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If your organization is not making a positive 
difference to the future, it has no future!

L ≥ E.C.

Organizational Learning 

must equal or be greater than the speed of 

Environmental Change
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The late 20th Century Business Driver

Mission and Vision Driven
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Future-back, Outside in serving the needs of all current 

and future stakeholders

The 21st Century Business Driver

Purpose Driven
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“A company's purpose is a bold 

affirmation of its reason for 

being in business. It conveys 

what the organization stands 

for in historical, ethical, 

emotional and practical terms. 

No matter how it's 

communicated to employees 

and customers, a company's 

purpose is the driving force that 

enables a company to define its 

true brand and create its 

desired culture.” 

– Gallup 2015

What is a Company Purpose?

“A mission captures the 

company’s ambition, a vision 

shows what it will be like when 

success is achieved, but purpose 

defines who the company serves 

and the value it creates for 

them.” 

– Hawkins 2018
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What extra points would you add?

Underline the one that matters most to you in your role:

• Attract and retain the best employees – People are 1.4 times more 
engaged, 1.7 times more satisfied and 3 times more likely to stay in a 
company with a strong purpose. (The Energy Project. What is he quality of life at 
work 2013)

• Build Loyalty and Trust with Customers –89% of clients/customers 
believe a purpose- driven company will deliver the highest quality products 
and services. (Edeleman The Good Purpose study 2013)

• Increased return for shareholders – purpose led companies 
outperformed the S&P 500 by 10 times between 1996-2011 
(Raj Sisodia: Firms of Endearment 2007)

• Creating shared value – which builds lasting Partnerships

• Building a sustainable enterprise 

• Protecting against Viral social media negativity.

The Case for Purpose
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It attracts and 

energizes employees. 

The Outcomes of a Purpose

It aligns how the 

company creates 

shared value for all 

its stakeholders.

It creates collective 

shared meaning to 

the enterprise.

It attracts and helps 

create joint 

commitment with 

Partner Organizations.

It provides a galvanizing 

attractor for aligning 

the culture, leadership 

and strategy.

It unites passion, 

stimulates creativity 

and inspires people 

to be at their best.
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Organizational Purposes –
Can You Name the Companies?

? “Bring the world closer together.” 

?
“We create happiness by providing the best in entertainment for all people of 

all ages everywhere.” 

?
“To be the world’s most customer-centric company, to build a place where 

people can come to find and discover anything they might want to buy online.”

?
“To organize the world’s information and make it universally accessible 

and useful.”

? “To create a better everyday life for the many people.”

? “Inform, Educate and Entertain.” 

? ”To help people do more, feel better, live longer.” 

?

“Our Corporate Purpose states that to succeed requires "the highest standards 

of corporate behaviour towards everyone we work with, the communities we 

touch, and the environment on which we have an impact.“
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Organizational Purposes for Different Companies

Facebook “Bring the world closer together.” 

Disney
“We create happiness by providing the best in entertainment for all people of 

all ages everywhere.” 

Amazon
“To be the world’s most customer-centric company, to build a place where 

people can come to find and discover anything they might want to buy online.”

Google
“To organize the world’s information and make it universally accessible 

and useful.”

IKEA “To create a better everyday life for the many people.”

BBC “Inform, Educate and Entertain.” 

GlaxoSmithKline ”To help people do more, feel better, live longer.” 

Unilever

“Our Corporate Purpose states that to succeed requires "the highest standards 

of corporate behaviour towards everyone we work with, the communities we 

touch, and the environment on which we have an impact.“
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Nike vs. Adidas –
A Clear Case of Purpose Driving Performance

PURPOSE:
Aspirational and belief-driven

HUMANISTIC

Resonates with the company

Applicable to all stakeholders

SIMPLE

Unique to the company

LONG-TERM

ACTION ORIENTED

OUTWARDLY FOCUSED

$16b
Market Cap.

$85b
Market Cap.

Bring inspiration and 

innovation to every 

athlete* in the world.

*If you have a body 

you are an athlete.

Strive to be the 

global leader in the 

sporting goods 

industry with brands 

built on a passion for 

sports and a sporting 

lifestyle.
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Purpose Aligns Strategy, Culture and Leadership

LEADERSHIP

STRATEGY

CULTURE

PURPOSE
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5 Disciplines of Purpose Led Organizations

TASK

PROCESS

INSIDE OUTSIDE

CORE

LEARNING
Learning and 

adapting faster to 

the changes in their 

ecosystem 

CLARIFYING

Primary Purpose

Strategy for 

achieving it.

