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			‘I always tell people that the best lessons I get from running my business happen when I’m not actually running it, but rather when I’m busy with other things I’m passionate about. Gavin takes this to a whole new level. Swimming with Sharks is a series of learnings wrapped up in a very powerful analogy – his love for SCUBA diving. The author’s passion is clear, and the lessons come through fast and hard. This is one of those rare books that you need to read with a highlighter in hand. I started reading, and hardly came up for air.’

			Rich Mulholland, a motorbike riding, board game playing, punk rocking, kung-fu fighting, kettlebell swinging, business running, microphone abusing inked-ellectual gentleman. @RichMulholland

			‘It is not often that you find a single book that covers so many topics and yet gets to the essence of each. Gavin Moffat has created a book full of nuggets, gems that provide you with insight in business and self. His years of work with countless companies has guided his thought process and brought the realisation that we make things too complicated. His job: to make business human. Great read.’ 

			Michael Jordaan, ex-CEO FNB, venture capitalist. @MichaelJordaan

			‘Gavin offers practical insights with a constant focus on the human element of business – a critical element that is easily neglected. And he achieves a rare combination: a useful book that is also enjoyable. A great addition to any management bookshelf.’ 

			Arthur Goldstuck, founder of World Wide Worx, award-winning journalist and author, media commentator on technology trends. @art2gee

			‘Swimming with Sharks is a thoughtful book. Not only is it filled with Gavin’s reflective thoughts on business in today’s ever-changing world but it also prods and pokes the reader to rethink their purpose and standpoints in business and life. This book is filled with valuable information and insights that you will dip into time and time again. Gavin’s witty style and unwavering opinions will keep you engaged from beginning to end.’

			Niki Seberini, Mind Freedom Fighter, Facilitator, Speaker, Talk Show Host. @Seberini

			‘Swimming with Sharks is a common sense tour de force of the world of business. You may or may not agree with the plethora of views, suggestions and perspectives that Gavin shares, but there is no denying that they make you think and look at the way you run and approach your business. Just for this Gavin has achieved something that truly adds value. The chapters are short and easy to read, interlaced with practical examples from his many years in business, but without coming across as prescriptive, which I really appreciated. This is a book that will benefit many, but I personally would recommend it to new entrepreneurs and those with ambitions of climbing the corporate ladder as it will give them lots of reference points for helping them with future decisions.’

			York Zucchi, Chief Coffee Drinker. Passionate about democratising access to markets for SMEs especially in emerging markets. Co-founder of http://www.SMEmovement.org. @YZP">http://www.SMEmovement.org. @YZP

			‘There are many books written on entrepreneurship, too many of them based in theory. I like practical books where the lessons learned can be applied in my business and day-to-day activity. Swimming with Sharks is that type of book, practical and filled with nuggets that can be used by entrepreneurs on their magnificent entrepreneurial journeys.’

			Allon Raiz, Chief Excitement Officer (CEO), Raizcorp. For entrepreneurs and all things entrepreneurship. Small business, start-up, SME, WEF, YGL, Enterprise Development, ED, Poverty alleviation. @allonraiz

			‘Gavin’s experience as a diver and in business have combined to create a unique set of actionable insights into dealing with the lows and highs of operating in our complex modern world. Heartfelt and refreshing, Swimming with Sharks stands out on the crowded shelf of business books.’

			Simon Dingle, CEO of Inves Capital and author of In Math We Trust. @SimonDingle
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			INTRODUCTION 

			AND P.S. – WHY THE SCUBA DIVING ANALOGY

			By nature, I am an opinionated guy. I am full of opinions. I don’t believe they’re all right or that they are any more important than anyone else’s. And I don’t mean that I’m that idiot who always has an irritating opinion about everything. I read a lot, think about things, and debate them. Sometimes the conclusions I reach are worth sharing.

