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Take aways 

 Practical Tools, Models, Frameworks 

 Goal Setting

 Strategic Planning Techniques

 Performance Measurement

 Organisational improvement

 Action Planning

 Self-Assessment Tools  



Areas Covered in Session 1

 Why change is needed and what could be changed

 Objectives – setting / measuring / evaluating / responding 

 Planning for next year and beyond (areas to focus on – priorities) 

 Challenges (what might stop you)

 Opportunities – recognising and exploiting 

 B-Corp

 Income Generation 

 Commercialisation – what / why / assets and resources / impact on brand 

 Stakeholders – internal/external/primary/secondary/mapping (interest/power) / engaging

 Business Planning (started) – SWOT / TOWS    



Areas Covered in Session 2

 Additional Planning Tools  

 STEEPLE analysis – Animal Welfare example

 Porters 5 Forces – From a Social Enterprise Perspective

 Planning Timescales

 90-day plan 

 Visioning Orbit – 1 year to 3 years

 Single Page Plan – the next 12 months

 The Goal Focused Action Plan – activities for now

 Idea Generation / Problem Solving

 Various 

 Edward de Bono’s 6 Thinking Hats – with a social enterprise being more commercial example

 The Hedgehog Concept

 Maslow’s Hierarchy of Needs    



Creating value



The 5 Parts of Every Business
Josh Kaufman – The Personal MBA 

1. Creates and delivers something of value

2. That other people want or need

3. At a price that they are willing to pay

4. In a way that satisfies the customer’s needs, wants and expectations

5. So that the business brings in enough profit to make it worthwhile for the 

owners to continue operation 



At the core are 5 interdependent processes –
which flow into the next

• Value creation – discovering what people need or want, then creating it

• Marketing – attracting attention and building demand for what you have created 

• Sales – turning prospective customers into paying customers

• Value delivery – giving customers what you’ve promised and ensuring that they’re satisfied

• Finance – bringing enough money to keep going and make your effort worthwhile 



Understand Customer Needs and Preferences

• Research and Segment - Conduct market research, surveys, and customer 

segmentation to understand what matters most to your target customers. 

• Customer Feedback - Regularly collect and analyse feedback to learn what 

customers value and where they may encounter frustrations.

• Personalisation - Tailor experiences, recommendations, and services based 

on customer preferences. 



Focus on Product Quality and Innovation

• High Quality Standards: Ensure products and services meet high standards 
for functionality, durability, and design. Quality is a fundamental driver of customer 
value.

• Innovate Regularly: Offer unique features or continuously improve your 
offerings. Innovations—especially those that solve emerging customer problems—
can be major value drivers.

• Reliability and Consistency: Ensure products and services work reliably and 
consistently to reduce customer effort and enhance satisfaction.



Deliver Exceptional Customer Service

• Responsive Support: Offer efficient customer support with multiple options 

(phone, chat, email, social media) to resolve issues quickly and effectively.

• Proactive Service: Anticipate and address potential issues before they escalate. 
Proactive service can include reminders, alerts, or providing guidance on product 
use.

• Empowered Staff: Equip customer-facing teams with the training and authority 
to solve problems in real-time, creating a seamless customer experience.



Offer Convenience and Accessibility

• User-Friendly Interface: Design intuitive, user-friendly digital interfaces (e.g., 
apps, websites) that simplify transactions and product use.

• Flexible Delivery and Payment Options: Offering flexible payment plans, 
subscription options, and rapid delivery enhances convenience for many 
customers.

• Omnichannel Experiences: Allow customers to move seamlessly between 
online and offline channels. The ability to start shopping online and finish in-store, 
for example, is often a valued option.



Pricing and Value Alignment

• Fair Pricing: Ensure pricing is aligned with the value provided. Transparent pricing 

structures, especially those that demonstrate value for money, attract customer loyalty.

• Loyalty Programs and Rewards: Incentivise repeat purchases with rewards, 
discounts, or exclusive benefits. Customers appreciate being recognised and 
rewarded for their loyalty.

• Bundling and Value-Added Services: Offer packages, bundles, or additional 
services that enhance the value proposition at an attractive price point.



Encourage Customer Engagement and Community

• Create a Community: Develop platforms (social media groups, forums) where 
customers can interact with each other and with your brand. This strengthens brand 
affinity.

• Content and Education: Provide valuable content, like tutorials, guides, and 
informative articles, to help customers get the most out of your products.

• Actively Engage on Social Media: Engage with your customers on social 
media by responding to questions, sharing relevant content, and showcasing 
customer stories.



Deliver Consistent and Memorable Experiences

• Consistency Across Channels: Ensure the customer experience is consistent 
whether they’re engaging in person, online, or via mobile.

• Surprise and Delight: Surprise customers occasionally with unexpected perks, 
upgrades, or thoughtful gestures. This adds emotional value to the relationship.

