






VISION

'The ease of doing business' determines whether your company
will be among the winners or the losers. However, to become 'easy'
is not simple and requires time

note here is that the client does not ex-

perience this as interference; on rhe con-

trary, the appreciation for what Amazon.

com has to offer is real. Another good

example: car manufacturers these days are

offering their customers a choice of col-

our and accessories directly via their web-

sites. 'Easier' for the client, who can play

around with the various possibilities from

the comfort of his own desk top compu-

ter, and 'easier' for the dealer with savings

in showroom advice time.

Help in making choices is also an 'easy'

winner with agents and sellers. Why

waste time doing the leg work on pros-

pects of dubious potential, when the sales

organisation can hand you a list of prime

leads offering a high chance of closure?

Live up to expectations!
The biggest pitfall is in not fulfilling the

'easy' bit. Microsoft: promises that its new

Vista operating system really makes the

computer easier: 'get things done and get

on with life! It's easier and faster than ever

before.' This of course generates some very

high expectations, but if a cross section of

c

THE VIRGIN ONE 'MORTGAGE

SHRINKER' - IT IS EASY TO

SHRINK YOUR MORTGAGE!

Virgin's One Account combines your

mortgage with your salary. The

money on your account doesn't just

stay there, it automatically reduces

your mortgage balance, and conse-

quently the amount of interest you

pay. You can use a simple tool to

quickly find out how much of your
mortgage you can shrink.
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GRAND CENTRAL; NO MORE FUMBLING AROUND WITH VARIOUS

TELEPHONE NUMBERS Grand Central came up with a very convenient idea:

one number for all your telephones, you then decide which telephones ring when

someone calls. All your voicemails are routed to one central spot and can be

accessed from any device, even via the internet. Currently this service is only
available in the US, but as Google has recently taken this over, before long,

telephoning will become quite a bit easier for the rest of the world.

internet forums on the subject is to be be-

lieved, Vista is currently generating more

questions than it is solving.

'Easy' is a strong theme for organisations

to focus their energy upon. Everyone, from

sales representative to administrative em-

ployee, can use this explicit theme and

ponder for themselves whether things can

be made any easier for the client. Finally,

'easiness' should be woven into the very

fabric of the company.

The previously mentioned insurer had

fully grasped the importance of this point

by promoting the concept of 'easiness' to

a leading principle for products, sales and

service processes, communication etc.

'Easy' best practices have been collected

worldwide, which serve as inspiration to

the organisation. To actually make 'easy' a

way of life, 'Easy Challengers' have been

appointed; employees specifically tasked to

continuously search for ways of introduc-

ing and implementing the concept into all

aspects of the business.

Easy is quantifiable
'Easiness' is not an objective in itself. Any

product, service and process can be made

'easy' if enough resources are thrown at

it, but the bottom line dictates that any

investment in this area should generate

a financial return. Each 'easy' initiative

should therefore be translated into quan-

tifiable objectives, such as growth of sales,

efficiency and client satisfaction.

'The ease of doing business' determines

whether]our company will be among the

winners or the losers. To become 'easy'

is not simple and requires time. The re-

wards can be high; price, product and

distribution, all of which can be imitated,

but 'easy' is a way oflife, a mindset. And

that is a lot more difficult to replicate. «
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