			I have always enjoyed writing. Over time I have found that some people like to read what I write and that it sometimes makes sense to them. Life is complicated, but I like to try to make it simpler. In another part of my life I spent some time as a marketing and reputation management guy. I took my clients’ services, solutions and products that I thought were cool, translated their speak into something human and interesting, and made them accessible and understandable to people who perhaps wanted them.

			This introduction is an elevator pitch: I have 30 seconds to tell you something in a way that starts a conversation. By the time we get out of the lift you’re hooked and want to know more. It’s called an ‘elevator pitch’ because ‘lift pitch’ really doesn’t have a great ring to it.

			Over the past couple of years, I have written a number of pieces that I think are relevant in a collected format. They’re pieces that try to take interesting, intriguing and sometimes complicated subjects and explain them in a couple of hundred words. So, by their very nature, these pieces are not comprehensive nor are they in-depth, nor are they meant to be. They are pockets of thought and occasionally insightful, helpful pieces – but that’s really up to you to decide.

			You’ll notice that SCUBA diving is the thread that holds this work together, and you may wonder why … 

			My love for the sea began after I started SCUBA diving in April of 2001. My first dive at Sodwana Bay (on the north coast of Kwa­Zulu-Natal in South Africa) felt like I had dropped into a giant aquarium, which I guess it was. It was overwhelming and no amount of National Geographic had prepared me for the experience.

			When I’m diving I feel calm and at one with nature. I feel an intense curiosity about all that is happening around me and would gladly stay down for hours at a time. Ingrid (my wife) and I have been diving together ever since, having done very few dives apart in the intervening years, which has allowed us to share our joy in, and love for, the ocean, together.

			I find that many of the activities that take place both in the preparation for and execution of a dive (be it recreational or technical) are excellent analogies for life outside the water. So, it was an easy leap for me to use my passion for diving to explain and describe business processes on dry land.

			This book is divided into eight sections, each bringing together a handful of pieces under a theme that fits with a diving activity.

			One of the tenets of SCUBA diving, for instance, is ‘plan the dive and dive the plan’. This is equally true in business, which is why I believe in business plans, and devote a full section to the art and science of planning.

			In other sections I cover the value of good quality questions to focus the mind, the need to have the right kit for the waters you’re getting into (you can see how that applies to business, right?), and the benefits of a proper brief and debrief either side of the dive.

			Some of my favourite pieces are the ones that cover trust, deal with the millennial generation, the value of friction, and contemplate the concept of the Beta culture, also known as the good-enough culture.

			There’s no predicting, of course, which piece or pieces may make the most significant contribution to your life and your business, if any do so at all.

			This book is what you make it and what you take out of it. My hope is that the questions I ask or the points that I make give you pause for thought. That you question your assumptions after you’re done reading. 

			You might even get hacked off either at me or the topic and then you’ll do something about finding out more about it. Any of these is great – it means I’ve offered a message that resonates with you in one way or another, and it’s inspired you to action.

			This is not gospel, it is my opinion and that opinion is like me, fallible. If you like it, then please pass the book on once you have read it. Better still, pass it on full of Post-It notes with your thoughts and questions so that you can start a conversation with the next person who gets their hands on it. Start talking about the thoughts in here that interest you because that’s a cool thing to do.

			I got here by thinking that my thoughts were important enough to write down, having the courage to write them down and then the pure arrogance to think that they are worth sharing with others.

			Try it, do the same, I double dare you.

			Gavin Moffat, Johannesburg, South Africa, October 2018

			@gavinmoffat

			www.SwimmingWithSharks.co.za


			www.facebook.com/SwimmingWithSharksBook


			www.gavinmoffat.com


			https://www.linkedin.com/in/gavinmoffat


			www.facebook.com/thisisgavinmoffat


			PS: If you’re curious about this SCUBA diving thing find your nearest dive shop and ask some questions. Watch some videos online and speak to divers. Most will joyfully share their stories and love of the sea with you, while probably exaggerating the size of that potato bass (Epinephelus tukula) they saw during their last dive. Try SCUBA diving and remember, take only pictures, leave only bubbles, unless you’re on a rebreather. 