• Continually Improve: Use customer insights to make continuous improvements. 
Show customers that you’re always working to enhance their experience based on 
their input.



Track and Measure Value Creation

• Customer Satisfaction and NPS: Track satisfaction scores and Net Promoter 
Score (NPS) to gauge how well you’re meeting customer expectations and driving 
loyalty.

• Customer Lifetime Value (CLV): Track CLV to understand the long-term value 
customers bring and use it to refine value-creation strategies.

By creating value in these ways, businesses build stronger relationships, foster 
loyalty, and ultimately create competitive advantages that attract new customers and 
retain existing ones.



15 characteristics of a good Business / 
New product idea

• Identified market need / gap

• No or few competitors

• Growing market

• Identified customers & a viable 

business model

• Low funding requirements

• Sustainable

• High profit margins

• Effective communications strategy

• Not easily copied

• Identifiable risks that can be 

monitored & mitigated

• Low fixed costs

• Controllable

• Management skills that can be 

leveraged

• Scalable

• Financeable



Business Model Canvas 





1. Social Impact Mission

Socially-oriented enterprises all aim to change society for the 

better. 

This block is to highlight the ultimate social change the 

organisation aims to generate.

https://socialbusinessdesign.org/what-is-a-social-impact-mission/

https://socialbusinessdesign.org/what-is-a-social-impact-mission/
https://socialbusinessdesign.org/what-is-a-social-impact-mission/


2. Beneficiaries

 Beneficiaries refers to those mostly affected by the social 

problem tackled. 

 People whose lives the organisation wants to radically improve. 

 In this block, it’s important to clearly identify target groups 

through segmentation criteria such as demographics, 

geographics, psychographics and behaviours.



3. Core Intervention(s)

 The core product, service or solution offered. 

 A company may have one or more core offerings, 

especially when beneficiaries and customers differ. 

 So, it’s important to list them all in here.



4. Value for Beneficiaries

 The main benefits of using a certain product, service or 

solution. 

 In this block, we therefore highlight all the pain relievers 

and gains provided to beneficiaries thanks to the core 

intervention.



5. Customers

 Beneficiaries may pay for the product or service offered. When 
it happens, they are also the actual customers of the social 
enterprise. 

 But most frequently, third (paying) parties are needed. 

 They can be companies, individuals, foundations, public 
authorities, 

 This block shows who the ultimate payers truly are.

https://socialbusinessdesign.org/business-models-product-model-and-solution-model-main-differences/


6. Value for Customers

 The main benefits of using a certain product, service or 

solution. 

 In this block, we therefore highlight all the pain relievers 

and gains provided to customers thanks to the core 

intervention.



7. Channels

 This block lists all the main channels used by the company 

to get in touch, communicate and engage with the public, 

as well as to sell and deliver its solution. 

 They can be either physical or digital, owned or indirect.



7. Key Activities

 This section highlights all the mission-critical 

activities needed to keep the business up and running. 

 Production, marketing, R&D, community engagement may 

be examples, but every enterprise has its own.



8. Key Resources

 Resources can be physical, intellectual, human, 

technological or financial. 

 Without them, it won’t be possible for the company to 

carry out any of the activities and operations



9. Key Partners and Stakeholders

 In this block, we include those players (public and private) 

that provide key external resources or support for the 

business model to actually work. 



10. Cost Structure

 Creating and delivering a product or service results in 
costs and expenses. 

 In this block, we consider the major elements of cost 
impacting the business. 

 These may include staff, technology, infrastructure, 
advertisement, and so forth.



11. Revenue Engines

 Social enterprises usually rely on a mix of different revenue 

streams to become (and remain) financially viable. 

 This section lists all the different ways the organisation generates 

such revenues – those otherwise known as “revenue engines”. 

 For instance, a company may sell its solutions either through one-time 

purchases or through recurring ones (i.e. subscription, rental). 

 Other engines may include intermediary fees, sponsorships, or even 

donation-based streams.



12. Surplus

 Finally, this block explains how the company intends to 

use the surplus, if and when generated. 

 Examples of that may include reinvesting it to further 

increase the reach of impact or even donating it to 

related causes.







Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

ChannelsKey Resources

Cost Structure Revenue Streams



Key

Partners

Key

Activities
Value

Proposition
Customer

Relationships

Customer

Segments

Key

Resources
Channels

Cost

Structure
Revenue

Streams

Who do you 
need/want to help 
you “run” the 
business?

Who is (or could 
be) your key 
partners?

What can others 
do better than 
you?

What do you want 
from them?

What do they 
want from you?

How can this help 
you to focus on 
your core skills?

What do you do?

What products or 
services do you offer?

What key activities do 
our value propositions 
require

Aligned with distribution 
channels, customer 
relationships, revenue 
streams

How do you develop and 
improve them? 

What key resources do 
you need to run / 
sustain / grow the 
business?

People & organisations?

Equipment /Technology 

Financial? 

Intellectual property?

