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TWENTY DEfiNiNg CharaCTErisTiCs 
of suCCEssful PEoPlE 

aving character is usually taken to mean that a person is honourable, honest, reliable, 
truthful and responsible. In short, that a person has integrity. This is true to an extent but 
it does not go far enough, as this definition outlines only what characteristics are required 

to be a good and balanced person.  
This is as true for our business personalities as it is for ourselves. The business leader must have 

honesty and integrity in dealing with his or her workers and customers. The same is true for 
reliability and other forms of character. The leader must be ethical and conscientious in all activities. 
The character of a business reflects the character of its leader.  

However, the entrepreneur will display another set of characteristics that define them as being 
an entrepreneurial person. It is a set of attributes that enables them to see an opportunity, to foster 
and nurture an idea or thought and to develop that thought into a viable business. These attributes 
are often regarded as some indefinable or intangible quality, one that is built into the psychology of 
the individual. They are perceived as a natural gift, one that cannot be learnt. 

This could not be more wrong. All of our successful entrepreneurs readily admit to being 
average people with no special gifts or attributes. What they do exhibit is a determination and a 
willingness to try something, to work at it and to work on and develop their personal skills. They 
all demonstrate one ability: the capacity to learn how to get better. The characteristics of successful 
people are all learnt processes, not a preordained quality that somehow depends on our genetic 
makeup. 

Our successful entrepreneurs are not unique, they are not especially gifted but they are special. 
They are special because they have made themselves special. They have worked on their skills. I 
believe that all of the core skills exhibited by our entrepreneurs are learnt disciplines. There is no 
secret to their success. It involves developing certain skills and a lot of hard work.  

Below are the characteristics that all of our successful entrepreneurs have exhibited to some 
degree. This list is not exhaustive and none of the points are exclusive to successful or established 
entrepreneurs. Conversely, successful people do not necessarily have to display any, or all, of these 
characteristics. However, in my experience, it is highly unlikely that people will display much 
commercial success without displaying at least some of the attributes that have defined all of our 
interview subjects. The characteristics are: 

• Attitude. 
• Imagination 
• Unwavering focus. 
• Grace under pressure. 
• Energy. 
• Ability / capability. 
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• Opportunism. 
• Pragmatism. 
• People-people. 
• Accountability. 
• Work-life balance. 
• Resilient. 
• Goal-orientation. 
• Effective communication. 
• Strategic awareness. 
• Sales-focussed. 
• Service excellence. 
• Natural-born marketers. 
• Healthy relationship with money. 
• Fire in the belly.  

These characteristics certainly provide food for thought for any would-be entrepreneur. I believe 
they provide an excellent yardstick by which to evaluate your personal position vis-á-vis preparing 
yourself to succeed in business. If you do not believe you can mirror at least some of the traits 
outlined below, then perhaps it is time for some concerted critical self-evaluation. 

1: aTTiTuDE 

This seems to be the number one attribute of any successful entrepreneur. Whatever obstacles may 
come down the line, they maintain a focussed, positive attitude.  

It is interesting to note that, among the entrepreneurs interviewed for this book, their closest 
colleagues, personal assistants and senior managers all exhibited the same positive characteristic. In 
essence, these successful entrepreneurs surrounded themselves with positive, focussed, energetic 
people – people like themselves. 

I strongly believe that, if there is one must-have characteristic for an entrepreneur, attitude is 
that characteristic – as evidenced over and over again by our entrepreneurs – so much so that the 
next chapter is devoted to it alone. 

2: imagiNaTioN 

Imagine what it is you want to achieve. Imagine what it would be like to achieve it. Imagine what 
the rewards are. Taste it, feel it, enjoy it – because you need to understand what your mission is.  

Imagination is the driving force behind progress. Everybody has one: some try to suppress it; 
others ignore its importance and its value in their personal development; most people are happy to 
indulge in fantasies or to imagine successful scenarios but they fail to act on their imagined goals – 
they do not answer the call to action. 

Successful people not only display an imagination – they have acted on their thoughts.  

