 
shift in consumer behaviour 
it’s time to review your 
website and make sure you 
have an e-commerce store 
to satisfy customer demand. 
Increasing traffic to your 
site may be as simple as 
utilising the blog section 
of your website effectively. 
Chances are there is already 
a blog or news section on 
your website but nobody is 
posting anything, or only 
rarely. If you struggle for 
what to write in your blog 
section, head to a question 

WHAT DRIVES YOUR BUSINESS

GROWTH AND PROFITS?

and answer site such as 
Whirlpool or Quora and find 
questions related to your 
industry, product or service 
and use that question as the 
title of your blog post and 
answer the question. Visitors 
to your site appreciate this 
content and it will increase 
your SEO. 

Engaging with your 
customers in this way and 
via social media channels 
is no longer optional 
with your prospects and 
customers living online. It’s 
fair to say, for the majority 
of businesses, your 
marketing could be the 
difference between Doom, 
Gloom and Boom.

4. Team  
In Michael Gerber’s book, 
The EMyth Revisited, a key 
message for business owners 
was the need to ‘work on 
the business, not just in the 
business’. This message 
should resonate with every 
entrepreneur and you need 
to create a business that 
works independent of you. 
The purpose of your life is 

not to serve your business, 
it’s for the business to serve 
your life. 

Sounds good in theory and 
the key is finding the right 
people to run the operational 
side of the business to free 
you up. Experienced and 
trained people who can 
follow your systems and 
procedures allow you to 
delegate tasks that you 
don’t have to do. Rather 
than manning the sales 
desk, phones or warehouse 
you can spend time on 
the key business drivers 
like marketing. Wages are 
often the biggest expense 
in a business for a reason 

and their performance can 
have a massive impact on 
your growth and profitability. 
Leadership usually includes 
managing the team and 
innovating - that means 
providing the right tools so 
the team can perform their 
tasks efficiently.

Running a business remains 
a constant work in progress. 
To drive better financial 
outcomes you need to explore 
ways to continuously improve 
your business systems and 
processes. This necessitates 
planning, the implementation 
of technology and the 
adoption of digital marketing 
techniques. You also need 
the support of your staff and 
small improvements can have 
a compounding effect. 

Ultimately the value of a 
business is linked to factors 
like revenue, profits and 
growth rate. It makes a lot of 
sense to focus on these areas 
and if you want to discuss the 
key profit and growth drivers 
in your business we invite you 
to contact us today. 

BUSINESSThe

A C C E L E R A T O R
MAGAZINE



With the rollout of Australia’s coronavirus vaccine scheduled to 
commence in early March there are some key things that every 
small business owner needs to know. 

The medical regulator has approved both the Pfizer vaccine and 
the Oxford University - AstraZeneca coronavirus vaccine and the 
order of the vaccine rollout will see quarantine and border workers, 
frontline health care workers, aged care workers and disability 
care staff at the front of the queue. Next in the queue are workers 
in health care, meat processing and the public services including 
police, army, fire, and emergency services. The elderly (aged 70 
to 79), Aboriginal and Torres Strait Islander people aged 55 and 
above, and younger adults with underlying medical conditions will 
also be prioritised to receive the jab.

The next phase includes mainly adults aged 50 to 69 plus ‘other 
critical and high-risk workers’ but there are no details about these 
specific industries. The final rollout of the vaccine will be to the 
general adult population and lastly teenagers 16 and under. At 
this stage there is no definitive dates as to when these phases will 
start and finish, but the process will take months. 

Can You Insist Staff Take the Vaccine?
The Government expect a small percentage of the population to 
resist inoculation and given the importance of the coronavirus 
vaccine to public health and economic recovery, they are launching 
a massive three phase advertising campaign to educate the public 
and remove any fears or concerns. 