Understand your 
customers 

What customer 
problems/pains are 
you solving?

Which customer 
needs are you 
satisfying now and 
future

What’s your why?

What would your 
customers expect 
from you?

How do you deliver 
it? 

What is unique about 
it?

What is your customer’s 
journey? (mapped out?)

What sort of relationship 
do customers want?

What sort of relationship 
do customers expect?

How often and when do 
you interact with them?

How costly are they?

Are they integrated with 
the rest of our business 
model?

Where do you find your 
customers? (Marketing)

How are you visible to your 
customers? (Marketing)

How do you sell? (Sales)

How do you deliver? (Logistics)

Which channels are best for our 
customers?

Are the channels cost efficient? 
(Profitable)

Are channels integrated with 
customer needs

Who are the paying 
Customers?

What challenges do 
they have? 

What do they 
think/feel

What do they 
want/need?

How do you add 
value to them?

Who are their 
customers?

What do you have to pay for?

Where’s the money going? 
(P&L)

The important costs in our 
business model?

Different costs for each customer 
segment?

Which key resources and activities are the 
most expensive?

Different costs to deliver each product or 
service?                 Direct / Indirect Costs

Where does the money come from?

Different income streams?

List should be same as your “Key 
Activities” but broken down into 
specifics

What value are customers willing to pay 
for?

How and when do customers pay?

Cashflow considerations

How much does each revenue stream 
contribute? 





Feasibility of an….

 Idea

 New Venture

Feasibility Assessment Matrix 



FAM

Scoring Score each section in relation to the items below: 
Weighting advised to score out of 5 for each area

Impact? What is the potential for its impact (our idea/feasibility)? 

What is our competitive position/brand awareness?

Potential? What is the potential for the idea/feasibility's impact?

How competitive is the current market?

Is there a gap in the market that needs to be fulfilled? 

Existing? Are you proposing something different or similar to what is already out there?

Is it something new? 

Or if it I already exists, is it an improvement on what is already available? 

Gap? Is there a gap in the market?

Easier to 'fix' emerging market issues?

If no gap, how will this embed in the minds of those using/buying your idea?

Value? What value does your idea/feasibility provide or add to your business?

What value does your idea/feasibility provide or add to the marketplace?

Pain? What is the level of pain?

Realism of the idea/feasibility?

What is the market share potential of this pain? 

Specialism? Do you have the market/industrial specialism to make this work? 

Do you have access to those with the specialisms to make this work? 

Competition? What is the level of competition?

What benefits or features do you bring? Do your values differ? 

Is someone else doing it and at what quality and price point?

Opportunity Cost? What would your idea cost?

Personnel required?

Investment risk and burden? 

ROI? What is the return on investment potential? 

Early Adoption? Are there already early adopters? 

Is the funding available to develop?

Passion Factor How much do you believe in the idea?

What is your gut feeling of direction and success? 

TOTAL: 

Notes Score / 5

This Feasibility Assessment Matrix (FAM) as a screening processs to evaluate both your business ideas initially and post-feasibility analysis. It will allow you to further assess the potential of your idea before moving forward to 

committment, investment or put your head above the parapet with your business plan or business case. 

Instructions/Guidance





Scoring less than 4 should be seen as a warning

1. Abandon idea – likely to be unworkable?
2. Abandon ideas or rework
3. Potential identified – need for more work
4. Positive, but needs more development
5. Go! 
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Marketing

• Marketing is the process of positioning your product or 
service within a market; attracting new customers; and 
retaining existing customers

• Often defined as “5Ps”: 

• Product

• Price

• Place

• Promotion

• People







Product

• What you offer to your customers – 
product/service/platform

• What are its attributes (physical or otherwise)?

• How does it compare to your competitors’ offers?

• What market segment do you operate within?

• Key concept: unique selling point (USP). Primary point of 
value statement. E.g. cheapest on market; most highly 
rated; unique features etc.



Price
• How much do you sell your product/service/platform for?

• What is your revenue model: “freemium”; platform; subscription; sales 
etc.

• Balancing act of remaining competitive, whilst still generating profit.

• What is market able and willing to pay? Are there other market 
segments willing to pay more?

• Need to have a clear idea of the cost of creating product in first place. 

• E.g. in restaurant industry, tend to adopt a 4:1 ratio based on supply 
price. Should cover cost of sales, cost of labour, cost of overheads, 
profit.



Place

• Also known as distribution: where do you sell your 
products/services; how do you get your products/services 
to your customers.

• Do customers know where to find your products/services?

• What channels do you have – online, brick-and-mortar, 
telephone sales, app etc.

• Does your place match your product – i.e. luxury 
goods/services should exist in a luxury goods place.



Promotion

• Methods that you use to communicate features to 
consumers

• How do you advertise your product?

• How do you brand your product?

• Messaging and location: the right message in the right 
place, to the right people.

• Increasingly data-driven – e.g. advertising on social media 
using advertising profiles; Google ads etc.



