Go It Alone

It's an odd job
running other
people’s errands

FTER five years of
A working in the City,

Claire Brynteson, 33,
knew the frustrations that go
with the long-hours culture.
Getting to a bank, to a chemist
to pick up a prescription, or
simply to the shops, was just
about impossible without tak-
ing a day off — or having a
very sympathetic boss.

Today she is addressing
those frustrations for other
people with her lifestyle man-
agement service, buy:time.
The company, which she set
up last year after being made
redundant by an American in-
vestment bank, will take the
“to do” list of any busy worker
and complete all the tasks
while they are at work.

Whether it is feeding pets,
sorting a tax return or finding
a plumber to fix a leak, the
buy:time team will either do it
themselves or outsource the
work to vetted people.

“I love organising and man-
aging, and the business is real-
~ly just an extension of that. It
was also something 1 had
thought about doing for ages,”
Miss Brynteson explains. She
is the type of woman, she ad-
mits, who even files her CD
collection alphabetically.

The business was not the

Elizabeth Judge
says it pays to
lend a helping
hand to those

who cannot
spare the time

first of its kind to launch in the
UK. Others had been quick to
import the American trend,
but Miss Brynteson realised
that effective marketing would
provide the best route to secur-
ing a good share of business.

She opted for methods that
were cheap but effective: print-
ing 5,000 flyers and posting
them through doors in the
more lucrative areas of the cap-
ital and sending e-mail links to
the company’s website to hun-
dreds of friends. She has also
joined networking groups to
spread the word about her
company to other professional
individuals.

As a result, she had custom-
ers waiting to use the service
before the company officially
launched. “Psychologically, it
makes all the difference when

you are not sitting waiting for
the phone to ring,” she says.
Initially, clients tend to re-
cruit buy:time to perform tasks
around the house. “Then they
get used to having us around
and start to ask us to do other

jobs,"” she says. So far, Miss

Brynteson and the two life-
style managers she employs
full time have done work for
about 40 clients, many of
whom keep returning.

One of the best sources of
help, she has discovered, has
been free: tapping into the
knowledge of other start-up
owners: "I invite them round
to my house, cook lunch for
them and then tell them they
have two hours to tell me eve-
rything they can about run-
ning a business,” she explains.

When not attending to cli-
ents, she spends every mo-
ment dreaming up new ways
of bringing her company and
brand to a wider audience.
“Each day I set myself a target
of cold-calling a number of
people with whom 1 have
some link, however tenuous,
to tell them about us.”

Buy:time's business model
has been built around giving
the customer as much flexibili-
ty as possible. Unlike many
other lifestyle management

businesses, buy:time does not
require its customers to be-
come members, “ think that
it is important not to make
people feel they are tied into
something,” Miss Brynteson
explains.

Customers are given the
choice of three pricing options.
They can "buy” time at a rate
of £35 an hour, pay an agreed
fixed price for a one-off task,
or negotiate agreed terms for
the company's support on a
regular basis.

No task is ruled out by the

firm and some clients have
already started to be quite
adventurous. In one case, the
company was asked to find out
about dating events. “Like eve-
rything else, finding time for
your love life can be difficult if
you are working all hours of
the day and night,” she says.
But too much flexibility is
not always a good thing. In
one instance, where a custom-
er asked if her regular plumber
could do a task instead of
someone sourced from buy:
time's preferred list of people,

he botched the job. “It was his
fault, and they knew that, but
it still rubs off badly on us.”

Another hole appeared in
the business model when she
realised that sourcing trades-
men such as plumbers would
not be as easy as she had ex-
pected. “I wanted a list of one
plumber, one electrician and
so on, but found that many
tradesmen will work in only
one area of London or will
only do work worth a certain
amount.”

The problems that accompa-
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ny growth frequently leave her
exasperated. “It is a vicious cir-
cle,” she says. “As you become
successful, you have to employ
more people to help you, and
you have to find enough mon-
ey for those people to ensure
they stay with you. It all eats
into your profits,

“It seems that with every bit
of good news for your business
there comes a bit of bad news.”

She is aware that the timing
of the launch — job cuts were
being made in the City, where
her target audience lies — was

not ideal. However, she points
out: “] figure that if [ can man-
age in a climate like the one
we have just been through,
things can only get easier from
now on.”

Survival Tips

“Ultra-confidence is a necessi-
ty. Never stop being positive.
Learn to leave the business be-
hind at the end of the day.
Keep your staff motivated.”

[ Buy:time: www.buy-time.
co.uk; 020-7498 7934,