Imagination is more important than knowledge. Albert Einstein 



 

 

 
 
 
The entrepreneurs interviewed all exhibited an ability to visualise where they wanted to be, and 
what it would be like to be there. Whenever or wherever they saw an opportunity, they would 
always ‘begin with the end in mind’. They imagined the goal and the actual situation that would 
result when they realised these goals.  

This is a never-ending process as, once a certain goal is realised, the goalposts move and the 
process starts once again. Denis Desmond articulates this perfectly when he refers to the buzz he 
gets after a successful concert. There is an adrenalin rush when such a project is successful, perhaps 
even some celebration and then, the next morning, the realisation sets in that another concert or gig 
is imminent and the team must focus on achieving this success all over again. That’s showbusiness 
for you – but it’s reality, too!  

3: uNWavEriNg foCus 

The successful entrepreneurs I interviewed were all completely focussed on the job at hand. When 
they were at work, the job and the people involved got their undivided attention – nothing else.  

Some of our entrepreneurs said that, if you are committed to the success of a project, you have to 
live with it. According to Liam Griffin: 

There is no nine to five in building a business. You must live with the business, foster it, nurture it 
and basically treat it as you would your family.  

 
All of our entrepreneurs demonstrated a willingness to stick with the project at hand, to focus on it 
as a goal to the exception of all else.  



 

 

4: graCE uNDEr PrEssurE 

An ability to thrive under pressure, without becoming stressed, is a key attribute of our 
entrepreneurs. They manage pressure and most certainly do not let it develop to the point that it 
becomes ‘stress’ in the medically-negative sense of the term.  

Stress is an unavoidable consequence of life and, especially, of business life. Stress was identified 
in this sense by Hans Selye, who noted that: 

… without stress, there would be no life.  
 
Successful people are able to manage stress and to turn it to their advantage, by turning it into an 
energy that keeps them focussed. They are able to achieve this focus, because they are able to relax 
and understand the importance of relaxation. This is not work-life balance in the conventional 
sense, rather it is their ability to enjoy their work. They love what they are doing.  

Denis Desmond absolutely loves his job, promoting some of the biggest names in world 
entertainment. It is implicitly understood in his world that some promotions may not be a financial 
success and that the pressures that come with large-scale productions are part of the job. He has 
conditioned himself to enjoy the whole package, including the difficult times. Hence he does not 
‘do stress’, but he most certainly thrives under pressure. This, I believe, is the crucial difference 
between stress and pressure.  

5: ENErgY 

The entrepreneurs were all energetic individuals and all physically fit. By maintaining a physical 
fitness regime, they were able to enhance their mental fitness and stamina for their respective 
business. Likewise, they all displayed an awareness that what they ate had an effect on their 
personal energies and abilities. In short, they all kept fit and had reasonably good diets. This, in 
turn, helped them to devote their energies to the projects at hand. It is also important in enabling 
them to handle stress, as discussed above. As I see it, physical fitness and an ability to manage 
stress are inextricably linked. 
 
 

 
Energy for your business and life can be developed so easily. All it requires is for you to 
follow three simple steps: 

• Watch your diet. Cut out, or cut down, on all fatty foods, caffeine, alcohol, etc. Eat 
healthily most of the time. 

• Get enough sleep.  

• Walk outdoors for 30 to 40 minutes at a brisk pace, three or four days a week. (Golf 
does not count, as it has little impact on cardio-vascular fitness.) A brisk walk 
regularly every second day will increase your cardio-vascular fitness and enhance 
your energy levels for everything, including work! 

 



 

 

6: abiliTY / CaPabiliTY 

The entrepreneurs all exhibited an ability or capability to deal with a variety of different issues. But 
when I tried to understand what this ability or capability was, I found that it is many things and 
manifests itself differently in each of our subjects.  

Ability in the sense of entrepreneurial ability is difficult to define. It can include the ability to 
cope, to communicate, to lead, to organise, or just common-sense, capability, reliability, social 
confidence, attitude – the list is endless, you take your pick.  