People

• The people within the organisation – you, coworkers, 
owners, trustees, volunteers, etc

• What expertise do you/your team have?

• What level of service do you offer?

• What relationships/networks do you have in place?





Developing a Marketing Plan

A marketing plan incorporates all elements of the 5Ps to 
develop a strategic approach to your marketing.

• Comprises of:

• Setting goals and objectives

• Market research

• Identification of target market

• Strategic analysis

• Positioning, differentiation, and pricing

• Promotional methods

• Timeline and budget



Marketing Plan: Goals and Objectives

• Any plan should have defined, quantifiable outcomes.

• Goals and objectives of marketing plan should clearly set out 
what you are attempting to do, and how you will do it

• Goals: e.g. increase sales by x%; break into new target market; 
decrease churn etc.

• Objectives: how you will achieve aims. Release a new 
product/feature; introduce a new pricing strategy; create a 
customer loyalty program, etc.

• Needs to account for timescale and budget.



Here's an example of a Social Enterprise Marketing Plan template that can help 
guide a social enterprise in promoting its mission, products, and services 
effectively. 

It is structured to address the unique aspects of a social enterprise: balancing 
profit with purpose.

ChatGPT



Market Research

• Goal of research: to provide high quality information for 
planning and decision making in often complex 
environments. 

• Research should be seen as an investment, not a cost.

• Market research is process of investigating the state of the 
market to understand trends, norms, values, and test 
concepts.

• May take form of strategic analysis

• May also involve customer research: surveys; focus groups; 
beta-testing etc. 



Identification of Target Market

• Strong links to strategy, e.g. Porter’s generic strategies – 
differentiation within a target market; cost leadership 
within a target market; etc.

• Red/blue ocean strategy - are you looking to capture 
competitive share of an existing market, or develop a new 
market space?

• In today’s data-driven world, target market often reached 
through identification of key demographics and use of 
advertising profiles



Identification of Target Market

Purchase funnel: concept developed in late 1800s/early 1900s to describe 
customer journey toward purchase of good or service. Four stage model:

➢Awareness: customer becomes aware of product/service

➢ Interest: evaluation stage – do I want to buy this?

➢Desire: customer decides that product/service is right for them

➢Action: also known as conversion. Converts into a sale.

Modern marketing adds a fifth stage to the funnel – 

• Re-engagement. Strategies to engage with ”lost” prospects.

Your target market will determine the size and scope of your funnel.





Lead Magnets 

What can you provide for free (initially) 

• E-Books and Guides 

• Checklists

• Webinars / online workshops 

• Templates and Tools

• Exclusive access / membership

• Free trial or samples 

• Quizzes and assessments  

• Case studies and success stories 

• Resource library 

• Discounts and promotions 

• Newsletters 

• Surveys 

• Assessment tools

• Events and meet up 







Customer Profiling 



Gather Demographic Information

• Basic demographics: Collect essential demographic data 
such as age, gender, income level, education, 
occupation, family status, and location. 

• This helps identify who is most likely to purchase your 
product.

• Social and cultural background: Understanding cultural 
background or community values can be valuable, 
especially if your product has a social or ethical 
component. 

• For instance, eco-conscious buyers may cluster in specific 
urban areas or among younger demographics.



Understand Psychographics

• Identify values and interests: Focus on what your customers 
care about—whether that’s sustainability, social justice, 
ethical sourcing, or innovation. Social enterprises often 
appeal to customers with shared values.

• Study lifestyle and hobbies: Understanding lifestyle choices, 
such as whether your customers are likely to be involved in 
activities like fitness, outdoor recreation, volunteering, or 
cooking, can help tailor your product and marketing.

• Assess personality traits: Are they risk-takers, cautious 
buyers, or trend-followers? 

• This can influence how you present your product—whether 
you highlight reliability, novelty, or ethical value.



Identify Customer Needs and Pain Points

• Survey and interview customers: Directly ask customers 
about their needs, challenges, and frustrations. Surveys, 
interviews, or focus groups are effective for discovering 
common pain points and preferences.

• Analyse online reviews and social media: Look at reviews 
and comments related to similar products or services to 
understand what customers value, where they feel let down, 
and what improvements they seek.

• Consider emotional drivers: Identify the emotional 
motivations behind their purchases, such as the desire to 
make a positive impact, support local businesses, or choose 
healthier options for their family.



Segment Based on Behavioral Traits

• Buying habits: Understand how often your customers 
purchase similar products, how much they are willing to 
spend, and their preferred shopping channels (online, in-
store, or via mobile).

• Decision-making process: Identify whether your customers 
are spontaneous buyers or tend to research extensively 
before purchasing. This can inform the level of detail you 
provide in your marketing.

• Engagement with your brand: Track customer loyalty and 
repeat purchases. If you have loyal customers, profile what 
makes them stay, which could be a combination of brand 
affinity, value alignment, or satisfaction with the product.