The Federal Government have said the coronavirus vaccine will 
not be compulsory, however, some industries will require workers 
to get vaccinated. Legal experts suggest some employers have the 
right to introduce a vaccine policy in their business, particularly if 
there is a significant risk to workplace health and safety. Obviously 

COR   NAVIRUS VACCINE ROLLOUT
– WHAT BUSINESS OWNERS NEED TO KNOW
Here’s What Business Owners Need to Know About Australia’s Rollout of the Coronavirus Vaccine

high-risk Industries including hospitals, meat processing, aged care 
facilities and organisations that work with children are expected to 
push for vaccination. For other industries, it is somewhat of a grey 
area and it will depend on the industry conditions and balancing 
the employer’s duty of care to others with the employee’s reason 
for rejecting the vaccine. 

The Fairwork Ombudsman states that there are limited 
circumstances where an employer may require their employees 
to be vaccinated against coronavirus. Employers that have an 
enterprise (or registered) agreement or employment contract in 
place requiring vaccinations (which would need to be updated 
to specifically include coronavirus vaccinations) would still not 
be enforceable if the terms of the contract do not comply with 
anti-discrimination legislation. As there is currently no specific 
legislation or public health order enabling employers to require 
their employees to be vaccinated against coronavirus employers 
would need to consider whether it is lawful and reasonable to give 
their employees a direction to be vaccinated. 

The Cost of the Vaccine
The Federal Government have stated the COVID-19 vaccine will 
be free for all Australian permanent residents and temporary visa-
holders. As such, there will be no cost to business owners.
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PLANNING 
FOR A 
PANDEMIC
There is an old saying, ‘The most fertile source of insight is 
hindsight’. That being the case, what can business owners learn 
from the COVID-19 pandemic? 

American business magnate, investor, and philanthropist, Warren 
Buffet said, “Only when the tide goes out do you discover who’s 
been swimming naked.” In boom times, flawed business models 
and poor business practices go unnoticed but when the tide turns 
these issues surface. The pandemic arrived with very little warning, 
but a lot of businesses have perished and there is more to come 
as the income support, rent deferrals and loan repayment lifelines 
all expire shortly. 

 The pandemic changed the way we live, work and play. Apart from 
being a massive health and humanitarian crisis, the pandemic 
sent hundreds of thousands of businesses into hibernation and 
in the process, created some incredible challenges. The economy 
shut down, supply chains were interrupted, and we witnessed 
panic buying. As businesses emerge and start to adapt to the 
new ‘normal’, some of the temporary habits developed during 
the survival phase have become a permanent part of the 
landscape. Social distancing and staff working remotely have 

Business owners were Initially in ‘survival’ mode and the Government 
support certainly saved many businesses. The Federal Treasurer 
Josh Frydenberg admitted that some businesses won’t survive 
the COVID-19 pandemic. He said, “There will be businesses that 
will fold, there is no doubt about that, and we can’t save every 

Revival Phase

become mainstream and virtual meetings have replaced face to 
face meetings. Consumers have embraced online shopping and 
research out of the US suggests that more than half (58%) of the 
population don’t plan to go back to using cash after the pandemic 
ends, choosing instead to transition to a cash-free lifestyle.

business and we can’t save every job.” Obviously, some small 
business sectors are in a particularly precarious position including 
those in travel, hospitality, and event management. 

In February, Victorians were put into a five day ‘circuit breaker’ 
lockdown with stage four restrictions in place across the entire 
state. Business owners were given just 12 hours’ notice of 
the lockdown that coincided with peak season for florists and 
restaurants, given it was on the eve of Valentine’s Day and Lunar 
New Year celebrations. It was a financial disaster for these types 
of businesses who were fully stocked or had ordered supplies that 
couldn’t be cancelled. The fact is, there could be more pandemics, 
and this certainly won’t be the only economic recession business 
owners have to deal with in this country. As such, every business 
needs to have a contingency plan. 

As the Government rolls out the vaccine, we have moved into the 
‘revival’ phase that requires business owners to think through the 
strategies to operate in the new environment. Consumer behaviour 
has changed, and the digital domination requires business owners 
to invest even more resources in their online presence.
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Your Digital Presence

Your Website - Build it and They will Come...

