
© FranklinCovey. Center for Advanced Research. All rights reserved. August 2008

CENTER for ADVANCED RESEARCH Discovering and Documenting Greatness

GRAPHIC INLINE: Maximizing the 7 Habits via the xQ Survey
The Company 

Graphic Inline is a printing company based in 
Leicester, England and specializing in designing and 
printing direct marketing campaigns for its clients. 
The company has been in business for ten years, 
employs 130 people and has a turnover of around 
£17 million a year.

Typically, clients use Graphic Inline for their higher-
volume customer communications in both acquisition 
and retention marketing. However, they have now 
added extra equipment which enables them to meet 
the requirements of lower-volume mailers too. The 
company designs and produces marketing mailing 
material ranging from fully personalized mailing packs 
to single-item inserts. It views its main strength as 
its ability to work with its clients to develop solutions 
that resolve the traditional conflict between creativity 
and cost. 

Graphic Inline has an impressive blue-chip client 
list that includes top financial service brands, 
telecommunications companies, and major players 
in the mail order, fast-moving consumer goods, and 
publishing markets. 

The Customer Service Issues 

Bob Matchett is the Client Services Director at Graph-
ic Inline. He believes that improving client service 
is the key to business success in the hard-pressed 
printing sector. 

“The downturn in the printing industry over the last 
two or three years has left too many printers chas-
ing too little work,” Matchett says. “Many printing 
businesses have responded by making a substantial 
investment in new machinery. However, as the kit 
gets bigger, better, and faster, it creates more and 
more capacity which keeps driving down prices. At 
Graphic Inline we believe that the answer to the over-
capacity problem is to offer clients a very high level 
of service. This ‘added value’ element gives us the 
edge over the competition, and an important part of 
my job is to ensure that client service and satisfac-
tion remains high.” 

Seeking a Solution 

While Matchett was working towards a university 
degree in customer relationship management, he
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was required to read Stephen R. Covey’s The 7 Habits 
of Highly Effective People. The book started him 
thinking about introducing the 7 Habits concept to 
the customer services team at Graphic Inline. 

Fortunately, the managing director, Robin Welch, had 
been an advocate of the 7 Habits for some time, and 
gave his full backing to the plan. From the outset, the 
idea was to use the disciplines of the 7 Habits to pull 
together all the key managers behind the objective  
of supplying top-quality client service as a number-
one priority. 

The Process  

In order to get a better understanding of the principles 
and practice of the 7 Habits, Matchett and a colleague 
from the production side of the business attended one 
of the FranklinCovey three-day courses. They then 
arranged a series of in-house courses suitable for the 
13 key managers. 

However, prior to the courses being run, Graphic 
Inline decided to undertake a FranklinCovey xQ 
(Execution Quotient) Survey to help itself achieve the 
maximum benefit from the 7 Habits philosophy. Based 
on research done in partnership with McKinsey and 
Harris Interactive, the xQ Survey has shown that the 
key to sustained growth is made up of two elements. 
First, a small number of absolutely key goals must 
be identified for the business, and then these goals 
must be achieved by the workforce. All too often, 
the second part does not happen, and this then can 
be identified as an “execution gap.” The likelihood 
of this gap appearing can be measured by assessing 

an organization’s xQ, after which the organization 
can put in place programs to drive its xQ towards  
the maximum. 

Matchett views the xQ Survey carried out at Graphic 
Inline as very valuable in starting the ball rolling. 
He says, “The survey helped to give a strong focus 
to the 7 Habits course, and helped to ‘prime the 
pump.’ Whenever participants asked themselves 
‘Why am I doing this?’ the survey results provided  
the answer.”

The Outcomes  

Along with most printing businesses, Graphic Inline’s 
sales and production is based on projects and their 
successful management. Matchett explained how 
particular elements of the 7 Habits really got to the 
core of what the company was trying to achieve. “The 
habit of ‘begin with the end in mind,’” he explained, 
“is now the mantra for all our project-management 
planning and implementation. It has helped the 
managers to understand that they must start with a 
vision of what has to be achieved, and then work 
back through the steps that would deliver the desired 
result most effectively. In the same way, ‘think win-
win’ is really an accurate description of how to run 
a client-servicing function successfully, as it is all 
about balancing client needs and company needs to 
the benefit of both parties.” 

Next Steps

As sponsor of the human resources development 
project, Matchett is pleased with the results so far. 
Now that the key managers have worked through the 
7 Habits course, there are plans to extend it to the 
entire client-servicing team, and to consider adding 
the FranklinCovey Focus course in the future to help 
staff develop better personal effectiveness. 

Matchett concludes, “We have already taken a big 
leap in terms of working together as a management 
unit, and the regular manager meetings keep the 
impetus going. We are confident that extending 
this opportunity for staff development into other 
areas of the business will pay dividends in terms of 
delivering high client satisfaction, repeat business, 
and referrals.” 
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