Create Detailed Customer Personas

• Develop unique profiles for each customer segment: Based on the 
information gathered, create detailed personas that represent 
different customer types. Each persona should include:

• Demographics: Age, income, occupation, location.

• Psychographics: Values, interests, lifestyle.

• Needs and pain points: Key issues they hope to solve.

• Behavioural traits: Purchasing habits, preferred channels, 
engagement with social causes.

• Name and humanise each persona: Give each persona a name and 
story to make them feel real. 

• For example, “Eco-Minded Emma” is a 28-year-old urban 
professional who prioritises sustainable brands and frequently buys 
organic products.



Identify Purchase Motivations and Barriers

• Map out motivations: Pinpoint why customers choose 

your product—whether it’s to contribute to social 

impact, meet a need, or align with their values.

• Identify barriers to purchase: Consider what might 

prevent them from buying, such as price sensitivity, 

lack of trust in product efficacy, or limited awareness 

of the brand. Address these barriers in your messaging 

and sales approach.



Observe Customer Feedback and Reviews

• Monitor customer reviews and testimonials: Gather 
insights on what customers appreciate and what they 
feel could be improved. 

• Social enterprises often attract value-oriented 
feedback that can be a goldmine for understanding 
what customers care about.

• Engage on social media and customer forums: 
Responding to customers and observing conversations 
can reveal trends in their values, questions, and 
concerns.



Refine 
Profiles 
Regularly

Test assumptions and update personas: As 
you gather more data, adjust your personas to 

better reflect actual customer behavior and 
preferences.

Track changes in customer preferences: 
Market trends and societal shifts can 

influence customer profiles. Regularly review 
customer data, engagement, and sales trends 
to refine personas and adapt your strategies.







The Customer Journey 

• Make it easy for the audience to buy and / or engage with you

• Clear explanation of what you do, who for, and why

• Easy navigation of the website – it’s intuitive 

• Clear guidance and links 

• The workflow process – flowchart 

• Before, during, and after, engagement / purchase

• Up to date with the progress of the order 

• Contact after the product / service has been delivered

• Absolute focus on the customer (personalisation) 







Who should engage with you and why 

• Clarity around who your ideal customer / stakeholder is 

• Use avatars / images to portrait the customer / stakeholder 

• What are the most effective messages to send them, how and where 

• Clear value proposition

• User centric content – focus on their needs / wants 

• Visual content

• Your experience in addressing their problems – examples / stories 

• You are the expert in this area

• Social proof 

• Pricing is right, but value provided is paramount 

• You can achieve a positive emotional reaction 



Value Proposition Design



Identify Pains and Gains - (to solve and exploit)



Identify Pains and Gains - (to solve and exploit)



Value Proposition Canvas 

• The Value Proposition Canvas is a plug-in tool to the Business Model Canvas. It allows you 
to describe your Value Propositions and the target Customer Segments in more detail and 
evaluate the “fit” between the value you intend to create and the expectations your 
customers have

• You can use this map before, during and after developing an in-depth knowledge of your 
customers. If you use it before, it will highlight what you need to learn about customers 
and test about value propositions. If you use it after, it will help you analyse and evaluate 
“fit”. 

• The Value Proposition Canvas can be applied to new and existing value propositions and 
customer segments alike. In both cases it will help you structure your thinking and make 
your ideas more tangible

Strategizer 



VPC – Process 

Start with customer jobs: 

• Start sketching out your map by describing what jobs a specific customer of yours is trying to get done. Create a 
post it note in the Customer Job(s) box for every major and ancillary job you intend to help your customer get 
done. 

Add pains and gains: 

• Create a post it in the Pains box for every pain your customer experiences or could experience before, during, and 
after getting the job done. Create a post it in the Gains box for every benefit your customer expects, desires or 
would be surprised by. 

Describe your products and services: 

• List all the products and services your value proposition is built around by creating a post it for each element in the 
Products & Services box. 

Outline how you intend to create value: 

• Describe how your products and services create value by either killing customer pains or creating customer gains. 
Create a sticky note for each element in the Pain Relievers or Gain Creators box respectively





















Culture















Start at the core: purpose and values

The Core is the foundation of your culture; it defines 

What your company stands for. 

The central part of the culture also focuses on the long-term vision 

and the impact the company wants to create in the 

Community, employees, and marketplace. 



1. Company Purpose

The organisational purpose is the impact a company creates on people and 
the broader community, not just on the business or market in which it 
operates. 

A purpose is the ‘why’ that moves employees into action. 

For example: Google’s purpose is to: “Organize the world’s information and 
make it universally accessible and useful.” 

Outdoor company Patagonia’s purpose is ”We are in business to save the 
planet.



2. Core Values

Corporate values are like a code of conduct  – they are fundamental beliefs 
that guide your employees’ behaviour. 

Values need to be practiced, not just spoken. Your corporate values offer 
guidelines on the expected mindsets and behaviours.