With retail stores closed and people in lockdown, COVID-19 
forced a massive shift in consumer behaviour to online shopping. 
We always suspected this shift was going to happen, however, 
the pandemic accelerated the move. According to Australia 
Post’s 2020 eCommerce Industry Report, in April 2020, 5.2 
million Australians shopped online, and the Australian Bureau of 
Statistics estimates those sales were worth $2.7 billion which is 
around 11.1% of all physical retail sales. This is a 56% increase 
compared to the 7.1% of retail sales back in March 2019.

Even as social-distancing rules ease, this trend will continue to rise. 
Many brick-and-mortar shops are at risk with reduced foot traffic 
as consumers enjoy the ease and convenience of online shopping. 
This massive shift to online sales will be one of the many legacies of 
COVID-19 and while the driving force behind the growth of online sales 
was necessity not consumer preference, the consumer ‘tribe’ have 
spoken and buying online is the new ‘normal’. Businesses who aren’t 
geared up for this change in consumer behaviour will pay the price.

In today’s internet fuelled world, your website is the heart of your 
marketing. It is usually the first touch point with a prospective new 
customer and during the self-isolation period, people were glued 
to their phones, computers, and iPads. With the pandemic-driven 
seismic shift to online sales there’s never been a more important 
time to have a website that sells your products or services. 

Of course, there are websites that work, that is, they deliver new 
business every day of the week. On the other hand, there are 
non-performing websites that are best described as ‘electronic 
brochures’. These websites simply list the who, what and 
where of the business and they don’t generate leads or sales. 
Unfortunately, we often find business owners who have spent a 
bucketload of money to build a ‘pretty’ website that looks good 
but contains very little relevant content. Without original content 
that is relevant and interesting to your ideal type of customer 
you are really relying on hope to attract prospects. By contrast, 
producing and promoting content that targets a specific type of 
customer is a strategy that works. 

Most businesses have some sort of digital presence with a website, 
however, their online sales are still only a small percentage of their 
total sales. The good news is, the internet is a level playing field 
so small business can compete with big business. In fact, some 
big businesses may become casualties of the pandemic which will 
open up opportunities to increase your market share. To capitalise, 
you need to be marketing right now and the focus needs to be on 
your digital presence. 

In the last decade, the internet and social media have rewritten 
almost everything we knew about sales and marketing so right 
now is the perfect time to update your website and ramp up your 
social media activity. What channels work best in your industry? 
What are your competitors doing in that space? If we slip back 
into another lockdown don’t sit idle, get online and do some 
serious research. Monitor what your competitors are doing and 
remember, your website will never be ‘finished’ it will always be a 
work in progress. 
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Your website must spell out the benefits you offer prospective 
customers not just the features of your product or services. Focus 
on educating your audience and provide value. Let your content 
do the talking and demonstrate your expertise so visitors want 
to reach out and want to contact you. Obviously not everyone is 
ready to buy, so entice visitors to take action and as a minimum, 
subscribe to your mailing list.  

Visitors to your website will pass judgment on your business in 
seconds and if your website is old and tired or doesn’t deliver a 
positive customer experience it’s time for a makeover or a new 
website. Take a step back and assess your current website – is 
it delivering new customers, clients, or patients? Is it easy to 
navigate? Does it differentiate you from your competitors? Does 
it provide everything your customers need including e-commerce 
facilities? Does it resonate with your ideal type of customer and is 
it memorable? Does it look modern, fresh, and appealing? 

Compare your site with your competitors. What features on their 
sites give them the edge over your site? Are you missing calls to 
action, videos, a live chat feature, lead magnets, an online booking 
facility or an e-commerce store? Make sure your brand and the 
images on your website appeal to your target demographic. 

Sadly, many business owners don’t understand the importance 
of SEO (search engine optimisation). Kevin Costner famously 
said, “Build it and they will come” in the classic 1989 U.S. 
film, “Field of Dreams”. Unfortunately, this theory doesn’t apply 
to websites. To appear on page one of a search on Google is 
a science and it does not happen without a lot of things in 
place. In fact, if you aren’t showing up on page 1 of a Google 
search, your website pages, blog, articles, and videos are 
almost invisible because ninety percent of people don’t go past 

the results on page one when doing a Google search. The top 
3 positions on Google account for over 60 percent of all clicks 
on page 1 (Position 1 = 33%, Position 2 = 18%, Position 3 = 
12%) so spend some time every week to monitor your keyword 
rankings and try different tactics to move up the rankings. It can 
be a slow process but as long as you are moving up the page 
rankings, you are making progress. Focus on key words and 
phrases in your industry and tailor your content to the needs of 
your ideal customer and niche markets. 