Write down your own definition of ability / capability and compare yourself to it. Then make a 
list of what you feel you need to do to enhance this elusive characteristic in yourself. Then act on 
the list! A list is nothing but a collection of words, unless you take action.  

7: oPPorTuNism 

Good luck exists and, equally, bad luck exists. Life is a lottery and, generally, the luck ratios will 
balance out for everyone. What makes successful people different is their determination to search 
for an opportunity or a lucky break and their ability to recognise it when they find it. It appears to 
be linked to attitude. The cynic will never recognise a golden opportunity, while the positive 
entrepreneur will see opportunity in every walk of life.  
 
 

 
You may never find a four-leafed clover.  
Use a three-leafed clover and make it lucky.  
Anon. 
 
 
 
 
 
 

 
Our entrepreneurs are able to recognise and exploit an opportunity. So why is everybody not able 
to take advantage of the same situation? Presumably, because they think about it but never act on 
the idea. In other words, most people never work on their ideas. Thomas Edison probably summed 
it up best, when he said: 

Opportunity is missed by most people because it is dressed in overalls and looks like work. 

8: PragmaTism 

Pragmatism often required our subjects to be ruthless in dealing with problem situations. Ruthless 
in the sense that, if a business or department was not working efficiently and it needed remedial 
action, then remedial action was taken – immediately. If this required closing the business or laying 
off people, then so be it. The business came first and any individual stakeholder was seen as 



 

 

secondary. The rule was to take action – positive action, perhaps drastic action – and then move on 
and do business. 

9: PEoPlE-PEoPlE 

Our entrepreneurs are all people-people. They can empathise with and understand the other 
person’s point of view. Hence, they are good team leaders and have a human resource within their 
business that is better than average and that they can rely on.  

Every one of our entrepreneurs has built a team around themselves that is highly efficient, 
competent and reliable. Our entrepreneurs are demanding: they demand the same dedication and 
commitment to the cause from their staff that they exhibit themselves. They are meticulous and do 
not suffer fools gladly. They recognise that they rely on their core team and therefore expect 
unwavering commitment from their team. They can be quite ruthless in their search for the perfect 
team but will show great loyalty to their team once it is in place. In short, they recognise the value 
of good employees. 

Anyone setting out in business would do well to adopt this approach. Always hire the best, 
never accept second best and work on building a team that you can rely on.  

An ability to recognise competence in people and to attract it can be developed. Once good 
employees are in place, then their individual and collective achievements should be recognised. 
Our entrepreneurs all spoke about the importance of their team and the emphasis they place on 
developing the team dynamic. 

In addition, the realisation that business is all about people, not products or services, is at the 
heart of the commercial approach of all of our successful business personalities. Irrespective of the 
levels of technological innovation or mechanisation in any business, the process always comes back 
to the concept of one person or group making a personal conscious decision to purchase goods, 
products or services from another. Like it or not, there are people behind every commercial act. It is 
essential that a successful businessperson recognises the importance of dealing with people and 
develops a person-to-person approach to all their dealings.  

Our entrepreneurs all display a special ability to recognise the customer as a person. They can 
do this, because they themselves are customers. So are you. Each of you buys an immense array of 
goods and services every year. You enjoy good services and products and feel betrayed by bad 
service or poor quality products.  

This is the ethos that lies at the essence of customer service. Put simply, our entrepreneurs 
always try to ensure that a customer’s expectations are exceeded in some way. Exceeding 
expectations as a policy has emerged time again during the research for this book. 

10: aCCouNTabiliTY 

They also have courage in spades – especially the courage to take responsibility. They never pass 
the buck. This is because they realise that, no matter what, the buck stops with them. They have 
ultimate responsibility; they are accountable for everything that happens in the business. As Pat 
McDonagh AKA ‘Supermac’ puts it: 

Nothing focuses the mind like accountability. 
Every one of our entrepreneurs overtly and openly acknowledges that they hold ultimate 
responsibility for what happens in their organisations, good and bad. Padraig Ó Céidigh 



 

 

recognised this responsibility when he pointed out that, in business, since you aim to avail of the 
trappings of success, so also you should be prepared to accept the downside when things go 
wrong.  

