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Meet Shayne Leslie 

 

In the pages of this practical book, I’ll reveal to you the critical moving parts to 

help get your business under control. I’ve released training videos for a limited 

time where I talk more about these steps, which are located on my website. 

I’m regarded as an expert in governance frameworks including ASX and sports, 

contemporary strategy formation and director training, especially for small to 

medium-sized organisations in the not-for-profit sector. I’m an accomplished 

marketing and communication professional, particularly in digital and disruptive 

technologies as well as membership organisations across the hospitality, tourism, 

university, corporate and government sectors.  

My passion is steering operationally-focused boards to strategic thinking through 

improved policy, research-based planning, education and networking.  

I’m a strategic, forward-thinking and creative leader with superior problem-solving 

skills. With an academic background, I am focused and productive, and unafraid 

to challenge the status quo. 

I am sure you will enjoy learning all of my secrets in this book. 

Regards, Shayne Leslie  
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Introduction 

There are two things to realise about successful planning.  

 First is that you need to know where you’re going. 

 Second is that you need to take small steps every day to get you there. 

No matter who you are, what business you are in, or your access to resources, 

the rule is the same for everyone.  

A lack of planning can show itself in a number of different ways.  

It’s the little day-to-day stuff, like getting distracted easily, chasing the wrong 

rabbit down the rabbit-hole, or employing the wrong team. It’s the business stuff, 

like lack of revenue growth, stagnation of ideas, bland and boring promotions and 

marketing. Then it’s the big stuff… if you stand still long enough you’re going to 

be so far behind that you’ll be closing the doors. 

This book is about planning. Specifically, we’re looking at the big stuff. The 

direction you’re heading and, importantly, why you’ve chosen that direction.  

Under Control is designed to help you get your business and leadership under 

control, build your confidence and leadership in planning, commit to the plan and 

achieve results every day.  

Planning is a mindset. It takes practice, and it takes an attitude of change. That 

change starts with yourself. No amount of planning is going to matter a squat if 

you are not prepared to do things differently. Starting with the everyday small 

steps.  

If you want to get your fitness under control, there's planning and then there is 

commitment to the plan. If you want to get your personal finances under control, 

there's planning and then there is commitment to the plan. Having a fitness plan 

and the commitment don't mean a thing without the small actions every day. Get 
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out and exercise. Having a financial plan means nothing if you don't change your 

small spending and saving habits every day. 

 So this is the powerful triumvirate: 

 Plan 

 Commit 

 Take small steps every day. 

There are many, many ways to design a strategic plan. I’ve chosen this method 

as it has an easy-to-understand framework that has added six-figures to my 

clients’ bottom lines. It is a market-based approach which is appropriate for 

organisations that are customer-driven. It is easy to follow and transforms 

practice in the boardroom. 

Under Control is divided into four sections the match the Four Pillars of 

Planning. 

The Four Pillars of Planning 

 

You’ll find magic in every page, but this book doesn’t come with a wand. If you’re 

looking for a list of short cuts, instant success and fat-free planning without doing 

any work, then Under Control isn’t for you. For everyone else ready to roll up 

their sleeves… please read on! 
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Is This Book for Me? 

This book is for anyone who feels overwhelmed by their day to day agenda – 

emails, requests, interruptions, proposals, reports, sales calls… everything 

seems to be out of control and you’re not progressing towards your goals.  

It’s for people who want a system to hold themselves and their boards and/or 

staff accountable for creating an impact in their community, who want to filter out 

the non-urgent noise and focus the majority of their time and energy on results.  

You also might be someone who: 

 Has never created a strategic plan and wants to understand an 

introductory framework  

 Is not happy with your existing strategic plan and want to see how you 

could improve 

 Is happy with your existing strategic plan and want to get another 

perspective 

 Is considering booking a consultant like me to help with the plan and 

wondering what value they should expect. 

This book isn’t for people who: 

 Govern or manage very, very complex organisations  

 Are looking for a technical treatise with academic referencing  

 Think planning isn’t necessary and like to live by the seat of their pants! 

