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TRANSCRIPT

LIVE: Back From Furlough Challenge - Day 2

Hi, everyone. Is Jeremy here. Hopefully you can all see me. You can see a screen which 
says back from furlough day, number two, top five priorities. So we’re gonna look at the 
top five priorities for candidate activity, and we’ll look at the top five priorities for client 
based activity. We are scheduled to start any moment now.

So I’ll just go through some basic housekeeping as I can see there’s a couple of people 
still coming through the system. Everything that I shared within this is recorded. So 
there is an opportunity to be able to go back and re digest content for a second or 
third time. The content that I’ll go through, fleshes out further, some of the strategies 
and tactics, which are shared in the two videos that are associated with today on talent 
builder. So there is a video that revolves around candidate work, and there is a video that 
revolves around client work. Both also have a set of resources that go with them called 
materials. And there are some templates there that have been created for you, both for 
your candidate and for your client communication.

So I guess some of you may have been on furlough perhaps longer than others. I know 
some people who’ve returned to work after four months of being away. And I guess 
sometimes the challenge is trying to work out. Where do you actually start in terms of 
getting back to any kind of semblance of normality in terms of work routines? So I’ve 
put together what I would consider to be five priority activities with candidates, five 
priority activities with clients. And I’d like to think that somewhere within the five, there’ll 
be at least three, which resonate enough with you, that you feel as though you can do 
something with them this week and next week, because coming back to work, if you’re 
coming back and you’re also working part time and you feel like you’re trying to squeeze 
five days of work life into two or three days of turning up time, it can create a feeling of 
either being overwhelmed or like you’re getting lost in activity without feeling like you’re 
moving any further forward. And there are two little bits of advice. I totally credit these 
two little bits of advice to a guy called Stephen Covey who wrote a book called the seven 
habits of highly effective people. 

One of the first things in his book I think it is habit number one, correct me if I’m wrong, 
but I think it’s habit number one, he says you should begin with the end in mind. Now, 
the way that I’m interpreting that for now, is coming back, if this is week one in your 
return from furlough, I’d be thinking about what do I want my business to look like or 
my desk to look like or my role to look like in four weeks time. And I know that may not 
feel like it should be the end. Hopefully it’s not the end, but if we’re thinking about what 
do I want it to look like for me in four weeks, we can then come back to today and apply 
habit number two, which is to start with first things first.

So if we decided that we wanted to look a certain way in four weeks time, and that 
revolves around the level engagement that we have with our candidate audience, and 
it revolves around the level of engagement that we have with the clients that we work 
with, we can then come back to today and start to figure out what are going to be the 
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first things first. 

The activities that I’ll share with you, these are what I would consider to be my priority 
first things first, if I were a 360 consultant who is coming back after a minimum of six 
to eight weeks away from the business. Where I’m anticipating that, although I may 
have had colleagues who were in the office or were working from home to support the 
business, they may not have been able to keep up to date with all of the activities that I 
would have been doing if I were, if I were focused, purely on my own desk. 

So things that I have, I start with my candidate priorities first. First priority for me, I want 
to start by talking to my placements. And if I track that back in time, I went back to the 
beginning of January. I spoke to every person who might placed pre COVID. There are 
two reasons that I’m doing this. One, I’m reacquainting and reassociating myself with 
previous successes and I think it’s really healthy coming back from furlough to have 
people who you’re talking to, who are talking about the experience of the success that 
they had working with you because it will give you a nice little shot of a shot of serotonin 
or a shot of endorphin to help you to feel good about things. Also having made those 
placements, those people will naturally talk to you about what’s been happening at 
work, and you’ll be able to pick up bits of insight so that when you do phone, the client 
contacts, you know, a bit more about what’s been going on within their teams or within 
their business. And you may even from time to time glean a little bit of gossip, and 
maybe that little bit of gossip becomes the thread of an opportunity that you could turn 
into some kind of requirements or a briefing or an instruction on a job. 

So certainly starting at placements. If you are a permanent recruiter, then going back 
further in time. And if you go back over the previous 12 months, there are likely to be 
placements that you’ve made, where because of because of business pre COVID, you 
may have lost contact with some of those people, or just reduced the frequency with 
which you spoke to them because you felt as though they were fully embedded in that 
role. Picking back up with those people is going to give you an opportunity to be able to 
find out more about what’s going on in those businesses.