Objectives and 

Key Result Areas 

(OKRs)

Core Values

COMMISSIONING

Ensuring a clear Purpose for 

how the Organization will  be 

future- fit add create value 

for all its stakeholders.

CO-CREATING

Aligning the 

organisation behind 

the Purpose and 

Strategy

CONNECTING

Engaging all the critical

stakeholders in partnering to 

fulfil joint purpose.
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Commissioning: 
Key Stakeholder Groups

Investors

Suppliers & 

Partners

The more 

than human 

environment

Customers

Community 

in which the 

organization 

operates

Employees

The 13th

Fairy
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A Framework for Creating Clarity of Purpose

We serve To enable them to…
In service of their 

stakeholder...

For whom they create 

the benefit of…
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Clarifying Strategy in One Question

“What can you uniquely 

do that the world of 

tomorrow needs and 

will create shared value 

for you and all your 

stakeholders?”
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What is the big WHY of your team?

What is  your team’s ‘raison d’etre’?

Who does your team create value for 

now and in the future?

How could it increase the shared value 

it creates?

What is the collective difference and 

impact you want to make in the world?

What would you like your team to be 

remembered for having achieved?

Identifying Team Purpose
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Co-Creation: Team of Teams

“As the world grows faster and more 

interdependent, we need to figure out ways 

to scale the fluidity of teams across entire 

organizations: groups with thousands of 

members that span continents…but this is 

easier said than done.” 

(McChrystal, 2015:125)

“A ‘team of teams’ – an organization within 

which the relationships between constituent 

teams resembled those between individuals 

on a single team: teams that had 

traditionally resided in separate silos would 

now have to become fused to one another 

via trust and purpose.”

(p132)
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Connecting

“Partnerships are not created 

by Partners, but by a shared 

purpose that requires their 

collaboration. It is the Purpose 

that creates the partnership 

not the partners who create 

the purpose.”  – Hawkins 2018 

This applies to Mergers; 

Joint Ventures; Teams, 

Partnering with stakeholders, 

and Marriages!
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Connecting: Levels of Engagement 

INFORMING

COMMUNICATING

ENGAGING

PARTNERING

awareness, knowledge

consultation

active participation

co-ownership
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Core Learning

Developing the 

Learning 

Organization

Reviewing the Strategy and 

the strategising process 

Identifying and 

Reinforcing Learning 

Achieved

Organizational 360 & 720 Feedback 
Whole System strategising and 

learning with key stakeholders



The Organizational Success Formula

Organizational Value Driven by Engagement and Alignment

Value = Strategy + (Engagement x Alignment)
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B Team: Beyond Business as Usual: OUR VISION OF THE FUTURE
is a world in which the purpose of business is to become a driving force for social, 

environmental and economic benefit. 

Members include Richard Branson, Virgin; Paul Polman CEO Unilever; Oliver Bäte CEO of 

Allianz Group; Andrew Liveris Chairman and CEO of The Dow Chemical Company; Arif

Naqvi Founder and Group CEO of The Abraaj Group

The World Needs 
Organizations Fit for the Future

The Challenges:

• Drive full transparency

• Foster collaboration

• Restore nature

• Scale true accounting

• Create thriving communities

• Reinvent market incentives

• Ensure dignity and fairness

• Redefine reward systems

• Value diversity

• Lead for the long run

https://bcorporation.net/about-b-corps
23
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We envision a global economy that uses business as a force for good.

This economy is comprised of a new type of corporation – the B Corporation – Which is 

purpose-driven and creates benefit for all stakeholders, not just shareholders.

As B Corporations and leaders of this emerging economy, we believe:

• That we must be the change we seek in the world.

• That all business ought to be conducted as if people and place mattered.

• That, through their products, practices, and profits, businesses should aspire to do 

no harm and benefit all.

• To do so requires that we act with the understanding that we are dependent upon 

another and thus responsible for each other and future generations.

https://bcorporation.net/about-b-corps

B Team: Declaration of Interdependence
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If you want to follow up with a conversation then please contact us.

phawkins@gpstrategies.com
LinkedIn: www.linkedin.com

Twitter: @releadership

telephone: +44 (0)7802 887418
office: +44 (0)1225 444709

website: www.renewalassociates.co.uk

mailto:phawkins@gpstrategies.com
http://www.linkedin.com/
http://www.renewalassociates.co.uk/