11: Work-lifE balaNCE 

All of our entrepreneurs displayed a refreshing ability to achieve a reasonable work-life balance. 
They all have differing interests. They are all interested in their work. They are interested in their 
people but they ensure that they make time to be interested in themselves and their families. They 
all know how to switch off.  

At Pragmatica, in our management and strategy seminars, we emphasise the importance of 
down-time. It does not really matter what floats your boat: holidays, fishing, golf, hill-walking, 
horse-riding or, indeed, floating an actual boat – it is essential to take time out to recharge the 
batteries. This is personal time and personal space and is essential to the mental and physical health 
of everybody.  

Notice that all the examples I have used are fresh air activities. This is important as, in our 
increasingly sedentary lifestyles, we do not get enough exercise or fresh air. I never complete a 
seminar on development without emphasising the importance of a brisk 45-minute walk every 
second day. If undertaken regularly, this alone will bring about amazing changes in your life after 
only six weeks or so, as your health, energy and entire life force is enhanced by the exercise.  

Likewise, with family, every one of our entrepreneurs highlighted the importance of making 
time for family. Take the time to be with them: your family are good for the spirit and can really 
put things into perspective. Once-important issues are very quickly put in their place in the order of 
priorities. 

Feargal Quinn tells an amusing story of his passion for horse riding. He named his horse 
‘Business’, so that whenever someone called looking for him when he was indulging in his hobby, 
his wife or secretary could answer honestly “He is out on Business!”. 

12: rEsiliENCE 

Failure is a fact of life. All of our entrepreneurs have made mistakes; some of them have made huge 
mistakes. What they have in common is that they all seen the mistake, taken note of it, drawn a line 
in the sand and moved on. None of them dwelt on failure but, equally, neither did they hide from it 
or ignore it. They recognised it for what it is: a fact of life. Then it is shelved, and they move on to 
achieve their goals. 

Don’t take setback personally: our entrepreneurs certainly don’t. As they say in the best Mafia 
movies, ‘It’s just business’. If our entrepreneurs took setbacks personally, they would have given up 
long ago – but, as we have seen, entrepreneurs just never seem to give up.  

 



 

 

 
 
 
Resilience is certainly a defining characteristic of entrepreneurs.  

13: goal-oriENTaTioN 

Getting something done is an accomplishment; getting something done right is an achievement. 
Successful people, and most especially our entrepreneurs, are all goal-oriented, just as a successful 
sales person will always be target-driven.  

One of the things that is different about our entrepreneurs is that they all have clearly-defined 
and documented goals. They write down their goals on an ongoing basis and review them 
regularly. They strive to achieve them and plan in detail the process to do so. 

The crucial point to remember from setting goals is that it is essential to write them down. 
Unless a goal is written down, it’s not a goal – merely a wish. 

 
 
All goals must be SMART. 
 
S -  Specific: You must be precise about what you are trying to achieve. 

M -  Measurable: You must quantify your objectives. 

A -  Achievable: Are you attempting too much? 

R -  Realistic: Do you have the resources to make the goal happen? 

T - Timed: State when you will achieve the objective: for example, by February 
2010. 

 
 
 
In successfully setting goals, you should endeavour to ensure that your goals are personal to you. 
Of course, they may involve another person or persons (after all, you can’t do everything yourself) 
but they must be your goals, devised by you for you. They must be positive and involve some sort 



 

 

of affirming action. They must enable you to achieve your personal aims in a positive sense or 
fashion.  

The final point to note about our entrepreneurs’ goal-setting is that it is all in the here-and-now. 
The goal is always written in the present tense, in the now – not at some indefinable future date. 
Putting a time deadline on their goals ensures they are real time goals not some vague aspiration in 
the future. 

14: EffECTivE CommuNiCaTioN 

During the research for this book, each of our entrepreneurs was able to articulate their stories in a 
clear concise and succinct fashion. They were all interesting subjects and told their stories with 
humour and effect. They had a charisma that made the research an interesting educational and 
highly enjoyable experience. Each of our entrepreneurs is an excellent communicator. 