Second priority. Think about your alumni. So your alumni, your alumni are the candidates 
for whom you perhaps arranged interviews for, and they ended up coming second, or 
perhaps you arranged interviews for them and they pulled out. They peeled away from 
the role that you had because they saw something else that was attractive for them. Or 
it may be that there are alumni because they were contracting for you in the past.

The contract came to an end and for whatever reason, including lockdown, perhaps 
you’ve lost touch with them. Now, what I’ve done this exercise with consultants pre 
COVID right before even even thinking about the situation that we’ve just been through. 
For a business that was making 40 placements every month, they were making 40 
placements every month. And to be able to create 40 placements, they were arranging 
170 interviews every month. That meant that there was 130 people every month who were 
moving forward on a role with them. And for whatever reason, they were unsuccessful or 
successful and chose not to take it. The following month, the cycle began again and to 
do another 40 placements and another 170 interviews. And another 170 interviews was 
normally from producing around 380 CVs.

The attrition of CVs to interview to filling a job somewhere in that attrition, there could 
be individuals who were behaving as candidates who got rejected or were disengaged 
by the client, or they disengaged themselves because of something else that was shiny 
in another direction. And contact got lost. That alumni, that alumni could create a really 
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powerful call list because if they were good enough to be able to get the attention of 
one of your clients and secure an interview then they are certainly people who would be 
likely to get the interest and attention of others, and they may now have turned up in 
other clients that you don’t currently work with, and they could start to help you to get 
a bit more insight as to what’s going on in that business. And it will help you to produce 
a healthy pipeline of people who’ve been good enough for you to represent them and 
secure them interviews and if the wind had been going in a different direction, potentially 
even placed them. 

So I hope the way that I’m describing that makes sense though, the, the alumni thing 
in Latin makes it all sound a bit kind of dusty and stuffy. I think there’s something really 
commercial and maintaining those relationships. And if you haven’t done so already 
starting to create a contact group in your CRM of those alumni individuals so that you can 
regularly contact them with broadcast based emails in terms of market updates. We’ll 
ensure that whenever they are thinking about change, they haven’t forgotten you and 
they haven’t forgotten you because you never forgot them. So that’s your placements. 
And that’s the alumni. 

Thirdly, you may have had hot lists, pre COVID. Then we went into lockdown. Then the 
job retention scheme kicked in and you found yourself on furlough. If you had hot lists, 
pre COVID pre lockdown. I would say, if you’re now picking up lukewarm lists, so those 
lukewarm lists, we need to get those rekindle that we need to work out. Who in those 
hot lists is genuinely somebody who is still active and up for it.

I lets start to rebuild some up to date hot lists so that we can from front of mind, start 
to be able to shortlist on jobs. So if you manage a desk where you are regularly asked 
to hire people with certain skillsets from certain industries, and you have hot list of your 
top 10 candidates or your top five candidates for each of those lists, as you’re taking in a 
role, as you’re taking on the role, you can test the assignment by talking about people in 
your hot list. And as you test the assignment with people in your hot list, you can refine 
it. So you only have to resource it once rather than have to refine it through submitting 
a short list to then have to go back in to do it again. So hot list development, hot list 
development, if I were in your shoes, I would want to have my hot lists built, created, and 
starting to be burnt into my, into my memory by the end of this week at the latest, the 
middle of next week, because it’s going to be the agility with which you can move on. 
New jobs is going to dictate your initial fill rate.

Fourthly traitors. I had a WhatsApp message from somebody yesterday who was asking 
me about traitors because they they’d seen, there was a spreadsheet that I’d shared that 
was called a traitor tracking spreadsheet. So the concept of traitors, if you are a temps 
consultant, or you are a contract consultant, or you are dual desk consultant, traitors is 
definitely something that you want to get familiar with.

It’s not the most, it’s not the most pleasant of words, but if I, if I continued running with 
the word traitor, the definition of a traitor is somebody who is handing in time sheets for 
another agency and therefore making margin for somebody else. And there were two 
reasons that I would want to be able to track where my competitors, contractors and 
temps are currently working.

The first one is it gives me a radar of who’s spending money on contractors and temps in 
my marketplace. So if I have 10 temps working and I have a list of a hundred other temps 
who are working for my competitors, it gives me a rough idea as to the market share 
that I’ve got, that’s rocking at about 8% of my known visibility of temps.
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And it should encourage me to think that if I start to move some of those hundred around 
and I take somebody out of job, number one, because they would prefer something that 
is nearer home, or they took that because it was the best thing that was available on the 
day. And I’ve got something that will use their skills in more abundance. Then maybe 
they’ll take that.