While this certainly creates an opportunity, do not get 
complacent because your competitors are probably putting their 
underperforming website under the magnifying glass as well. 
Online sales are the future and make sure your online presence 
delivers an innovative customer experience.
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WELCOME TO THE SECOND EDITION OF THE RECESSION BUSTER!

The COVID-19 pandemic not only triggered a 

global health crisis, it also plunged Australia into 

recession for the first time in three decades. 

These economic conditions are unfamiliar 

territory for most business owners and we are 

here to help you navigate your way through this 

extraordinary period.  

As we reopen our businesses we are being 

confronted with a new ‘normal’. More people 

are working from home and increasingly, staff 

and customer meetings are being conducted 

online. It’s a whole new world and consumer 

behaviour has also changed with a massive shift 

to online sales. As such, we genuinely believe 

your marketing and your website could be the 

difference between gloom doom and boom.  

As a proactive accounting and business advisory 

firm we view financial statements and tax 

returns as the start of the client process, not the 

end. We do more than just ‘keep the score’ for 

our clients and aim to help you build a more 

robust, profitable and valuable business.  

The purpose of these ‘Recession Buster’ 

newsletters is to provide you with 

innovative and practical marketing strategies  

that you and your team can implement. They 

are low cost initiatives that could help you 

revive, survive and hopefully thrive.  

To grow a business you need to combine 

strategic thinking with the right tools and of 

course, people who implement.  

Have a read of the newsletter and make sure 

you share it with your team members. To get the 

most out of it, read each article with the mind 

set - How could this apply to my business? Take 

notes, create an action plan and assign tasks to 

your team together with a deadline for their 

implementation. 

If you have any 

queries or need 

help, please 

don’t hesitate to 

contact us.  
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4 WAYS TO GROW YOUR BUSINESS 

Everyone wants to grow their business but sadly 

there’s no magic growth formula. The truth is, 

no amount of enthusiasm, passion, hard work or 

talent can guarantee business growth and 

success.  

Fundamentally there are only four ways to grow 

a business: 

1. Increase the number of (ideal) customers

2. Increase the number of times customers

come back and buy from you 

3. Increase the average value of each sale you

make to your customers

4. Increase the effectiveness of each process in

your business.

If you could increase each one of these four 

factors by just 10% the compound effect would 

be a staggering 46.4% increase in your revenue. 

In theory it sounds simple but the reality is, it’s 

a complex process with lots of moving parts. In 

the digital and social age your marketing has 

never been more important and the internet 

and social media have turned marketing and 

advertising on its head. Offline marketing tactics 

like TV, radio, newspapers and direct mail have 

lost their marketing mojo. They have been 

replaced by online marketing tactics including 

Google searches, content marketing, email 

marketing and social media. 

It’s easy to think growth is all about attracting 

more new customers, clients or patients, 

however, it’s only one part of the marketing 

jigsaw puzzle. To maximise your growth you 

need to consider all ‘four ways to grow your 

business’ and in this edition of the Recession 

Buster Newsletter we're going to examine the 

second way to grow your business – Get Your 

Customers to Buy More Often.  

In future editions we will examine the other 

ways to grow your business. 

How To Get Your Customers to Buy 
More Often 

It makes sense to get your existing customers to 

come back and buy again and again. Research 

from Bain & Company suggest it can cost up to 

6 times more to win a new customer than it does 

to have an existing customer come back and buy 

from you again.  

Remember, you invested 

time and money to 

acquire that customer for 

the first sale but every 

additional sale involves 

minimal if any extra cost. 

The research also 

indicates that repeat 

buyers spend more with 

larger transactions.  

