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Losing a big business account is a siren to remind you NOT to take rela-
tionships for granted and to bridge any gaps you may have in meeting
expectations of your clients .

Being overlooked for a promotion is a nagging alarm on the need to crit-
ically self-evaluate your performance at work and to make immediate posi-
tive changes in performance and professional relationships.

Repeatedly unmet  sales targets in the team you manage is a shrill to
change team management tactics and to immediately  boost the energy and
motivation of your team.

We all receive similar wake-up calls begging for attention, alterations and
change of directions from time-to-time. Like you do with your bedside alarm,
you can choose to ignore, snooze (postpone responding), or respond imme-
diately to these real-life wake-up calls. Your choice of response very much
determines the outcome of your circumstances. Those who have been stag-
nant in their work places and have been left behind in climbing of the profes-
sional ladders will tell you about the numerous wake-up calls they have
snoozed. Those who have hurt themselves and others in drunk-driving motor
accidents will tell you about the wake-up calls, in the form of minor acci-
dents, they chose to ignore. Those who have lost relationship, personal and
professional, will tell you about the various tunes of alarm bells to which they
did not pay much attention. Those who have lost reputations and positions
due to plummeting performance and revenue of the teams they managed will
tell you about the numerous warning bells they muted and defended rather

than responding to immediately. 

Pick up your wake-up call

You owe it to yourself, to your family and to
your colleagues to respond to wake-up calls.
There is a limit to the number of wake-up calls
you will receive. If you keep on snoozing the
alarm or totally ignoring it, calls will stop. This is
when you notice that your family has given up
telling you, that your boss has stopped having
one-on-one discussions with you or that your
friends have stopped calling you. At this stage
you are heading for trouble. Therefore it is vital
that you pick up your wake-up call on the first
ring! 

As human beings we
linger and savour the situ-
ations of comfort and tend
to dismiss and deny fac-
tors that may burst our
comfort bubble. For
example, if your sales
team is not putting out the
best performance possible
and they are dragging the
company revenues down, the first people to
notice this may be your colleagues, your boss or
even your competitors!  But when you are com-
fortably enjoying your dream, hearing your alarm
clock going off is a frustrating experience. That
means you need to get up, get out of your zone
of comfort and do something about it. But if you
ignore the alarm, the results can be far more
damaging and irreversible. So in this instance, as
the head of the sales team, it is your duty to pick
up the wake-up call at its first ring and do what-
ever needs to be done until the plummeting sales
line is reversed. This may involve boosting staff
morale, addressing administrative bottlenecks,
infusing new blood to the sales team and provid-
ing technical and motivational trainings. The
important thing is to give due attention to the
wake-up call. In your personal life, be conscious
of and thankful for the numerous wake-up calls
you receive. Turn the unpleasant shrieks of the
alarm in to wonderful opportunities to reinvent
yourself; take your skills and knowledge towards
less-chartered and exciting directions; find a bet-
ter fitting working environment - so you are not
straining your health; and most of all live a happi-
er, healthier and wealthier life that fulfills you. 
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There is a strong association between
appearance and success in business organi-
zations according to a study by Duke
University published online by the
National Bureau of Economic Research.
The study paired photographs of chief
executive officers (CEOs) of large and
small companies with those of non-execu-
tives with similar facial features, hairstyles
and clothing. Researchers found that those
in CEO positions are more likely to be
assessed as appearing competent, but less
likely to be considered likeable. CEOs who
appear competent earn more than their
peers, even though there is no measurable
association between appearance and com-
pany profitability.

John Graham, professor of finance
explained:

"Other researchers have found links
between beauty and workers' pay, and
demonstrated that politicians benefit from
good looks at election time. We wanted to
see whether appearance also plays a role at
the corporate executive level." 

In a series of online experiments,
researchers asked nearly 2000 participants
to assess paired photographs of more than

100 white male
CEOs and non-
executives. One
study involved 765
participants who
ranked each pair
according to attrac-
tiveness, compe-
tence, trustworthi-
ness and likeability.
CEOs were rated as
more competent-
looking and attrac-
tive. However, they
tended to be rated
as less trustworthy
and likeable than
their non-executive
pairs. Similar
results were found
when 762 partici-
pants were asked to
compare CEOs of
large and small

firms. Executives of large organizations
were rated as appearing more competent 55
per cent of the time, while their small-firm
counterparts were assessed more trustwor-
thy, likeable and attractive.

Manju Puri, professor of finance com-
mented:

"It would be fascinating to study what the
role appearance may play in the careers of
women and minorities. However, because
there are fewer female and minority CEOs,
including them in our set of photos would
have increased the odds of participants rec-
ognizing a CEO, which could have inadver-
tently influenced their rating of the per-
son's characteristics." 

Researchers found that CEOs rated com-
petent by appearance alone tended to
receive a higher income. Those rated four
or above on a five-point scale had an aver-
age total compensation 7.5 per cent higher
than those scoring three out of five on com-
petence. Researchers found no evidence
that a CEO's appearance is related to com-
pany profitability.

Campbell Harvey, professor of finance
said:

"I thought the appearance thing was pos-
sible for politicians winning elections -- but
for CEOs, no way. We are told that CEOs are
very carefully vetted by boards of directors
and professional consultants - as they
should be for their multi-million dollar
jobs. The fact that our research shows that
appearance is unquestionably significant
turns my stomach. Given there is no rela-
tion between appearance and company per-
formance, I hope our research changes the
way we select our corporate leaders: 'looks'
should not be a factor!" -.hrmguide.net
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