So a good list, a good list will be who are they? Where are they working? How long are 
they expected to be there? And what if I had something better? And when we know 
what better looks like we can start to present better to those people, move them from 
at a temp assignment to another one, and then go back and refill the backfill that we’ve 
created by moving those people around.

Bear with me for a second, we go back to 2009 global financial crisis. The economy was 
like there was 2.4 million people at that time who were unemployed, what unemployed 
people. So the actual real figure was probably closer to 3 million because not everyone 
was, was declaring themselves as unemployed and taking benefit. And at the same 
time, there was 2.8 million people working in temporary assignments.

So when you start to map your competitors, temporary and contract workers, you are 
doubling the amount of choice you provide yourself with and your customers with, 
because you’re now able to fish from that pool of what a perm consultant would 
probably call a passive candidate pool. They’ve already got 10 jobs, just the same as perm 
candidates are passive. I’ve already got a permanent job and not only where you able to 
fish from that pool, but we can then start to create our future placements. If everyone 
takes one step to the left and I go to 11 people out and I’ve got 99 of them that I know 
about, and now I feel that one, I go to 12, I felt it was somebody else on my list. The idea 
is that one list gets shorter as the other list gets longer.

And then on top of that, there’s another layer of onion skin. We then have all of the 
managers who are the people who make the bookings for the people who were tracking 
as temps. So it’s such a powerful thing to do, which is why I created the contract tracking 
spreadsheet and the temp tracking spreadsheet that you’ll find in the materials section 
of I’ll get the name of the candidate pool triage, which is the module, which was set for 
today. So that’s four out of the five. So I’ve got one more to share with you. 

This one is about having a town hall meeting, and I know that I’ve spoken to some of you 
directly about this, and I know that some of you have heard me talk about it elsewhere.

It bears repeating, right? When you have multiple people who are experiencing the 
same situation and you’re able to get them together so that you can do a one to many 
type of broadcast. When you are able to run a zoom meeting or teams meeting or 
Skype meeting, or you do something with, with Crowdcast and you then have 25, 30, 40 
managers who are all facing redundancy, and you’re giving them advice on how to be 
able to find their next role. They’ll remember the advice that you gave them, and whether 
you find them a job or somebody else finds them the job, or they find one through their 
own means. An element of their memory of that time will be your helpfulness and your 
insight and your value. And they will take that forward into the future.

And they’re likely to hire from you. When you do that with candidates who are non 
hiring managers, those candidates will end up in businesses and they will still talk about 
the experience of what you did and they could become influences to the managers who 
hire through other agencies. 
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So there is, it’s not just the altruism of helping people, right? There was a commercial 
undertone to it, but when we do it with high value and when we do it to help people, 
people will start to come back to us in more abundance. So out of all of those five things, 
the town hall meeting one is the one that I would consider to be highest return for the 
amount of energy that goes into the system. Although it will take more energy to set up 
the tech bit, to make sure you’ve got your zoom meetings ready to make sure that you 
feel confident and comfortable in terms of being in front of a camera and everything 
that goes with it when you do it. And it goes well, and you start to do that every week. 
You’ll start to become a lighthouse brand in the marketplace that you operate in way 
beyond this post COVID kind of nervousness as we come out a lockdown and, and it 
could stand you in good stead for the following two or three years. 

So those are my five candidate priorities. If anyone has any questions about the 
interpretation of any of those five, feel free to use the chat function, which is here in this 
particular meeting, or use the WhatsApp button, which is on the site, or even go to the 
forum, the bar, which is part of back from furlough fit in five days on talent builder. And 
we can pick up the discussion somewhere else. If you have other ideas as to things that 
you feel are a higher priority than most five. Totally cool. Right? If you listen to those five 
and you think that, well, I think number two sounds quite cute to pick up with my alumni. 
And I quite like the idea of rekindling some hot lists, because then I’ll be behaving as if 
I’m going to get some jobs next. Right? So it’s probably better to behave as if I will, rather 
than waiting until I do to then have to think about a hot list.

That’s my five, let’s have a look at some client priorities. So from a client perspective, 
when I use the word client, I’m not talking about customers, I’m talking about people 
that meet your definition of being a potential customer or our customers. So really 
they’re all, they’re all qualified in terms of being prospects. What I’m not talking about 
is what I would call suspects and suspects of people that I know a little bit about but it’s 
just a suspicion that they could turn out to be a good customer. 

