
Have you ever thought abouté 
The Fundamentals of Success?  

Too often we pretend that tech-

nology and education have cre-

ated ñnew rulesò or that modern 

systems permit us to cut corners 

and find short -cuts that didnôt 

exist in the past. While there 

may be examples where that is 

true, in general, the fundamen-

tals of living well, achieving our 

dreams and creating wealth have 

not changed.  
 

The path to success today is re-

markably similar to the path 

walked by generations past.  
 

What are the basics? You might 

have your own list, but I would 

suggest at least the following:  
 

1. Personal Integrity . Socrates 

recommended, ñKnow thyselfò 

and Shakespeare added, ñto 

thine own self be true.ò Knowing 

who we are, what we value and 

making sure that our words and 

actions match is fundamental. 

Doing unfulfilling work or living in 

an environment that doesnôt suit 

us will surely undermine our long

- term success. Too many of us 

live ólives of quiet desperationô 

and that is NOT a foundation on 

which to build a life!  
 

2. Clear Thinking. Many of us 

grew up in the ófeel goodô gen-

eration and we are confused 

about the role of thought 

(education, planning, skills and 

tools) versus emotion. We let our 

hopes, wishes, fears, or óhang-  

upsô run our lives.  High achievers 

take time to think clearly, seek 

expert advice, plan wisely, and 

learn from the mistakes of others.  

The Old Testament says that 

ñwisdom comes from a multitude 

of advisors.ò 
 

Some strategies just work better 

than others. Buildings are always 

designed and óblueprintedô in ad-

vance. Our lives should be de-

signed just as carefully.  
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Compass Point Website 

Updated ðNew Tools and 
Case Studies  

 

Compass Point, Ltd, has updated 

its website ( www.compasspt.com ) 

to reflect its focus on building 

value for closely held and family 

businesses.   
 

"It's our mission to help clients 

build value in their business, and 

create a plan to get that value out 

of their illiquid business one day", 

states Tom Garrity, Managing 

Partner. "What most of our clients 

find is that it is a lot easier to get 

into business than to get out of 

it."  

 

For more information, go to our 

website ( www.compasspt.com ), 

or contact us directly at 

info@compasspt.com  or 610 -366 -

0514.  

IN LIFE AND IN BUSINESS there are only a few fundamentals that  
make life work out well and they have never changed.   

About  
Compass Point  

 

Compass Point works with owners 
and their management teams of 
closely held and family businesses, 
with revenues between $2MM and 
$100MM, who want to take their 
business to the next level and cre-
ate more value in their businesses.  

We are a business management 
consulting firm that helps our cli-

ents figure out where to make 
their money, how to sustain their 
growth, and how to build a busi-
ness legacy.  Our clients typically 

outperform their competitors 3:1.   

Primary Services:  

Ownership PlanningÊ 

Strategic/Business Planning  

CFO Advisory Services  

Strategy Implementation &   

 Execution  

Equity Investment  

Volume 10, Number 3  

http://www.compasspt.com
http://www.compasspt.com
mailto:info@compasspt.com


The way I see it...  

DOES THE FOLLOWING sound familiar?   
 

Your employees are doing their best to help your 

group and the organization to survive.  There have 

been layoffs and your group is short -handed, but 

theyôre working long hours and giving you all the 

effort you could wish for.  

 

That gutsy effort is why itôs hard to decide what to 

do about the rumors youôre hearing that your peo-

ple are sometimes quite brusque to the people 

around them.  

 

Co-workers are snarling at each other, employees 

from other departments in the organization are 

having their legitimate requests refused and some 

customers have complained of rude treatment.  

Profanity is heard in greater quantities than before, 

to put it mildly.  

Engaged but enraged ð the surly side of  

motivation  

Managing  

The cause is not hard to find: your team has hit the 

wall. Theyôve crossed the line from self-sacrificing 

to surly; theyôre motivated but murder minded. 

 

You get the point.  The pressure of being positive 

in a negative situation has worn down their pa-

tience and self - control.  Their resentment at having 

to work this hard, long buried under a sincere effort 

to help out, is resurfacing in fitful bursts.   

 

The only real surprise, perhaps, is that it took so 

long to happen.  The question is, what should you 

do about it?   

 

You canôt have your groupôs hard-won working rela-

tionships ruined, yet your people deserve your sym-

pathy and understanding.  
 

Continued  on Page 3 -  Motivation  

THE PURPOSE OF YOUR BUSINESS  
 

PEOPLE OFTEN STUMBLE over the question of their ópurposeô in life, 
but in business there can be no question. There is absolutely no room 

for confusion on this issue.  The purpose of any business is precisely this:  

to serve a well - satisfied customer.  

 

Sure, you want to make a profit. Of course, you want to serve your customer 

in ways that are convenient, satisfying and (obviously) legal and moral. But 

the bottom line is always the same ð to serve a customer.  So the first and 

primary question for any business is: what exactly do you do FOR your cus-

tomers?  

Some restaurants provide meals that are fast or inexpensive, that have particular ethnic or nutritional styles, 

or that are conveniently located.  No restaurant can be all things to all people, but every restaurant has one 

main purpose.  McDonaldôs provides predictability and speed. The Four Seasons provides elegance and 

memories. Ruthôs Chris provides fancy steaks. Dominoes delivers pizza in 30 minutes or less. 

 

Recently, we can see this in the cell phone industry. AT&T emphasizes ómore barsô and fewer dropped calls. 

Thatôs how they intend to serve their customers and distinguish themselves from other providers.  Verizon, 

on the other hand, has emphasized their ónetworkô and service.  

 

Your business has only one primary purpose. When you are clear about that and clearly communicate it in 

every message you send, your business is likely to grow. �v 