Were they born with this skill? Does it come naturally? Well, it probably comes naturally now – 
but only after much work and practice.  

 

 
 
 
Communication ability is a developed skill, but its importance to success cannot be understated. A 
clear confident communicator is always more likely to achieve what they wish, simply because they 
are able to ask for it in the best fashion. After undertaking this project, I have no doubt that we can 
all benefit enormously from developing our communications skills. We should never consider the 
development of our communication abilities as having an end; it is an ongoing process that requires 
continuous work.  

Our entrepreneurs all readily admit to being better communicators now than when they started 
out in business. Why? Because they have worked at it and, while practice might not make perfect, it 
certainly makes better!  
 Who could forget the eloquence and passion of Liam Griffin in his media interviews after he 
managed Wexford to win the All Ireland final in 1996? His belief, commitment and passion were 
clear for all to see, but the moving eloquence with which such passionate feelings were conveyed 



 

 

was the result of many years of practice and developing his communication skills. As a public 
speaker, he has few peers. 

15: sTraTEgiC aWarENEss 

Although all of our interview subjects had a plan, which logged their goals, aspirations and 
ultimate commercial destination, curiously they were less clear on how this was going to happen. 
There was an element of winging it, let’s start on the journey and we will deal with the issues as 
they arise. Whilst they all had a plan, they were less rigid in the realisation of the plan. They 
implicitly understood that they could not pre-empt every problem so, in a way, they decided not to 
pre-empt any problem: they would just deal with them as they arise. Certainly, they examined the 
financial fundamentals but gave only a passing emphasis to operational problems, which would be 
dealt with in due course.  

Anne Heraty put it clearly when she said: 

It’s not really about the job you are going for today, it’s about where that’s going to take you in three or 
five or ten years’ time. 

16: salEs-foCussED 

Contrary to popular opinion, selling skills can be learnt. The skills required for successful selling 
are not part of a person’s character: selling skills are an acquired ability. They can be learnt, 
although it does take time, practice and application.  
 

 
 
 
All of our entrepreneurs have developed this skill. They have recognised the importance of 
developing their sales ability or focus. Even if you do not believe you will be part of the sales team, 
you will have to be able to sell: to sell your concept, your abilities, your business’ potential or your 
product or service – it’s all the same, you will need to get other people to adopt your point of view.  



 

 

Our entrepreneurs have all developed this ability, which is an essential skill for commercial 
success. 

Our subjects all analysed each opportunity from the same general perspective. They all asked 
the same general type of questions when approaching the sales process, maybe in a different order 
or style but the content and end result are the same. They know they should know the answers. If 
they don’t know them, they go find them – because they know that the answers are the key to 
winning sales. Our entrepreneurs all realise that successful selling in any environment requires a 
process-driven approach.  
 

 
In each of our interviews, the selling process incorporated the following points, which are 
the cornerstones of developing a strategic sales focus: 

• Who is the decision-maker?  
• What is the value to the customer? 
• What is the timing of the purchase? 
• What is the effect on the sale of organisational or staff change?  
• What external environment or events could affect the sale? 
• Who are the competition? What do we know about them and what can we learn 

about them?  
 

17: sErviCE EXCEllENCE 

All of our entrepreneurs place a heavy emphasis on getting things right first time. They focus on 
development within their organisation and, most importantly, within themselves. They emphasise 
that the demands of customers are getting continually greater and, as such, they must always be 
working on their service, product and its delivery. The customer’s experience is of crucial 
importance to the long-term health of the business. This is a point that comes to the fore, time and 
time again, in some shape or form, and is constantly emphasised as being of paramount 
importance. 

For the purposes of this book, I have examined the entrepreneurs’ definitions of service 
excellence or service quality and have found seven consistent threads common to all of our 
subjects’ opinions on how a culture of service excellence is fostered and developed: 

• Staff must support fully the drive for service excellence and continuous improvement. If 
customer service standards are to be integrated into the business with any hope of buy-in 
from staff, then the staff must be engaged in the process of development.  

