
CHAPTER FOUR /  SMART BUSINESS

TRANSITIONING:
The key to success in business is the 
ability to leave behind the baggage 
from your previous interaction and 
show up at the next one with a mindset 
that will help you gain the maximum 
amount of value from it, and create 
SATISÁED�CUSTOMERS�WHO�WILL�HELP�DRIVE�
your business forward. In an article 
based on his book, The Third Space,  
Dr Adam Fraser explains all
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faced with many challenges. Keeping clients happy, 
managing the expectations of stakeholders, and 
keeping up with constant regulatory changes are  
all in a day’s work. Of all the challenges you face the 
greatest one is the huge number of hats you have to 
wear on any given day. One moment you are playing 
counsellor to a client; the next you are wrestling with 
a frustrating bank system; then selling your expertise 
to a prospective client. Finally you are expected to go 
home and turn off from work and engage with the 
people in your personal life. The challenge is how do 
you perform at your best in each space you inhabit 
and not carry a bad experience into the next one?

I first came across the concept of transitioning 
when Jim Loehr’s research showed that there was 
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very little difference between the top 100 male  
tennis players in terms of speed, accuracy and power  
during the point. Where the elite players differed 
was what they did in between the points. First of all 
the elite players were able to reflect on the previous 
point and not carry what happened into the next 
point. Secondly, they were able to relax their bodies, 
which calmed their minds and conserved their  
energy. Finally, they moved into the next point with 
a focused, optimistic mind. It was not what the elite 
players did during the point; it was what they did in 
between the points that made them the best.

We are just like the tennis players moving from 
point to point: our lives are made up of moving  
between different spaces. The first space is the  
role/environment/task you are in now; the second 
space is the role/environment/task you are about  
to transition into. For example, you may go from 
checking emails at your desk to sorting out a  
personal issue, or you may go from an internal  
meeting about the strategy of your business to  
an external meeting where it is about your client’s 
world. Each space requires us to be different  
things to different people. 

The key to success in business is the ability to 
use the ‘Third Space’ (the transitional gap between 
the first and second) to leave behind the baggage 
from the previous interaction and show up at the 
next one with a mindset that will help you gain the 
maximum amount of value from it.

DON’T TAKE WORK HOME
One of the transitions we struggle with the most is 
the transition from work to home. In our research 
we found that people often carried the work  
mindset into the home; that is they tried to run their 
homes like their offices. This mindset is obviously  
not conducive to the home. Our research found that 
only 26% of people came home with a positive 
mindset and only 43% came home in a good mood. 
We set out to determine if the transition between 

work and home could improve mood and mindset. 
After three years of research we found the magic 
formula. The perfect transition between work and 
home consists of three elements:

Reflect: This is where you reflect on the day. The 
key is to reflect on the positive things that happened. 
Specifically, what went well, what did you achieve 
and how did you get better? This activity gives you a 
burst of happiness and optimism.

Rest: This is where you take time to be calm and  
focus on the present moment. This step relaxes the 
mind and sets you up for constructive behaviours.

Reset: The final step is where you become clear 
about your intention for the home space and  
articulate the specific behaviours you want to  
exhibit. This final step has a dramatic impact on  
people’s behaviour as it elevates their self-awareness.

In one experiment we asked a group of small- 
business owners to practise these three steps between 
work and home. After a month of practising we saw 
a 41% improvement in their behaviour in the home.

A POSITIVE CUSTOMER EXPERIENCE 
NEEDS THE RIGHT MINDSET
This strategy also applies to our business day.  
Business owners in the financial services space have 
had to alter the way they interact with clients  
dramatically. They are expected to take a holistic 
view of their clients, talk to them about their hopes 
and dreams, manage their emotions, and spend 
more time justifying the fees they charge. We all 
struggle with change. In fact, 75% of change efforts 
in the workplace fail. One of the reasons we fail to 
change is that we get busy. We might go to a seminar 
about improving our business and write down some 
great strategies. However, we get back to the office 
and are greeted by 150 emails and a panicked phone 
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call from a client. The change gets put on the back-
burner and we go into survival mode. 

We have run a number of very successful cultural 
change programs. Our strategy is simple:

STEP 1: Map out what new behaviours need to be 
incorporated.

