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Surviving And Thriving In Tough Times

Resilience In Chaos Is Key

by Linda Nash

| remember the scene in the movie “ Forrest
Gump,” whereevery shrimp boat but Forrest’s
had been disabled in amajor storm. Hisdumb
luck, having been at sea, saved him. Even
though he wasn't a great fisherman, with no
competition he was wildly successful. Don't
count on luck in this storm.

Economic recessionwasupon usbefore Sep-
tember 11, but now, in addition, there is a
massive realignment going on. EXxotic travel
destinationsareout, local and regional tourism
isin. Market segments providing protective
equipment, drugs, and suppliesto the military
are working feverishly, while others are sud-
denly idle. Realignment bringschaos. If your
business is being negatively impacted, thisis
atimefor clarity, courageand commitment.

Why is it that some people and businesses
seem to succeed no matter what happens?
Luck may help, but resilienceisthe key.

Resilienceismorethansurviving—itisthriv-
ing. Eveninthe most visionary organizations
unforeseen obstacles or setbacks occur. This
sudden, massive economic realignment is a
major test. Theresilient organization, the one
with fundamental strength and flexibility, will
take stock, let go of what no longer works,
identify new opportunities, and adapt rapidly.

There are three distinct stagesto resilience.
Strength in all three is necessary in order to
thrive. Each stage is dependent on the previ-
ousone. If your businessisdeficient in stage
one, the “Core,” attempts in stages two and
threemay fall flat or take yearsto accomplish.

Like the core of agolf ball, your core helps
determine the trgjectory, the speed and the
distanceyouwill go. It'syour basic strength—
without it you may not survive, much less
thrive.

Core Issues

Review your mission, your purpose. Isitjust

writing onapieceof paper, oriseverythingyou
doalignedwithit? Thiscreatesyour direction.
Of course you can change it, but do it con-
sciously. Businessesget in trouble when they
don’'t know who they are and what they do.
Here, focusisimportant. Who areyou? What
are you selling and to whom? What is your
niche? Then comesthemost difficult question:
Why? I'll leave you to ponder this one.

Peoplewho offeracommaodity, thatis, some-
thingsimilar towhat othersareoffering, simply
dilutethe market. Specializewithinyour seg-
mentandyou'’ || savetime, money andincrease
your bottom line with less effort.

Communication is key to any successful
business. From big budget advertising to
networking opportunities, the marketplace
needs to know who you are and what you
provide. Here's where branding comes in.
Oversamplified, brandingiscommunicatingyour
mission. Do you have a plan? And are you
implementingit?

Speed Issues

This second stage of resilience determines
how quickly you can respond, adapt and take
advantage of new opportunities. Risk is re-
quired. Your coremay besolid, butitiseasy to
bog down here. Do you regularly re-examine
theway you dothingsandlook for better ways?
Are you willing to try new ideas, and as the
great mythologist Joseph Campbell says,
“leap?’ Safe can mean sorry—the road not
taken.

Rethink how your business can prosper in
thistimeof realignment and focusyour efforts
there. 1t may mean drastic changes, tweaking,
or thismay beyour shining hour—you' reinthe
right business at theright time. Saying NO to
apieceof businessor |etting go of theway you
have operated in the past can be scary. Your
ability to use Limit Theory™to discard the
nonuseful and determineclearly what youwill
not do in the future will define your business.

Theimportantthingisnottostagnate. Growth
means change, and change means growing
pains. Rapid growth is often as painful as
downsizing

Be vigilant and open to new opportunities.
Then, bewillingtotaketherisk tolet go of the
past and seize them.

HowHighWill You Go?

Thethird stage of resilience determinesyour
ultimate success. Your core may be solid; you
may bewilling to change and takerisks, but if
you don’'t commit and implement—nothing
happens.

| have consulted with many businesses that
share this problem: the inability to “pull the
trigger.” If youareforever stuckintheplanning
stagesaying, “assoonas...,” youwill either be
toolateand behindthemarket, or youwon’tdo
itatal. Ineither case, youmay keeponkeeping
on, but that'sabout it. Don’t settle—don't let
your business become mediocrewhenit could
be great.

Most businesses aren’t clear about whereto
puttheir efforts. | findthat almost all aretrying
to implement, to make sales, to keep moving.
That'simportant, that’sthe third stage. How-
ever, if your business is not performing at
optimum, the problem is in one of the eight
dimensions of stages one and two.

Resilience is both measurable and change-
able. Think about your business, and which
stagereally needssomework. Fix that andyou
can be successful despite economic shiftsand
realignment.

Challengesareinevitable. Defeatisoptional.
Don't just survive—thrive!
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