• Sense must prevail and all key personnel must be pragmatists in that they are willing and 
open to recognise limiting or poor standards of service or approach. They must also be 
willing to take immediate corrective or remedial action. The SWOT or gap analysis model is 
still valid for most commercial organisations. These are outlined later in the book and merit 
careful consideration. 

• Development and transparency of customer service is paramount to success, as it is 
imperative that a transparent culture of service excellence is developed from the start. 

• Consistency across the business. Inconsistencies of customer service delivery can occur 
within an organisation. Too often, customer service quality can fluctuate between outlets, 



 

 

branches or offices, and this can create real challenges in maintaining a reputation for 
excellence.  

• Sustainability after the initial ‘buzz’ derived from the implementation. Service excellence 
must be sustained and developed over the long term. This is identified by our 
entrepreneurs as being the most demanding task in the development of a customer service 
culture. 

• Regular monitoring and accurate measurement of performance. Feargal Quinn monitors his 
standards of customer service on an ongoing basis; in fact, his business model was 
developed to accommodate the continued drive to improve the customer’s experience when 
in his supermarkets. 

• Continual training and emphasis on service excellence as a concept. Pat McDonagh has 
outlined how the drive to satisfy his customers needs is never finished, as the bar is always 
getting higher, and hence we must never take our foot off the pedal. This applies to every 
person within an organisation and requires a continued investment in training and a 
consistent emphasis on motivating and monitoring the entire organisation on an ongoing 
basis. Padraig Ó Céidigh believes that, in the drive for service quality, “When it comes to 
service quality, it’s the journey not the destination that counts, the job is never done …”. 

18: NaTural-borN markETEErs 

All of our entrepreneurs have enjoyed tremendous success in their respective fields. They are all 
excellent marketeers and possess immense marketing ability and market awareness. They have all 
studied their markets, they know their product or service intimately and, crucially, they have 
evaluated where their product or service lies in the marketplace.  

Let me clarify here and now that there is a huge difference between marketing and sales. Our 
subjects all alluded to this fact. Both marketing and sales functions are immensely important to the 
success of an organisation. Most organisations need to develop a successful sales function, since 
sales are the lifeblood of any business. But selling, whilst crucially important, is a functional 
discipline. It is a vital part of the overall dynamic but the overall dynamic will never exist without 
initial competent market awareness. An excellent sales person will flounder if they are pitching to 
the wrong market or if they are not properly directed. Marketing and market analysis is not more 
important than sales, it simply precedes sales. 

The entrepreneur does not have to be a good sales person; such skills of course are desirable but 
they are not essential, since sales expertise can be hired if needed. However, any successful 
entrepreneur must be an adept marketer, otherwise they will not understand how their market 
operates and, by association, they cannot know how to position their business.  

The good news for any aspiring entrepreneurs is that there is absolutely no secret to developing 
good marketing skills. It is a learnt discipline, which each individual will modify to meet their 
particular needs and the requirements of their specific market. It does require planning: a coherent 
and cohesive marketing plan is equally as important as the original business plan. In fact, most 
competent advisors propose that the marketing plan should precede the business plan, because 
there is no need to devise a business plan unless you have satisfied yourself as to the extent of the 
market, how to access it and how to grow your share.  

Marketing plans differ among companies but should contain certain basic characteristics and 
meet certain basic requirements. There is no template for a successful marketing plan, although it is 



 

 

advisable to remember Rudyard Kipling’s ‘six honest servingmen’: Who, What, Where, When, 
Why and How.  

Any plan must be entirely tailored to you and to your business or idea. It must be integrated 
into the total planning effort of the person or company. It should be appropriate to what you want 
to do and the risks you are willing to take. It must achieve certain commercial objectives. Finally, it 
must be feasible, in that it is capable of being achieved.  

While this may seem a tall order for any individual, especially for a budding entrepreneur, it is 
helpful to note that, although our entrepreneurs in this book all started with a plan, that plan 
changed and evolved so much over time that it bore no resemblance to the original document.  