 

Google’s values are best articulated by their famous phrase, “Don’t be evil.“ 

American Express’ values include customer commitment, a will to win, and 
personal accountability



3. Select top 3 cultural priorities

What are the core strategies that will guide focus and energy? 

Establishing clear priorities is vital to facilitating decision-making. 

When everyone is aware of what matters, it’s easier to make the right 
choices. 

‘Wow our Customers even over sales profit’ captures Zappos’ customer-
centric approach. 



4. What behaviours do we reward and punish?

Most companies have incoherent behaviours. They preach one thing and reward 
another. 

Your culture is the behaviour you reward and punish. 

Values are useless if there aren’t brought to life through everyday actions. 

• What behaviours do we reward? 

• What behaviours do we punish? 

Spotify rewards ideas. In the music streaming company, “Ideas, not highest paid grade, 
win.” On the other hand, Spotify punishes “politics” and “micromanagement.”



Work on the right side : the Emotional 
Culture 

After using the Culture Canvas to mapping the core, move to the right 

side of the tool and focus on the emotional culture, working on three 

building blocks: 

• Rituals, 

• Feedback,

• Psychological Safety.





5. Psychological Safety

High-performing teams need Psychological Safety. 

It’s the belief that a team or culture is safe for interpersonal risk-taking. 

Building Psychological Safety requires increasing Self-Awareness, Curiosity, 
Creative-Confidence, and Participation. 

At Atlassian, everyone’s an insider. Unlike most businesses, the Australian software 
company shares everything with its employees before they do so with the press.



6. Feedback

• A healthy culture encourages ongoing communication and feedback. 

• It’s a critical asset to uncover our blind spots, adjust our behaviours, and improve teamwork. 

• Feedback is a gift. 

• The more you practice it, the better you get at giving and receiving it. Creating a culture of ongoing 
and open dialogue is not a choice, but a must. 

• Successful organizations are replacing annual performance reviews with smaller, more frequent 
team feedback practices. 

• At Patagonia, managers are trained to ask for feedback rather than to give feedback. This creates a 
culture of intellectual humility that makes everyone more open to listening to other people’s feedback



7. Rituals Team

Rituals are constant nudges that move people into action and create a sense of belonging. 

Organizations design team rituals to 

• kick-off new projects, 

• welcome new hires, 

• celebrate wins, 

• promote specific mindsets and behaviors, 

• Zappos offers its interns a “Pay to quit bonus.” The online retailer wants to test how committed 
new employees are to its purpose of “To live and deliver wow” customer services. This ritual 
strengthens the culture by forcing people to make a tough choice and decide whether or not they 
belong



Work on the left side: the Functional Culture

Once you completed the emotional culture building blocks on the 

Culture Design, move to mapping the functional culture at the left side 

of the tool.





8. Decision-Making

Decision-making rights should lie with those closest to the information. 

The problem owner, not the source of power, should have the authority to 

make the call

Zappos gives total authority to their customer agents. This makes sense considering that 

the company prioritizes customer awe over profitability. 

Netflix, people are empowered to make decisions without approval from their bosses. The 

role of the manager is to provide context and help people make better decisions, not to 

make decisions for them.



9. Meetings

We produce our best work interacting and collaborating with others. Meetings are how teams get 
work done. 

However, some meetings are very productive, while others are just a waste of everyone’s time. 

Organizations must choose which types of meetings are critical and facilitate experiences that 
are worth partaking in. 

Define their purpose, frequency, and duration. How do we convene and collaborate? 

Airbnb has weekly executive meetings. After they are finished, the notes are available to everyone in 
the company



10. Norms and Rules

• A healthy workplace culture doesn’t need many rules. 

• The purpose, values, and strategic priorities should guide people’s actions. 

• Dumb rules frustrate your best talent. 

• Rules should enable rather than limit people. 

• Keep your rules simple and to the minimum. 

• Consider why Wikipedia succeeded, and Nupedia failed; the former trusted contributors, while the 
latter operated with a rigid, 7-step review process. Wikipedia’s rule was, “Assume good faith.







Self Assessment 





BDC 
Questionnaire 

This questionnaire was prepared on the basis of research and 
observations of the characteristics of Canadian 
entrepreneurs in all industry sectors. 

On average, entrepreneurs tend to obtain overall results that 
are higher than those of the general population, and this for 
all characteristics. 

Granted, the mere fact of obtaining – or failing to obtain – 
results in line with those of entrepreneurs is not enough to 
indicate your potential as an entrepreneur. 

Many other factors come into play, including your personal 
circumstances, your milieu, your experience, timing, etc. 

What these results will do, however, is allow you to compare 
your answers to those of a group of entrepreneurs, and to 
note where they are the same and where they are different.



BDC Questionnaire Results 

• Your motivations - Motivations are factors that determine behaviour. They are the underlying 
reasons that induce someone to act.