It’s easy to get caught up in the chase for new 

customers and plenty of business owners put all 

their marketing effort into attracting new 

customers. Their advertising and offers are all 

designed to win the attention of new customers 

but ironically, after winning that new customer 

they often ignore them in future marketing 

campaigns. A great example is tradespeople 

(carpenters, electricians and plumbers) who 

chase new customers but they often don’t build 

a database to market their services to down the 

track. They simply assume the customer will 

remember them next time they need their 
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services. Leaving a business card or fridge 

magnet with the customer won’t cut it anymore. 

Don’t forget, when you decide to sell your 

services business you have very little to sell 

without a customer database. 

Restaurateurs often make the same mistake yet 

it’s so easy to get your satisfied customers to 

sign up to a birthday club or loyalty program to 

entice them to come back to buy from you again 

and again.  

So how can you encourage repeat business? 

1. Identify your best customers and pamper

them

It all hinges on having an up to date 

customer database and then categorising your 
customers. If you identify the customers who 

keep coming back you can tailor your 

marketing and potentially expand the range 

of products or services you offer them. If you 

split or categorise your customer database into 

A, B, C and D grade customers you can 

develop ongoing communications and offers 

that are appropriate for each group of clients.  

For example, your A grade customers are your 

ideal customers who keep returning and buying 

more. You could invite them to join your gold 

class customer club who get special offers and 

even discounts. Your B class customers could 

get special offers and product samples while 

your C and D grade customers might just 

get your regular newsletter or catalogue. 

Ultimately you need to focus 80 percent of 

your attention on the top 20 percent of your 

customers.  

2. Deliver Awesome Service

There’s no point chasing new customers if you 

don’t deliver great service. You’ll end up with a 

revolving door – as a new customer walks in, an 

existing customer will walk out. You should aim 

to delight your customers with a great buying 

experience so they keep coming back and share 

their positive experience on social media. Your 

commitment to awesome service could turn out 

to be a real point of difference compared to 

your competitors. 

Service standards including good telephone 

technique and even your speed of delivery and 

follow up can be systemised so all your staff 

know precisely what is expected. You want to 

delight your customers with your courteous 

approach, your point of sale, delivery and after 

sales service. This probably requires you to train 

the team so they deliver consistent, quality 

service. 

Bain & Company research indicates a customer 

is 4 times more likely to defect to a competitor 

if the problem is service-related than price or 

product related. You must aim to deliver 

awesome customer service! 

3. Nurture your customers

Customer retention is critical. Your existing 

customers have bought from your before, 

hopefully had a positive experience and simply 

need to be nurtured so they come back and buy 

again. It’s just bad business to ignore an existing 

source of revenue that’s right under your nose. 

The nurturing process is designed to make your 

customers feel valued and with email it’s cheap 

to stay in touch and keep your business top of 

mind with your customers, clients or patients. If 

you rarely communicate with your customers 

beyond the first ‘sale’ it’s time to think about 

developing more ‘touch points’ including things 

like a newsletter, special offer, service reminder, 

thank you note or emails promoting new 

products or services. A business card or fridge 

magnet is old school marketing and not enough 

in the digital and social age.  

Ask the customer for their email address so you 

can email them their tax invoice. Problem solved 

… you can then add them to your customer 

database for future marketing campaigns. 

When you’ve invested so much time, effort and 

money to earn the trust of your customers, it 

makes sense to nurture the relationship. Turn 

customers into brand loyalists and fans of your 
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business. Think about establishing a loyalty 

program that rewards frequent buyers. Follow 

up phone calls post-sale can strengthen your 

relationship with customers. Real customer 

service is what you do between sales.  

Ultimately you probably want your 

communications to upsell but consumers might 

prefer educational information on how to use 

the product better, other applications for the 

product or how the product can save them time 

with a ‘cheat sheet’ of ideas. 

In essence, they feel you’re there to help them 

without trying to sell them anything. It shows 

you genuinely care and when customers are 

nurtured without being pressured to buy they 

tend to share the positive experience on social 

media or through word-of-mouth referrals. 

In summary, existing customers trust you and 

they will consider purchasing other products 

from you. They provide the opportunity to 

cross-sell other products and online customer 

loyalty is a key driver of long-term business 

profitability.  