		


		
			The bit that comes before the rest

			Caveat: none of this can be linear / it’s often done simultaneously and don’t be locked into a perfect outcome because they don’t exist / do it Beta style and iterate to success.

		


		
			Section 1

			
5 Ws and an H 

			The questions you need to answer to ensure you’re on a road to somewhere

			Over the years I have been privileged to deal with many businesses, whether they were start-ups heading off to Silicon Valley to make their fortunes, international brands making waves on global stages, or one-man outfits trying to carve out their place in the world. These businesses each have their own unique natures, as though they are living breathing entities. The nature of the one-man outfit is much easier to discern because it’s closer to that of its founder, if not a direct reflection of him or her. The larger the business the more difficult it is for the founder/s to continue to create and renew the feel of a business. Larger businesses are often still a reflection of senior management and their view of the world, often to their own detriment.

			These organisations have many things in common and many aspects dissimilar. The successful ones, however, tend to have a golden thread that binds their organisations to their success, the 5 Ws and an H. Sound simple? It is. Businesses that are achieving their goals, tend to have goals. They have goals that are mapped out and measurable and most often these businesses started off by answering the Who, How, What, Where, Why and When questions before they bought their first pencil or rented their office. 

			In this section I am going to have a look at these questions, discuss how they impact a business and how they can be used to effectively draw yourself a map of where you would like to go. You’re not always able to answer all the questions and that’s OK. The point is not just to do the exercise of answering but to integrate the answers to ensure that you have a sound foundation for a business or, for that matter, for a career. Over the years my view has changed from an OCD-like desire to be able to answer all the questions to a point where I get that you can’t always have all the information at hand and that good enough is sometimes just that: good enough to start a business or make decisions about the future. Iteration is now the name of the game as the pace of our world is just too damn quick to expect not to have to launch and iterate, again, and again …

			The type of questions begin with:

			1.	Why do I want to dive, or why do I want to follow this career/launch this business?

			2.	What dive do I want to do, or what type of business do I want to create?

			3.	Where do I want to dive, or where is my target market (the fish) to be found? 

			4.	When do I want to dive, or what is the best timing for me to start doing what I want to do? 

			5.	Who do I want to dive with, or who are the players that give this venture the greatest chance of success?

			6.	How is the dive going to happen, or what are the key success factors/milestones in getting this done?

			 

		


		
			
Old is dead, long live the Padawan learner1


			(Why?)

			Who would have believed that an initially insignificant invention like the internet would have such an enormous global impact? Much like the personal computer, the internet initially had limited use and functionality. Today, it is critical to the performance of any business, a role that will continue to increase at an exponential rate.

			Does all this online stuff mean that the printed word is dead? Have newspapers and magazines, journals and birthday cards breathed their last breath? Should you consider your invoice spike or your paper shredder a relic that now belongs in an antique store? Not just yet. There is a place for most things and most paper-based things still have their place.

			While the worlds of communication and marketing have embraced the digital age with email newsletters, Google AdWords, online banners, SMS, YouTube videos and a plethora of other channels, printed material still has an impact. It all depends on your audience, and what you are trying to communicate.

			Human beings still like to read a newspaper, even if there are fewer of them doing so than before. Brands still like to advertise on TV, radio and in print, as they have done in the past. In today’s world, however, yesterday’s strategy and tactics – even though they may have resulted in success in the past – don’t predict tomorrow’s profit line.

			Should your business turn its back on print in favour of online? There is no single answer. The key deciding factor is your business itself and your understanding of your customers. What do they read and listen to? What do they respond to?

			In other words, what makes them tick? Once you understand this, your decisions about which channels to use, online, offline or real-time, are that much simpler.

			Often, this process evolves over time. The key is to cultivate constant awareness of the success of the tactics you’ve chosen to use to get your name out there. Do you still need business cards, or can you direct someone to your website? Should you print brochures and advertise? There is no Holy Grail or pot of gold at the end of the rainbow. Business cards still work and so does directing someone to your website. Brochures still garner interest (assuming they contain information and graphics of value) and can be used effectively when operating within a price competitive environment like, well, printing business cards.