• Your aptitudes - Aptitudes are where you tend to lean, along with the skills and abilities you 
pick up along the way. There are aptitudes that will predispose you toward entrepreneurship.

• Your attitudes - Attitudes are made up of perceptions, our feelings about something. They are 
judgements we make, ways we look at things.

• Need for achievement/success - The need for achievement -  translates into the desire to 
progress, excel and perform. The person with this characteristic likes to set goals and receive 
feedback. They are trying to achieve their personal best. These people often have a strong desire 
to compete, but mostly with themselves.



BDC Questionnaire Results 

• The lure of power/control - People who want power and control are often driven by a desire 
to lead and influence. More specifically, these people like to organize and mobilize people and 
resources. They also like the admiration and social status it brings them.

• Need for challenges / ambition - Challenge and ambition are closely related to the need to 
achieve. These people are constantly looking for ways to take on difficult projects, achieve their 
dreams. They have a constant need to learn.

• Self-sufficiency / freedom - People who are looking for independence and freedom want to 
be their own boss and be able to make their own choices, set their own constraints - in short, make 
decisions independently.



BDC Questionnaire Results 

• Perseverance / determination - Perseverance is demonstrated by persisting in one's 
efforts, constant determination to find solutions to problems. People who persevere and are 
determined will display tenacity and are able to bounce back quickly.

• Self-confidence/enthusiasm - Self-confidence gives us a belief in our abilities and helps us 
take pride in ourselves. A self-confident person knows their own worth and is optimistic that they 
can succeed.

• Tolerance towards ambiguity / resistance to stress - This is an important 
characteristic in an entrepreneurial profile. People who can tolerate ambiguity are able to handle 
and manage the stress created by uncertainty. They are very adaptable.





It Looks at …..

• How enterprising you are

• Need for achievement

• Need for Autonomy 

• Creative Tendency

• Calculated Risk-Taking

• Locus of Control 



16 Personality Types Myers Briggs

• Free personality test, type descriptions, relationship and career 

advice | 16Personalities

• 16 MBTI Personality Types Descriptions (myersbriggs.org)

https://www.16personalities.com/
https://www.16personalities.com/


Maintaining Good 
Communication

• Extraversion / Introversion  

• Intuition / sensing

• Thinking / feeling

• Judging perceiving 

• Myers Briggs 





Me 



















  

Hello there, Defender! 

Have you ever felt overwhelmed by the world’s chaos, seeking a greater sense of 

internal stability? Well, that may be because you’re a Defender (ISFJ). That makes 

you a well-represented personality type with many unique traits – explore them 

to your heart’s content on your personal profile page.  

Explore your profile →  
 

The fact that you’re here right now, means you’re more inquisitive than most – 

and so are we. We aren’t satisfied with superficiality. We seek the deeper truths 

in life – the revelations that can lead to real impactful change. For example, 

did you know that among people of your personality type:  

• 92% say they feel like helping others gives them purpose.  

• 89% say they always do their best to finish what they started.  

• 85% say they often feel misunderstood.  

Defenders also recognize their ability to do tremendous good in this world, with 

91% believing they are a positive influence on others. Never forget your magic 

spark, Defender.  

If you’re exactly where you want to be on your personal growth journey, then 

that’s great… 



And Finally ….



Identifying ways to make money commercially 

 Plan 

 Market Research and Customer Insights

 Explore Upselling and Cross-Selling Opportunities

 Expand to New Markets or Customer Segments

 Develop a Freemium or Tiered Pricing Model

 Explore Licensing, Franchising, or White-Labeling

 Utilise Digital Channels and E-commerce

 Consider Corporate Sponsorships or Strategic Partnerships

 Offer Paid Consulting or Workshops

 Tap into Data and Impact Reporting as a Product

 Use Grants and Crowdfunding to Support Product Development

 Plan and Act



Planning for next year – Refresher 

Has anything changed that will make you think differently about your organisation for next year? 

What might be affected?

 People – workforce planning for employees / managers / leaders’ / volunteers / trustees / 
        the board   

 Resources – other than people 

 Customers / Beneficiaries  – retained and new

 Suppliers – review effectiveness and relationship  

 Workflow and Operations – efficient and cost effective 

 Your Market – stagnant, growing, changing? 

 Your Competition – who are they, strengths and weaknesses, new entrants?   

 Your Products/Services – fit for purpose, still in demand, need updating / new

 Sales Processes – efficient and effective, links to marketing activity

 Your Stakeholders – who, their role, engagement 

 Innovation – generating new ideas  

 Technology – know what’s coming and its impact, can you embrace

 AN Other  



Thank You

Any Questions?