These loyal online customers, just like their 

offline counterparts spend more and McKinsey 

report that e-Commerce spending for new 

customers is $24.50 on average, compared to 

$52.50 for repeat customers. Existing customers 

refer and are more willing to expand their 

purchases into new products and categories. As 

a consequence, they are more profitable than 

one-off shoppers and your marketing must 

entice them to keep coming back. 

TURN YOUR ‘ELECTRONIC BROCHURE’ WEBSITE INTO A LEAD 
GENERATION MACHINE (PART 1) 

During the industrial revolution there were 
tremendous changes to the way people did 
business. To name just a few, the advent of 
paper made from fibres rather than rags, the 
typewriter, newspapers, printing, mail 
systems, photography plus the start of radio 
and telephone. All of those changes must have 
seemed daunting and confusing at the time 
and that is precisely how many people feel 
now with the digital revolution.  

The internet and social media have 
revolutionised the way we live, work, 
communicate and play. They have also turned 
advertising and marketing on their heads. 
Offline marketing tactics like TV, radio, 
newspapers and direct mail have lost their 
marketing mojo and have been replaced by 
online tactics like Google searches, content 
marketing, video, email marketing and social 
media. 

Courtesy of the internet, your customers have 
access to more information in a day than their 
grandparents did in a lifetime. They had to 
spend hours sifting through their Encyclopedia 

Britannica 
collection to 
research 
something we 
can Google in 
seconds. The 
pandemic has also seen online sales and e-
commerce explode so your website is now 
aguably your most important marketing tool.  

The primary purpose of your website is to 
drive traffic and create leads but a lot of 
websites are really just electronic brochures 
that list the who, what and where of the 
business. Given the change in consumer 
behaviour, it could be time for a website 
review, reconstruction or makeover. Treat 
your website as an investment, not a cost and 
remember, it will always be a work in 
progress.  

To help you, in the next few editions of the 
Recession Buster Newsletter we are going to 
examine some essential website ingredients 
that could turn your ‘electronic brochure’ into 
a lead generation machine.   
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1. VIDEO  

Video is now a huge part of 

the marketing landscape and 

YouTube is the second 

biggest search engine behind 

Google. The statistics around 

video are compelling including:  

• YouTube has over a billion users, almost 

one-third of total internet users.  

• 45% of people watch more than an hour of 

Facebook or YouTube videos a week.  

• More than 500 million hours of videos are 

watched on YouTube each day.  

• More video content is uploaded in 30 days 

than the major U.S. television networks have 

created in 30 years.  

• 72 Hours of video are uploaded to YouTube 

every 60 seconds. 

• One-third of online activity is spent watching 

video. 

• 85% of the US internet audience watches 

videos online. 

• The 25-34 (millennial) age group watch the 

most online videos.   

• Over 500 million (half a BILLION) people are 

watching video on Facebook every day  

• 82% of Twitter users watch video content on 

Twitter 

In a marketing sense, videos are ‘white hot’ and 

they can increase traffic to your website, help 

sell your products and services, let you share 

knowledge and keep visitors on your site for 

much longer (which is a Google ranking factor).  

To get maximum SEO mileage from your videos 

make sure you write content on your social 

media channels that promote your videos. You 

can refer to them in your blog posts and 

remember, search engines like Google can’t 

hear the words spoken in your videos so we 

recommend you include the transcript on the 

same page as your video.  

By including the text and transcript, Google can 

effectively ‘watch’ the video, allowing them to 

index the content. Also, some people still prefer 

to read the content rather than watch the video 

so you satisy both parties. A final point, carefully 

place the videos on the most relevant pages of 

your website.  

2. A BLOG  

Consider a blog page 

on your website that 

lets you write 

commentary about 

new products or services, the latest trends in 

the market or provide an insight into the 

industry. Your blog can position you as a thought 

leader or industry expert and build confidence 

with your customers who will see you as a 

reliable resource for information.  

Your blog posts also help with your Search 

Engine Optimisation (SEO) as Google and the 

other search engines have an insatiable appetite 

for original, quality content. Your blog also 

serves as content to post on Facebook, Twitter 

and LinkedIn plus it can be re-purposed for 

inclusion in your newsletters and e-books.  