All of these five are pointed purely at clients, qualified prospects and close proximity to 
being customers. So in terms of priorities here, number one, it’s a no brainer to start with 
your own customers. People who’ve paid you money in the course of the last 12 months, 
whether there are already trading agreements in place where terms have already been 
cleared.

Were an experience of working with you has been developed where you have the 
opportunity to sell to other managers in the same company. And you have an internal 
advocate who can talk about the quality of what you did then start with your existing 
customers. Find out what their plan is. Find out what their short term plan is ie. the next 
four to six weeks as we’re doing this transition and we’re starting to deal with these little 
bubbles and clusters of new infections, find out what their challenges are and how they 
dealt with those and talk to them about their future hiring plans. Because I’m pretty 
sure that when we talk to people about recruitment, they always think about proactive 
recruitment rather than reactive agreements. So as you begin a conversation about their 
future hiring plans you can then steer the conversation then to talk about the, the darker 
side of recruitment. What if somebody were to leave? What if you were to lose some of 
your better people? What if the working from home created less and less engagement 
and they became more autonomous and went rogue and you lost them to a competitor. 
As you start to talk about those things and you build plans proactively how you will deal 
with reactive recruitment.
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So you have terms in place for temporary recruitment and for permanent recruitment 
across all of your customer base. Then you’re much more ready so that when they are 
reacting to that event, because the plan is there, they come to you first because the plan 
felt reasonable and they want to execute it. And even if you only have one customer it’s 
still the best place to start.

And it’s your one customer that you want to be able to make sure that you look after fully 
and know exactly what they’re up to, because you may be calling on them in the future 
to be able to give some kind of reference or testimony to help you with your, your next 
customer. 

Second one, look at your nearly customers and your lapsed customers. So a nearly 
customer, this is somebody who attempted to spend money with you. But didn’t quite 
get to the point of spending money. So maybe they gave you a job and it got filled by 
somebody else, or maybe they give you a job. And then they canceled the job. You think 
about how many things in March were work in progress for recruiters and how many of 
those just slowed down or came to a grinding halt.

And then 60% of the recruitment industry went on to furlough, which meant that some 
of these things that if it wasn’t squeaking, like, like that wheel, it didn’t get any oil or 
maybe the client just put it on the back burner. Maybe there are things that we assume 
are dead because they haven’t come back to us to say that they’re alive. So going through 
your nearly jobs, your work in progress, pre the lockdown pre you’re going on furlough, 
you may have some pleasant surprises that there are clients who are now revisiting 
some of those things and a good to go and ready to pick up and run with it. You may 
also have lapsed clients. So these are people who will have paid you money more than 
12 months ago, but haven’t spent any money in the last year. And maybe, you know, that 
they haven’t spent any money in the last year because you kept on phoning them to say, 
are you ready to spend some more money? And they said, no, we’re not recruiting. 

Maybe their business model is now thriving in this marketplace. And they’ve got all the 
money and the people who were your customers aren’t spending any money because 
they did better in a 2019 type of economy.

So as money moves around the system, the agility of a good recruiter is turning up where 
the money is before they spend it so that it gets spent with you and money, money, just 
flight flows through the system. So when you think about your, your nearly and lapsed 
customers start to think about, who’s likely to have the money now, and let’s start to 
prioritize some conversations with them.

And if there are lapsed customers who you chose not to work with because of how 
they behave last year or things that they did in 1971, maybe now is the time to revisit it 
because we’re in such a period of flux, the people and systems and processes are all up 
for questions. Maybe they created a new behavior model and process that you would 
want to get involved in compared to the difficulties that they presented for you midway 
through 2019.

Third on my list, leads old leads, new leads. So it takes on average between five to eight 
touches to convert a prospect into a customer. Yet it’s surprising how many people 
decide to give up after the first attempt. The, the statistic is actually 48% of salespeople 
give up after the first attempt at turning it into business because of something that is 
said or something that happens that makes them decide that it’s not worth pursuing 
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yet.

So, as an example, I spoke to somebody beginning of last week, just back as well. So 
they went back from furlough last week and he said, the marketplace is really difficult 
at the moment, Jeremy, because when I’m phoning clients, they’re all choosing to take 
the path of doing their own direct recruitment, because there are a lot of immediately 
available candidates and therefore they’ve got lots of applications.