Look at one of our entrepreneurs, Pat McDonagh: his original plan involved opening a pool hall 
in Ballinasloe, Co Galway. Planning issues arose (the external environment had changed) and 
hence his plan had to be altered and modified. The point is that nothing is written in stone, you are 
not married to any particular plan or strategy. All successful entrepreneurs are willing to adapt, or 
even scrap a plan, if circumstances dictate. But, first, you need the plan. 

As previously discussed, an ability to evaluate the potential of the market is essential. Our 
entrepreneurs all began their projects with an evaluation of the market, weighing up the odds of 
success. A well-defined marketing plan will not guarantee you success in your particular 
endeavour but it will help you in making the decision on whether you should go with your instinct. 
It will help you approach the project in a structured fashion and it will ensure that you are in touch 
with your potential market. In short, it will considerably increase the odds of success.  

It requires no particular abilities. You need no special accounting, sales or administration skills. 
You need no particular level of education. All you will require is that you spend a little time 
objectively analysing the marketplace in a structured fashion. 

It is essential to evaluate your position, the market’s position and the position of your customer. 
It is not a science. Marketing as an academic discipline has been grossly overrated by many of our 
third level institutions for many years. Many so-called academics and gurus hold exalted positions, 
yet they would not survive seconds in the commercial market-place.  

Why? Because theorists rarely succeed in practice.  
If you look at our entrepreneurs, you will see some of the most competent marketers in this 

country, or any other country in the world. Much of their ability has been acquired from what 
Louis Copeland terms ‘the school of hard knocks’; in other words, experience is the key ingredient 
in fine-tuning a marketing and strategic focus. Our interview subjects are good, because they have 
tried and failed. They are good, because they operate in the real world. Most importantly, they are 
good, because they took the time to ask the right questions and act on the results.  

Marketing is not an art and is certainly not part of the selling process, rather I believe it to be the 
process of identifying and understanding a customer’s needs and requirements and delivering 
satisfaction to those customers and delivering profits to the business. This is not an art. It is a 
process, one that can be learnt by anybody. 

19: hEalThY rElaTioNshiP WiTh moNEY 

Money is one of the vehicles for living well, but it is not the point of living or working, nor the end 
in itself. Our interview subjects did not set out on their particular road in business just for the 
money. Yes, it was a major consideration, but not the primary driver of these people. Money is 
required for living – after that, it appears to become of secondary importance and is used as a tool 
for keeping score rather than anything else. Our interview subjects are all successful and 



 

 

established, yet it is interesting to note that none of them place much emphasis on money or wealth 
other than to acknowledge that it is essential for living.  

Our entrepreneurs all realise that what you do for a living does not define who you are. Money 
is simply a medium for keeping score on the health of a business. 

 

 
 
 
You may say that it is easy for them to say that, given that they are established, successful and 
already wealthy. True, but the point to note is that the accumulation of money for its own sake was 
not a driving force for our entrepreneurs. They wanted to create something that went beyond 
money or tangible assets. They wanted to create a business in the organic sense, to establish it, to 
nurture it and to grow it for its own sake.  

20: firE iN ThE bEllY 

All of our interview subjects were, and are, highly motivated. That much seems obvious but, to 
understand this motivation, we first must understand the individual person, which is way beyond 
the scope of this book and possibly an impossible task in some of the cases analysed. Nonetheless, it 
is important to understand the basics of what constitutes motivation. 

The motivation that drives our all of our behaviour comes from two sources: internal (intrinsic) 
and external (extrinsic): 

• Intrinsic factors include constructs like needs, desires, motives, and will-power.  
• Extrinsic factors include any type of motivational influence from the environment, such as 

rewards and punishments. 
 
For all our entrepreneurs, the most important motivational factor is the intrinsic one. Entrepreneurs 
keep going, despite the fact that employees may cause them problems, banks or financial 
institutions may be difficult, friends may say they are wasting their time, and their family tells them 
to get a ‘real’ job.  



 

 

When the intrinsic drive is absent, so too is any chance of success. In the words of James Bryant 
Conant, a past president of Harvard University: 

The turtle never makes progress until he sticks his neck out. 
 
 

 


