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ECYCLING is important. Not
just when it comes to your
newspapers, bottles and ink
jet cartridges – it also applies

to people.
In researches for this month’s

article on the ‘Spin Cycle’ (see page
51) – which looks at the phases
companies go through after spin-
ning out of a university – one of the
key aspects to emerge of successful
company development in this mar-
ketplace was people. 

It’s not just about the need to
find top business brains to help the
top science brains who discovered
or developed the idea in the first
place. The idea of people recycling
is a result of being in the real
world, which means that there are
many twists and turns on the road
to flotation. There may not even be
a flotation – in this risky area, it’s
far more likely to be a big failure. 

I won’t bother listing the compa-
nies that have raised expectations
and a lot of hard-earned dosh from
business angels and venture capi-
talists. What’s important is,
although the ideas may end up on
the scrapheap, the people involved
with their development don’t.

Let’s admit it. Some companies
are run beyond their useful sell-by
date. Inevitably with exciting new
start-ups it is unknown whether the
technology is a world beater, or
something that can only be devel-
oped so far before being snapped
up by a larger company or made
obsolete by a newer technology or
a market shift.

The point is to put your hands
up, admit it’s over and move on to
the next big thing – recycle that
experience.

Yet, according to Andy MacNair
of Connect, the fear of failure still
holds this process back.

I’ll put my hand up. The media
might have something to do with

this. We can sometimes hype the
next big thing then howl when it
doesn’t become the next Microsoft.
Adverse publicity as well as pride
make it hard to stand up and say
‘I’m a loser, now what?’. But really,
you should.

The country has been banging on
about the need to capitalise on the
amazing research being done at
Scotland’s brilliant, unsurpassable
universities for at least 10 years.
And we are doing it, but perhaps
not as quickly or in as straight-
forward a manner as we originally
had expected.

Rather than the ‘spin out,
investment, commercialisa-
tion, IPO’ plan, it can be
more like ‘spin out, com-
mercialisation, near
liquidation, investment,
MBO, etc ,etc’.

Not only do we
need to embrace
Smart, Successful
Scotand, we also
need to embrace
ambiguity, uncer-
tainty, market shifts
and, yes, failure. 

There are more of
these people around
than ever and they are
appearing on the
boards of the next gen-
eration of Scotland’s
young, enthusiastic,
scientific companies
with ambitions to take
over the world. 

Thankfully, many peo-
ple finding themselves in
the recycle bin are feeling
bloodied but unbowed.

“Of course it is hard,”
says MacNair. “It is
challenging, but it’s a
hell of a lot of fun.
That is why people do it
more than once.” ●Ph
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It’s no sin to
be in the bin
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Becoming 
“Dispute-Wise”

Recent research shows that tension within a
business, professional  or personal relationship
can have a disproportionate impact on the
people and businesses involved, affecting their
productivity and effectiveness. 

It is not easy to overcome inbuilt
antagonism. Difficulties can arise whether you
are managing up or managing down, dealing
with customers or contractors, or in B2B
situations. Positions can soon become
polarised and little things can be perceived as
deliberate attacks, or unhelpful obstruction. 

Loss of trust is often said to be at the heart
of disputes, as fear, egos, personalities,
agendas, values and expectations get in the
way of genuine understanding. This is not good
for business.

It is said that over 20 per cent of senior
management time is taken up engaging in or
managing disagreements. Research into the
cost of disputes in business has found that the
financial costs for small companies averaged
£75,000, with larger companies paying as
much as £500,000 or more. The research
also found that 75 per cent of CEOs were
personally involved in the dispute, with 87 per
cent  saying that disputes took up too much
management time.

In the US, many businesses have become
“dispute-wise”. They integrate contentious
issues into the overall business planning
process, seeking to reduce the uncertainty of
ongoing disputes, whether litigious or not, and
to work in an environment where senior
management is focused on preserving
relationships and resolving differences rather
than on winning every point, or aggressively
litigating.  

The American Arbitration Association has
found that the most “dispute wise” US
companies are more likely to have stronger
relationships with customers, suppliers,
employees and partners and that their P/E
ratios are on average 68 per cent higher than
those of the least “dispute-wise” companies.  

Now, how many “dispute-wise” companies
do we have in Scotland?
For further information, call 0131 221 2520 or
visit www.core-solutions.com