So all of that language that he was using for me was making me feel he’s in danger of 
deciding it’s not worth pursuing that any further because the client said, we’ve got six 
people to interview next week or we have 120 CVs, or we’ve got a really strong shortlist 
that we’ve put together. And we were just arranging interviews. And if we hear that 
and we decided that it sounds like the jobs filled yet we know from our own personal 
experience, that that won’t be the case. I think we just need to stay a little bit more 
tenacious and rather than considering leads that are old to mean that they are, out of 
date leads that are old, have just progressed further. So if it falls apart, the damage is 
going to be greater. So the value of a new recruiter will be far higher than whether you 
are, or you aren’t on a preferred suppliers list. 

So if you have access to it, and then it’s surprising how many people don’t, but if you 
have access to it and you could go back to look up where all of the leads that I generated 
in March, where is all of the intelligence that I was feeding in into my sale system, and 
how many of those could I say categorically that either completed the project, have 
either spent all of the money that they got from that investment round, or who filled the 
jobs that I saw being advertised or heard about in the market. And some of those could 
be going back to the market again, to find somebody because the person I offered it to 
decided to stay where they are. So there’s a lot of merit in terms of making sure that you 
are triaging and nurturing your leads.

And when you get new leads today, make sure that you put in somewhere where you can 
revisit them regularly, and you can start to create a conversion plan and you engage with 
them better because when you start to engage with them better, that the spreadsheets 
that I’ve shared, the lead tracking spreadsheets, the team leads, spreadsheets, the 
business intelligence spreadsheets. They’re not designed to replace your CRM system.

They create a dashboard that you can use so that you can see clearly what you’ve 
discovered, what you’ve done with it and what you need to do with it next. All of your 
recording can still go on your CRM. If you’re lucky enough to have a properly configured 
CRM system, and you can put a lead on it and an opportunity on it and track it through 
to completion, the spreadsheet almost becomes redundant in fact it is redundant. So 
customers nearly and lapsed customers leads old and new. 

The last two, number four, thinking about your prospects. So your prospects are people 
who you’ve qualified and you feel as though they fit your definition of being a client that 
you would like to work with. And when you’re able to say, this is a gold prospect, because 
when you describe a prospect as being a gold prospect it is because of the profile of 
they’re organization. It’s because of the decision makers who you’ve identified and their 
value of a recruitment partner, and it’s their behaviors that make them a gold client, 
because they are willing to take on board your consultative approach to making good 
decisions. 

So when you start to define your prospect list, and you say, this is what a gold client 
looks like, this is how a gold client behaves. When you then encounter a silver client or a 
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bronze client, you can start to set plans as to how you educate them to become better 
as customers, because as they start to behave better, that helps them to create stronger 
results. You in turn become a gold agency.

So you end up with a gold customer who has a gold supplier that becomes a really 
strong partnership basis. So if nothing, other than on this number four prospects, who 
and why, you, you, you, all you do is you define what is a gold customer. What does a 
gold customer look like and how do they behave? And then when you’ve defined that 
become the gold customer and then do the same brainstorming exercise.

But think about it. If I was a gold customer, what would a gold recruiter look like? And 
how would they behave when you have that balance sheet in terms of profile and 
behaviors, you know what you’re looking for and you know, what projects to become 
their definition of a gold partner. 

And then lastly, in my five, getting on top of your sales engagement. So your sales 
engagement is more than sales activity. It’s how you choose to engage with the people 
that you would want to become your customers. And when you to decide how you want 
to engage with them. I’m thinking about your LinkedIn strategy. I’m thinking about your 
email strategy. I’m thinking about your general social media presence. And I’m thinking 
about how you use your sales conversations to be able to then drive good quality business 
meetings that might be face to face with a bit of social distancing.

But I feel a far more likely to end up being, online meetings, using something like zoom. 
When you’ve defined your sales engagements, and you know how you’re going to use 
each of those channels, you can then start to review them to make sure that they’re 
fit for purpose. So you look at your LinkedIn profile and three things to look at on your 
LinkedIn profile to think about what is this communicating?

What is this communicating to the managers who I’m leaving messages for, who were 
then checking out on LinkedIn? What is this communicating to the people I send a 
message to on platform when they then look at who is the sender, and what do I think 
their agenda is? 

And the three things to look at the most important bits of your LinkedIn profile right 
now, the first one is your banner. What you actually choose to have as that large banner 
that, that sits behind your photograph, make sure that it communicates somebody, 
that projects who you are, what you do, and most importantly, how it impacts on your 
customers. The second thing is your professional headline and your professional headline 
needs to have some kind of content that the shares that the benefit that you bring to 
the clients that you work with.