STEP 2: Each time people move from one inter- 
action to another they remind themselves of those 
key behaviours. The likelihood of incorporating these 
behaviours is far greater since they are front of mind.

The customer experience drives your business.  
Services firms, more than any other sector, are built 
on referrals. People refer when they have had a great 
experience. It drives consumer behaviour. 

A challenge we face in Australia is that in-store 
retail spend has dropped. What is the average retail 
experience like in this country? It sucks! Staff  
seem more interested in updating their Facebook  
statuses than serving you; things are hard to find  
and you have line up to be served. People are  
increasingly shopping online because the store  
experience is terrible. Yet Apple makes 50% of its 
profit from in-store shopping and is the most profit-
able store per square metre of space on the planet.
When people were asked why they shopped at the 
Apple store rather than going online, they said it was 
because of the experience. They loved going to the 
store: it was fun; it was cool; it felt good to be in there.

When I recently asked my Facebook community 
to refer me to a financial planner and a mortgage  
broker, the reasons they gave for recommending 
people all revolved around the experience of  
dealing with them. It was things like: “They really 
listened to us and understood what we wanted from 
our financial plan”; “She was really nice to deal with, 
listened to us and took her time”; “They didn’t just 
push products on us, they understood our risk  
profile and tailored the plan to meet that”; and 
“Their level of service and care went above and  
beyond; they spent time understanding our needs 
and determined what was the best loan for us”.

How we interact with our clients determines if 
we are successful or not. As you transition into every 
client interaction, ensure you use the ‘Third Space’  
to get yourself into the right mindset to give your  
clients a positive customer experience. Ask yourself: 
“How am I showing up?” The better you show up, 
the more you will create satisfied customers who 
will help drive your business forward. 

TRANSITIONING IN PRACTICE: AMP

DESPITE BUSY LIVES AND HECTIC SCHEDULES, 
BROKERS STILL NEED TO MAKE THEIR 
CUSTOMERS FEEL “AS IF THEY ARE THE 
BROKER’S ONLY CLIENT”, AMP’S MANAGER  
OF THIRD-PARTY DISTRIBUTION GLENN GIBSON 
TELLS AMY ROSENFELD

“Giving great service to the customer and really 
thinking about each client as an individual is 
paramount to ensuring they receive the best 
service, which keeps them coming back and also 
referring the business,” says Glenn Gibson.

No matter how many other demands there are on 
a broker’s time, clients need to feel that their broker 
holds their needs as top priority, he says. Taking a 
PROACTIVE�APPROACH�TO�CUSTOMER�ÁLES�BY�KEEPING�IN�
mind each deadline and then sticking to it is one of 
the simplest ways of achieving this.

“Telling a client when they will be next contacted 
and by whom makes the client feel that the broker 
is in total control and completely focused on them,” 
Gibson says. “Mind you, keeping to your contact 
timeframes is crucial, even if something hasn’t 
happened in the expected timeframes. Ringing a 
client to tell them that something hasn’t happened 
is just as important as contacting them when  
it has.”

Taking this pre-emptive approach can also help 
brokers’ productivity and task management by 
reducing unscheduled interruptions by clients 
looking for updates. 

Realising the importance of a strategy aligned 
to customer focus, AMP recently created a new 
customer solutions division and appointed a chief 
CUSTOMER�OêCER�

“By aligning our customer focus approach both  
to brokers and customer we believe we will be in  
A�BETTER�POSITION�TO�SUPPORT�THE�CUSTOMER�ÁRST�
approach of our brokers,” says Gibson, who adds 
that being able to focus on each customer as an 
individual, regardless of a demanding workload,  
is crucial to building referrals and lifting your  
bottom line.

“People are more likely to believe what they  
hear from friends and relatives than they are from 
advertisements. Repeat customers and customer 
referrals are two of the highest converting lead 
sources,” he says. 

“Delivering the optimum customer experience is 
NOT�JUST�ABOUT�THE�ÁRST�TRANSACTION�BUT�ALSO�THE�NEXT�
one and the ones after that.  

“When you consider the cost of acquisition  
of each new customer, including advertising, 
MARKETING��THEN�THE�ÁRST�REPEAT�BUSINESS�HALVES�
THAT�COST��AND�THE�BENEÁT�CONTINUES�WITH�EACH�NEW�
interaction.”

Glenn Gibson
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