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Noise 
Reduction:  
We must fight for focus

In reading the definition of distraction, doesn’t it describe much of what goes on in our 
personal and business lives? Daily, we are distracted by predictions, assumptions and 
cautionary warnings that interrupt, disturb, even cause frenzy. If we are to run our businesses 
(and our lives), we can’t afford any of that noise—it’s difficult enough as it is. The following  
is based on our learnings at LABOV as we have observed great and not-so-great responses  
from companies of all sizes encountering these distractions.   

1)  A thing that prevents someone from  
giving full attention to something else. 

  “The company found passenger travel a distraction 
from the main business of moving freight.” 

  Similar: diversion, interruption, disturbance, 
intrusion, interference, obstruction, hindrance 

 2)  Extreme agitation of the  
mind or emotions. 

  “He knew she was nervous by her  
uncharacteristic air of distraction.” 

  Similar: frenzy, hysteria, mental distress,  
madness, insanity, wildness 

dis·trac·tion /də´strakSH(ə)n/ 
noun 



1.   Work from home (WFH) is the new way of doing business. 
However, it is not guaranteed to be the future.

As David C. Baker stated at the onset of the pandemic, “There is no proof that 
WFH will be a positive. We simply will not know that until years from now.”  
Many companies do not have a WFH option—manufacturers, for example. 
Certainly, WFH is never going to be in their future. For companies that do 
commit to an entire workforce that is WFH, what happens to their morale and 
culture? Our company (which has been able to maintain our workforce at the 
office while adhering to social distancing and mask guidelines) has noticed that 
as we’ve grown and hired new employees, the majority of applicants are from 
WFH companies. Is that a coincidence? Maybe, maybe not. Employees may be 
seeking companies where they can retain that in-person interaction. It has its 
place, but WFH isn’t for everyone or every company.  

2. There is a new expectation of “partners.” 

Before the pandemic, in our business of branding, launching and training, many 
companies were content with status quo. After all, when business is good, why not 
accept surface-level marketing that focuses on clever headlines and cute logos? 
Now, with there being a true need to survive and ultimately grow business, service 
companies are being sought out for their business and strategy—to get results. 
This goes for service firms in accounting and law, as well. Why waste our valuable 
resources and time asking an accountant to merely tell us what we owe in taxes 
or a law firm to recite back what the law is? We need our partners to identify 
opportunities and help us reposition how we are doing business. In short, service 
firms must deliver a real service by being a true partner that can provide the focus 
needed to make a difference in their clients’ businesses.  

3.  Politics may be tempting to engage in, but not at the  
price of a company’s health. Why not focus on  
what we can affect?  

Many of the most successful businesses we know have chosen to not be distracted 
by politics. These companies are not throwbacks from the past—they are focused 
on making sure they are staying the course and growing. We also know companies 
that are focusing on political stances while their business is dwindling. Is that fair 
to the employees who may lose their livelihoods due to that distraction? The best 
leaders focus on what they can influence, what they can change and go about 
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For companies that do 
commit to an entire 
workforce that is WFH, 
what happens to their 
morale and culture?

Many companies do  
not have a WFH option—
manufacturers, for 
example. Certainly,  
WFH is never going  
to be in their future.



4.  Technology will not entirely take the place of business 
travel and in-person meetings, but we must capitalize on it.  

Over the past few months, we have seen those who once resisted using online 
meeting technologies actually embracing them as in-person meetings have all 
but disappeared. While there is no proof that business travel will permanently 
decline, there is an opportunity right now to save that time and investment 
and repurpose it for something with a shelf life longer than a plane ticket and 
expense report. Companies are reinvesting their budgets in projects like online 
training that will serve their current and future employees for years to come. So, 
will business travel continue to decline at least in the interim? Probably. Will we 
stop seeing each other? No. Should we seek out technologies that help us focus 
on connecting, engaging and learning now? Absolutely.  

5.  Predictions are just predictions. Why not focus  
on what we do know? 

Throughout history, there have been prognostications. Some were true. Others, 
as we look back now were laughable (for example, the “Y2K” prediction that all 
computers would shut down when the clock changed, leaving us in the dark 
ages). If a prediction leaves us fearful and paralyzed, it becomes more than a 
prediction—it becomes an affliction. What a difference it would make if we 
focused on what we do know, like how to best serve our employees or customers 
or how to innovate a new product. Focusing on what we do know is far more 
effective and exciting than waiting for the next big thing to happen.  

Summary

All companies—from blue chip corporations to mom and pops—can fall prey  
to the distractions in front of them every day.  

We’ve seen the negative consequences when companies let disruptions take 
over. We’ve also watched organizations skyrocket as a result of their focus 
and dogged determination. It’s more difficult to be the latter company,  
but the rewards are overwhelmingly worth it when we tune out the noise. 
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Let’s Jam.
We launch, grow and 
engage multi-location 
organizations in B2B 
and B2C. In the retail 
sector, that includes 
The Macallan, Hyundai, 
Flexjet, Audi, Airstream, 
UPS, Harley-Davidson 
and others. In B2B, that 
includes Heil Trailer, 
Steel Dynamics,  
REV Group, Carrier, 
Ingersoll Rand,  
John Deere,  
SDI LaFarga and  
other leading 
manufacturers. 
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