And then the third thing is the about section. When somebody looks at the about that 
sometimes it’s called the biography, but I’m, I’m 99% certain it’s labeled as the about 
section. It’s the first three lines that make the difference because the first three lines 
are then followed by dot, dot, dot, whatever you write in the first three lines, it needs to 
be compelling enough that somebody then wants to click on it to read the thing that 
follows dot dot dot. Because if you’ve got all of the juicy content after dot dot dot, and 
you started with a buildup towards the juicy content. So therefore the first three lines is 
all a bit waffly. Then unfortunately, they’re not going to read the about, better than could 
get them hooked in. So make sure that your LinkedIn profile from a sales perspective is 
engaging.
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Think about your email communication, the templates that I’ve created for clients. There 
are three email templates, and I have labeled them up as being different industries, but 
it doesn’t really matter, right? That was just so that you had context when you read it. 
So when I’m sending that email to the food industry, we could change a couple of the 
key words in it, and we could send it to an information technology business, or we could 
send it to a distribution company. 

What I’ve highlighted in orange is why I’ve chosen to use each of the words that I’ve used 
from an influence perspective and a suggestion perspective, and why I feel it’s going to 
generate good results. The pattern across all of them, all of them are less than 200 words 
a really good sales email, less than 200 words. And ideally less than 150 words. If you are 
using more words than that, you’re just using too many words and probably trying to 
make too many points. I saw Stephen King, the author being quoted on LinkedIn. And 
he says, when he writes a book, the first thing that he does when he finishes the book is 
he goes back and he reduced the word count by 25%.

So he pulls out what he calls all of the fluff. When he reduces the book by 25%, then 
he’s happy to publish it. I think it’s the same when we write an email, if you just write it 
and then read it and go, that’s good enough sand, and you haven’t thought about the 
reader. There’s probably an opportunity to pull some of it out to have a bit more power. 
And if you don’t have a call to action, it might be, it might be when you look at your sent 
emails, for example, and you look at the last few emails that you sent before you went on 
furlough and you have closing lines, like I look forward to hearing from you in due course 
or I look forward to your feedback, but they’re still not late to give that feedback. Even 
though it may have been four months until we start to drive a stronger call to action 
in them. So make sure that when you write your, your emails, you have a proper call to 
action, which is measurable and creates the urgency that you want to create.

Please find attached a CV of the post I’m recommending. They can do an interview 
Monday or Tuesday next week. I’ll call you by four o’clock to let you know which time is 
best, would have a bit more impetus and momentum. And then from a conversation 
perspective, making sure that when you do your sales plan from an engagement 
perspective, you’ve invested enough time to think about who am I calling and why 
would they want to talk to me and spend a little bit less time being hung up on who am 
I calling and why do I want to talk to them?

Because otherwise the fabric of the beginning of your call is I really want to talk to you 
because when really the fabric of it should be, I believe you’d want to talk to me because. 
I mean, we, when we flip that and we start to create a more engaging beginning, we 
have a bit more purpose for them to get involved well up the quality of the conversation.

And it will feel far less to the person we’re talking to like they’re being sold at. So those 
are my top five client priorities combined with the top five candidate priorities. If your 
focus is a hundred percent from a delivery perspective and just candidates, then clearly 
the first five, there’s plenty there to be able pick up and run with. If you are purely BD,

then we have five here. And if you are doing a 360 role, then it may be that you do three 
from one and two from the other, maybe three candidate driven to client driven over the 
course of this week and then go into next week and pick another three and another two 
or two from the candidate and three from the clients. All of those I feel are very specific.

They are very measurable and they are very achievable and above all else. They’re very 
realistic for the current marketplace and where you would find yourself if you had been 
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out of action, unable to do any work for three months. So if anyone has any questions 
again about any of that content, I’m drawing this, this session to a close, you know, where 
to find me, right? 

There’s there’s the, the forum that exists on the platform that you’re logging into. There’s 
the WhatsApp communication channel that I know some of you have found because 
I was talking to you yesterday. There is also traditional email or LinkedIn messages. Uh, 
any feedback that you can give to me on what you thought about the content would be 
greatly received.

I trust you’ve managed to navigate your way around what what’s available to you. And 
you’ve started to put things into, if not just a plan into some kind of action as well. So 
with that, I’ll leave you to it. Good luck. I’ll see you again tomorrow. We’ve got another live 
session. We’ve got three more days to go. Um,

If you haven’t watched the videos which are already hosted, which are Monday and 
Tuesday, then allocate some time to do that today and tomorrow. And, uh, yeah, I’ll, I’ll 
catch up with you all again very soon. Thanks very much. Bye bye.