Your blog gives your business a voice and allows 

a two-way conversation with customers, 

prospects and industry participants who can 

provide comments and feedback on your posts.  

Start by posting once a month then try and 

increase the frequency to fortnightly then 

weekly. Build confidence and momentum and 

make sure you reply to all comments.  

3. RESPONSIVE TO MOBILE DEVICES 

Research suggests 

that 62% of 

customers will stop 

considering a small 

business if they can’t 

find information 

about it online. With 

the majority of searches on Google now from 

mobile devices, if your website is not mobile 

responsive you are almost invisible.  
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Google switched to ‘mobile-first’ indexing years 

ago that means Google will crawl and index the 

mobile version of your website as its primary 

content ranking source. Previously Google used 

the desktop version of your website.  

A mobile responsive website will adapt to the 

size of any screen it is being viewed on so if 

someone searches for your business on a tablet, 

smart phone or desktop your website content 

and images show up and scale correctly.  An 

unresponsive website will usually distort the 

way your website appears on mobile devices 

with text scrambled, images misaligned and 

users are forced to scroll through pages of 

information in search of what they want. This 

provides a poor user experience and remember, 

prospects are a click away from visiting your 

competitor’s website! 

LIFT YOUR CONVERSION RATE - LIFT YOUR PROFITS

Your sales 

conversion rate 

is usually 

expressed as a 

percentage and 

is the number of 

sales you make 

divided by the 

number of inquiries you receive. When most 

business owners are asked what they think their 

conversion rate is, the majority say 75% to 80%. 

However, when the numbers are accurately 

tracked in those businesses, most owners find 

(much to their surprise) the figure is often as low 

as 20% to 25%.  

Given those facts, it becomes clear that 

generating leads is not the greatest opportunity 

for the business – converting more of those 

leads into sales has far more potential. 

By focusing on internal issues like sales training, 

special offers and better follow-up you can 

dramatically increase your sales conversion rate 

and increase your bottom line without spending 

any more on marketing. 

You can start tracking conversions by simply 

keeping a tally of the number of inquiries you 

receive over a week and monitor the number of 

sales made from those leads. Draw up a 

spreadsheet and make note of each inquiry you 

receive and track any sales from that source. 

Then, at the end of the period (the week or the 

month) you simply calculate the conversion rate 

for the whole team. Then, ask yourself, - what 

do we need to do to increase our conversion 

rate from 25% to 40% or higher? 

See what answers you and your team can come 

up with and then quantify the financial impact 

on your sales and bottom line. You might get a 

very pleasant surprise.  

Attract Quality by Offering a Career - 
Not Just a Job  

Most job candidates, 

particularly the good 

ones, don’t want just 

a job. In fact, they’ll 

often go out of their 

way to avoid just 

taking a ‘job’! Rather, good people want a 

career or at least something with purpose and 

opportunities. Those people want to feel that 

they’re making a difference, that they’re 

contributing. If you’re looking to attract quality 

candidates, what is your business doing to 

appeal to these types of people? 

Take a look at the ads on www.seek.com and 

you will find most of them are stock standard  

job ads that detail the boring basics. They don’t 

sell the real features of the employer or the role. 

The classic ‘help wanted’ ad is only marginally 

useful in today’s competitive search for talent. 

Think in terms of any advertisement and make 
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sure you stand out in the crowd. Average job ads 

attract average candidates and if your business 

has a point of difference spell it out! Make it 

clear that you offer a great work environment 

with opportunity for personal growth, cutting 

edge training and potential for income growth. 

You’ll find most 

job seekers check 

out your website 

before they 

consider applying 

so if you’ve got 

one of those 

‘electronic billboard’ sites it’s time for a 

makeover. People will pass judgement on your 

business in seconds based on your online 

presence and you only get one chance to make 

a good first impression. If you’re not getting 

quality candidates there’s a reason and it’s time 

to put your job ad and website under the 

microscope. 

Job ads are like any other kind of advertisement, 

you need to get the attention of the people with 

the right headline. Instead of using the title 

‘Retail Sales Person’ try something different – 

Can You Sell Ice to an Eskimo? If you are looking 

to employ passionate people then say so in the 

headline! There is a sea of sameness out there 

with job ads but an outstanding headline will get 

your ad read.   