			Print advertising works if your chosen target market reads the publication. You also need to tailor your message to have a value offering that is appealing to your customers and gives them something that they need at that moment in time.

			It makes little sense to move all your marketing spend online unless that option responds to your business strategy. Instead, a measured and considered approach would be appropriate. Look at your marketing mix, your customer base (and those that you would like to acquire) and make decisions on the channel from that vantage point of view. 

			Always remember that online, radio, TV and print aren’t effective communication on their own. They are only channels. Success comes only to those who understand their customers, what they want or need, and then package the message and offering in such a way that it inspires a purchase decision.

			There is always a winner and regardless of whether the channel is old school or new age, the winner is the brand that understands its customers.



			

			
				
					1	An Initiate or Youngling who successfully completes ‘fundamental training’ is given a second-class education and then undergoes Padawan training under the tutelage of Mentor (usually a Jedi Knight or Jedi Master). They are also called ‘Apprentices’ and ‘Padawan learners’. As a rite of passage and the final test before the trials to knighthood, Padawans must build their own light­sabers. In the Old Republic, Padawans usually wore a hair braid on the right side of their head which was removed with a lightsaber upon attaining knighthood. They also served as Commanders in the Clone Wars. The term Padawan appears to originate in Sanskrit and can be understood as ‘learner’, both in Sanskrit and by contemporary native speakers of Sanskrit-based languages. (Wikipedia: 2015) 

				

			

		


		
			
The challenge of grey shoes, grey product, grey attitude

			(What?)

			The reality and implication of grey products are more uncomfortable than you’d think.

			For me, grey is such a dull colour. It’s neither here nor there – unlike grey products which are definitely not dull. They cause animated conversation and vociferous debate.

			Grey imports are not new. As we have emerged into a global economy they have become more prevalent and where there is a business person, there is a desire for better margins. Most businesses shy away from using grey products because there are risks involved, all the way from a cancellation of warranty to a potential decrease in the quality or reliability of the products.

			A clear distinction needs to be made between grey and pirate. Pirated products are illegal. They are illegally manufactured (knock-offs) and sold under the pretence that they are the real thing. Obviously illegal.

			A grey product, on the other hand, is a genuine product. It is probably from the same factory that made the original that you would buy from an official channel. The substantial difference is that they are brought into the country through a non-official channel or distributor.

			One of the motivations for selling grey products is not being able to secure an agency or distribution agreement from the vendor, and thus a channel outside of the official one is born – some say of necessity. Often Dubai is a favoured port for this. Another motivator is the desire to make greater margin on the products. This can be accomplished through grey imports by purchasing by the container-load, via an international channel. This may provide a couple of additional Rands per product. If we are talking hundreds of thousands of Rands then it may well be a deciding factor.

			Selling or buying grey (genuine products) is not a legal issue in my view but more of an ethical one. Do I buy from an official channel or not?

			As a buyer I must also check whether the grey product I buy will have a valid warranty within South Africa if something goes wrong. Many brands get stroppy with that aspect and will do all they can to invalidate the warranty. It’s understandable; they are protecting their turf, and their margins.

			If the brand has not made special provision for service and repair/replacement of grey product in the sale agreement of a product, they are bound under the CPA to honour the warranty.

			This brings us to the companies that are selling genuine products and battling a grey market. There is much more noise around this and my view is simple. Where people and businesses can get the same product at a cheaper price, they will probably buy the cheaper one. If the economy tightens, this will happen more often. If they get into the habit of buying grey, the chances of them ever going back to ‘genuine-channel’ purchase are limited at best.

			Get the brands to tighten up their restrictions on a global basis to prevent grey imports. Speak to your association or relevant government oversight department. Cancel contracts with anyone who sells your products in a grey way.
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