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when practiced daily, 
can be transformative:

1. Lie down or sit in 
a comfortable location, 
free from distractions.

2. Take a few deep 
breaths, breathing from 
your abdomen not chest.

3. On your last exha-
lation, tell yourself to 
relax.  Perhaps pinch 
your thumb and finger 
together on each hand.

4. Progressively imag-
ine your muscles re-
laxing one by one from 
the top of your head to 
your toes:  eyes, jaw, 
neck, shoulders, arms, 
back, hips, abdomen, 
legs, ankles and feet.

5. Imagine yourself at 

a favourite place that’s 
safe and peaceful.  The 
more detailed you imag-
ine the scene the better.  
Visualize yourself there 
or imagine what it would 
feel like to be there.

6. Once you’re very 
relaxed, repeat a posi-
tive statement related 
to the goal you want to 
achieve.  For example, 
if you want to build self-

confidence, it might be 
something like, “I am a 
capable person.  I am a 
talented person”.  Repeat 
the statement about  10 
times and try to visual-
ize yourself that way.  

Feel free to visit www.
ratellehypnosis.com to 
see how Edmond might 
be able to help you 
achieve your goals a little 
more quickly, and easily.
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I was speaking with 
some staff at a gas sta-
tion yesterday about 
how their industry is be-
coming more and more 
of a self-serve driven 
industry, and perhaps 
losing some of its person-
alization in the process. 

When people ask me 
why I think customer 
service is heading in the 
wrong direction, I often 
cite our continued ob-
session with becoming 
a self-serve society that 
feels at least some of its 
identity is held in our 
hand-held devices; as 
just one of the problems.

As we become more 
“social” as in “social 
media”, in many ways 
we become less social as 
in “real life”, and I of-
ten wonder how many 
years our obsession with 
bigger, badder, faster, 
will take us “backward” 
in the long run – espe-
cially in relation to our 
ability to serve cus-
tomers with passion.

In either case, when 
I had a quick conversa-
tion with these two em-
ployees of the gas station 
I was at, I brought up 
how the pumps are going 
more self-serve, and even 
the stores inside the sta-

tion are becoming self-
serve, elimating more 
and more the need for 
gas station attendants.

The two employees 
seem to feel the more they 
go self-serve, the more 
their station will need 
in-store employees serv-
ing customers, and they 
also feel strongly that 
customer service hasn’t 
suffered in anyway as 
we become more of a self-
serve society that focuses 
(at least sometimes) more 
on the data device in our 
hands than the person 
standing in front of us.

I’d be interested to 
hear what you think?

In my opinion, the 
facts seem to indicate 
that gas stations have 
less in-store employees 
than when their pumps 
were all full service, and 
the service I’m experi-
encing has suffered – re-
member the days when 
the person working at 
the station was excited to 
have a conversation with 
the person getting the gas 
while perhaps also check-
ing their oil, asking if 
they wanted their wind-
shield washed, and so on?

So, what do you think? 
And, if you think it 

has suffered, would you 

like some ideas for how 
you can take some of the 
power back, and make 
sure your business (no 
matter what industry 
you’re operating in) 
doesn’t become less per-
sonalized as our world, 
and society, does? Would 
you like to hear about 
some of the strategies 
we have used to make 
sure our businesses re-
main personalized in a 
less personalized soci-
ety, like using a phone 
service to make sure 
someone answers with a 
smile, or sending hand-
written thank you notes.

Remember: It doesn’t 
matter whether you 
operate a one-person 
trades business, you 
work for someone else’s 
business, you operate 
a global company, per-
form on stage, or you 
operate a gas station, 
you can apply the same 
strategies in your effort 
to get standing ovations 
from every customer.

The last question be-
comes…are you will-
ing to do what it takes 
to find out whether 
you’re currently getting 
standing ovations from 
your customers, and if 
not, are you willing to 

make the changes nec-
essary to make stand-
ing ovations possible?
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their employees some-
thing extra along with 
their December pay-
cheque. Their experience 
is that Holiday Bonuses 
do positively impact mo-
rale and company loyalty.  

One of the biggest fal-
lacies of the year-end 
bonus is the method by 
which the bonus is de-
termined.  The senior 
management teams sits, 
sequestered, in a board-
room.  They look at how 
much money they have 
at their disposal and try 
to match the bonus to 
the fiscal reality.  What 
is missing in this ap-
proach?  The employees’ 
voice and preference!

The need to be trans-
parent about the stand-
ing of the company is a 
whole other article.  Hav-
ing said this, sharing the 
fiscal realities and how 
these relate to the year-
end bonus is imperative.  
Building an employee 
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To Bonus or Not
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team to help match the 
fiscal reality to the Bo-
nus is just good common 
sense.  Having that team 
conduct and interpret a 
quick survey of employ-
ees’ and their prefer-
ences is just plain and 
simply a best practice!

Whether the bonus 
will be more of a sym-
bolic gesture this year 
or something signifi-
cant, employees know 
best what will create 
that elusive motivation 
and loyalty- they might 
surprise you!  More of-
ten than not, it is not the 
financials of the bonus 
but rather the impact.  
Employees might well 
prefer a day off with pay 
than a $50 gift certificate 
to the local grocery store.  
They might prefer a per-
sonalized and framed 
letter from the company 
CEO, acknowledging 
their contributions, over 
a pen and pencil set.  
They might prefer a well 
thought-out, no-cost-to-
the-employer Employee 

Discount Program over 
a basket of fruit.  Or, em-
ployees might prefer a 
holiday party, with good 
food and time away from 
the office with friends and 
new friends rather than 
the obligatory turkey.  

To bonus or not to bo-
nus is the question.  Well 
thought-out bonuses 
might very well increase 
employee motivation 
and loyalty.  There are 
creative ways to give 
your employees bonuses 
that don’t necessarily 
need to break the bank.  
Involving existing em-
ployees, educating them 
about the financial re-
alities and tasking them 
with advising what the 
best Holiday Bonus is 
might well be the best 
practice of the year.  

“A man is a suc-
cess if he gets up in 
the morning and gets 
to bed at night, and 
in between he does 
what he wants to do.” 

Bob Dylan

...and I Quote....