Tell the candidates that you offer something 

different and talk about how the people in your 

business are a cut above the rest and thrive on 

team work. Tell them they’ll need to think on 

their feet and that they will be rewarded for 

their efforts. Of course, make sure that you 

deliver on your promise! Sometimes you need 

to think ‘outside the box’ in order to attract high 

calibre people. Make sure you know what 

today’s recruits want because the market has 

changed, particularly for millennials.   

Business is a Team Game  

Strategy is a top 

management job, but 

it is not a job for top 

management alone. 

The more people you 

involve in thinking 

about the direction 

your business should 

take, the better off you will be. Involve 

revolutionaries – after all these are the people 

most likely to push the boundaries or change 

the game in some other way.” (Boyett & Boyett 

– ‘The Guru Guide’ John Wiley & Sons.) 

Your team could be those internal 

revolutionaries for your business – after all, they 

are at the coal face with your customers every 

day and they face challenges within your 

business. Why not start there for ideas on where 

and how to grow your business? Better yet, 

they’ll feel more involved and committed as 

well. 

FUNNY BUSINESS… 

"I’ll tell you, it’s Big Business. If there is one word 

to describe Atlantic City, it’s Big Business. Or two 

words – Big Business.” 

Donald Trump, US President and real estate 

tycoon looking down on Atlantic City from his 

helicopter, as quoted in a 1989 Time Magazine 

article. 
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IS THERE VALUE IN GIVING A GUARANTEE?

What holds someone back from buying from 

your business?  

The most common barrier is a fear of making the 

wrong decision. Are they buying the right 

product or service? Are you reputable? Is this 

the best deal? Is it good value? Is the product 

reliable? The list goes on and that fear of risk 

often stops customers in their tracks. Now 

imagine what would happen if you removed 

that risk – if you gave the potential customer a 

fall back position?  

By offering a guarantee you are reversing or 

removing the risk for the customer. Doing so 

offers you a huge opportunity to increase sales. 

Better yet, it helps differentiate your business 

from your competitors.  

But how risky is it? Guarantees can lift the 

response to your marketing by up to 350%. 

What would that mean to your revenue? Could 

you afford to have one ‘bad apple’ as a 

customer? Instead, offer customers a risk free 

guarantee and the good news is, statistical 

research by Christopher 

Hart (author of 

Extraordinary Guarantees) 

shows it’s only 0.1% of 

customers who are likely to 

call on your guarantee. If 

you’re thinking ‘I couldn’t 

offer an unconditional guarantee because 

people would exploit it’, in reality the opposite 

is the case. Stand behind the quality of your 

products and services by offering a guarantee.   

For a guarantee to be effective it must be 

specific. Maybe it’s a lifetime warranty, full 

money back guarantee or return it in 30 days for 

a full refund. Remove the risk and fear of buying 

from you and promote it on all your marketing 

materials. Encourage your team to talk with 

customers about it and have it on your signage. 

Remember, when you literally guarantee to 

your customers that they will have nothing to 

fear in dealing with you, you’ll remove the 

barrier and pave the way for them to take the 

next step and purchase. 

HOW TO MAKE THE MOST OF THIS NEWSLETTER ...

Be sure to read each article and take notes on 

how they apply to your business. Circulate the 

newsletter to all your team members and to 

maximise the results, arrange a meeting to 

discuss ideas. Set a deadline to implement and 

doing that should really get your business 

moving in the right direction. 

The Recession Buster Newsletter is produced exclusively for members 
of the Accountants Accelerator Group. This is a group of proactive 
accounting firms across Australia who do more than just keep the 
‘score’ for their clients. They are committed to helping their clients 
through the pandemic so they not only survive, but actually thrive.  

 

DISCLAIMER 

While every effort has been made to provide practical and valuable information in this newsletter, this firm and any 
related suppliers or associated companies accept no responsibility or any form of liability from reliance upon or use 
of its contents. Any action should be carefully considered within your own particular circumstances as the 
information is intended as general information only. 
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