	Slide 1: Unlocking Commercial Potential   Strategic Tools and Insights for Business Growth  Session 3 
	Slide 2: Mike
	Slide 3: Take aways 
	Slide 4: Areas Covered in Session 1
	Slide 5: Areas Covered in Session 2
	Slide 6: Creating value
	Slide 7: The 5 Parts of Every Business Josh Kaufman – The Personal MBA 
	Slide 8: At the core are 5 interdependent processes – which flow into the next
	Slide 9: Understand Customer Needs and Preferences 
	Slide 10:  Focus on Product Quality and Innovation 
	Slide 11: Deliver Exceptional Customer Service 
	Slide 12: Offer Convenience and Accessibility 
	Slide 14: Pricing and Value Alignment 
	Slide 15: Encourage Customer Engagement and Community 
	Slide 16: Deliver Consistent and Memorable Experiences 
	Slide 17: Track and Measure Value Creation 
	Slide 18:   15 characteristics of a good Business /  New product idea  
	Slide 19: Business Model Canvas 
	Slide 20
	Slide 21: 1. Social Impact Mission 
	Slide 22:  2. Beneficiaries 
	Slide 23:  3. Core Intervention(s) 
	Slide 24:  4. Value for Beneficiaries 
	Slide 25:  5. Customers 
	Slide 26:  6. Value for Customers 
	Slide 27:  7. Channels 
	Slide 28:  7. Key Activities 
	Slide 29: 8. Key Resources 
	Slide 30: 9. Key Partners and Stakeholders 
	Slide 31: 10. Cost Structure 
	Slide 32: 11. Revenue Engines 
	Slide 33:  12. Surplus 
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39: Feasibility of an….   Idea   New Venture  Feasibility Assessment Matrix 
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46: Marketing
	Slide 47
	Slide 48
	Slide 49: Product
	Slide 50: Price
	Slide 51: Place
	Slide 52: Promotion
	Slide 53: People
	Slide 54
	Slide 55: Developing a Marketing Plan
	Slide 56: Marketing Plan: Goals and Objectives
	Slide 57: Here's an example of a Social Enterprise Marketing Plan template that can help guide a social enterprise in promoting its mission, products, and services effectively.    It is structured to address the unique aspects of a social enterprise: bala
	Slide 58: Market Research
	Slide 59: Identification of Target Market
	Slide 60: Identification of Target Market
	Slide 61
	Slide 62:  Lead Magnets   What can you provide for free (initially) 
	Slide 63
	Slide 64
	Slide 65: Customer Profiling 
	Slide 66: Gather Demographic Information 
	Slide 67: Understand Psychographics 
	Slide 68: Identify Customer Needs and Pain Points 
	Slide 69: Segment Based on Behavioral Traits 
	Slide 70: Create Detailed Customer Personas 
	Slide 71: Identify Purchase Motivations and Barriers 
	Slide 72: Observe Customer Feedback and Reviews 
	Slide 73: Refine Profiles Regularly 
	Slide 74
	Slide 75
	Slide 76: The Customer Journey 
	Slide 77
	Slide 78
	Slide 79: Who should engage with you and why 
	Slide 80: Value Proposition Design
	Slide 81: Identify Pains and Gains - (to solve and exploit)
	Slide 82: Identify Pains and Gains - (to solve and exploit)
	Slide 83: Value Proposition Canvas 
	Slide 84: VPC – Process 
	Slide 85
	Slide 86
	Slide 87
	Slide 88
	Slide 89
	Slide 90
	Slide 91
	Slide 92
	Slide 93
	Slide 94: Culture
	Slide 95
	Slide 96
	Slide 97
	Slide 98
	Slide 99
	Slide 100
	Slide 101: Start at the core: purpose and values
	Slide 102: 1. Company Purpose
	Slide 103: 2. Core Values
	Slide 104: 3. Select top 3 cultural priorities
	Slide 105: 4. What behaviours do we reward and punish?
	Slide 106: Work on the right side : the Emotional Culture 
	Slide 107
	Slide 108: 5. Psychological Safety
	Slide 109: 6. Feedback
	Slide 110: 7. Rituals Team
	Slide 111: Work on the left side: the Functional Culture
	Slide 112
	Slide 113: 8. Decision-Making
	Slide 114: 9. Meetings
	Slide 115: 10. Norms and Rules
	Slide 116
	Slide 117
	Slide 118: Self Assessment 
	Slide 119
	Slide 120: BDC Questionnaire 
	Slide 121: BDC Questionnaire Results 
	Slide 122: BDC Questionnaire Results 
	Slide 123: BDC Questionnaire Results 
	Slide 124
	Slide 125: It Looks at …..
	Slide 126: 16 Personality Types Myers Briggs
	Slide 127: Maintaining Good Communication
	Slide 128
	Slide 129: Me 
	Slide 130
	Slide 131
	Slide 132
	Slide 133
	Slide 134
	Slide 135
	Slide 136
	Slide 137
	Slide 138
	Slide 157: And Finally ….
	Slide 158: Identifying ways to make money commercially 
	Slide 159: Planning for next year – Refresher 
	Slide 160: Thank You  Any Questions?