I mainly work for not-for-profit organisations that have a board (of varying skills 

and backgrounds) and a CEO. You will see references to boards and CEOs a lot. 

A CEO could also be a general manager, senior manager, director or other title. 

The board may also be called a management committee.  
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How will getting Under Control help the Board and CEO? 

Getting UNDER CONTROL using my strategic planning model will help 

Community and Business Leaders to declutter their daily agenda and focus 

on the critical tasks that will move the organisation towards its vision. 

The strategic plan, supported by the board, will help the CEO manage their day-

to-day agenda. They’ll know: 

 WHAT to do 

 WHEN to do it 

 WHY it’s being done 

 With the RIGHT FUNDING…. 

…then REPORT BACK each month. 

A good strategic plan will help a CEO know what matters right then and what to 

push to the non-urgent pile; what tasks to delegate and what to take on 

personally. As problems come through the door, they’ll be in a better position to 

take time out to attend the issues, or reschedule it for another, non-urgent time… 

or delegate. 

There are lots of moving parts in running a successful business, each with their 

own special piece of legislation, rules and teams. Different aspects of business 

need a SINGULAR direction. That is why we establish our VISION and 

DOCUMENT the ACTIONS to get us there together… the board ‘leans in’.  

The CEO to entrusted to IMPLEMENT the plan without our daily intervention… 

the board ‘leans back’. 

We use our BOARD MEETINGS to MONITOR the plan’s implementation and 

EVALUATE the success or barriers and make decisions… the board ‘leans in’. 
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The board makes decisions and provides new (or existing) instructions to the 

CEO. Again, we entrust the CEO to IMPLEMENT the plan without our daily 

intervention… the board ‘leans back’. 

 

The Best Thing About This Book 

The best thing about this book is that it gives YOU the power to understand your 

business. I help many people by doing this work on their behalf, but there are 

more of you than me. I love consulting and will continue to do so, but I want YOU 

to get the same results doing this work yourself.  

At the very least, you’ll begin to understand what I do, as a consultant, on your 

behalf. You’ll have an amazing grasp on the process. This can only benefit all of 

us as we learn from each other. 

I’m all for feedback and would love to hear from you. If something isn’t working 

for you, let me know. My reading list is immense, and if you want to know the 

source of anything I write about, again drop me a note. 

Enjoy your journey getting under control!  
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Pillar 1: Refined Focus for Profit Clarity 
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Pillar 1: Refined Focus for Profit Clarity 

Getting under control starts with understanding where your future growth is most 

likely to be. I call it fostering future growth.  

Fostering future growth is all about getting a sharp and accurate picture of the 

people you do business with today, and the people you need to do business with 

in the future. You look to answer the question; “Who is my most profitable 

customer and are there more?” 

In the past, many businesses could ‘fly blind’ and still make a decent income. 

That world has changed. To foster future growth, we absolutely need to know 

WHO and WHAT keeps us in business, and how that business landscape may 

alter so we can adapt. 

 

Four Quadrants of Focus 

I group my focus into four quadrants: 

 

People on the inside include customers, staff, the hierarchy of the organisation and 

boards or investors. 

People on the outside may be the local population, other businesses, society and 

the rest of the world.  

Activity inside my business is the internal operating environment. This includes 

your business’ products and services as well as processes and procedures.  

Activity outside my business is the local trading environment, industry shifts and 

megatrends.  
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Time 

You can spend a lot of time analysing your lists and data, and getting familiar 

with reading the facts. I remember the very first time I analysed the Four 

Quadrants of Focus for the organisation where I was working, it took me a quite a 

few months. My advice is to be patient with yourself and try new ways to look at 

things. Some ways will be a goldmine while others won’t. Importantly, you will 

start to know the shape of your list and your market, and its unusual ebbs and 

flows. 

If you don’t want to wait that long, or your market is quite complex, let me know 

and I can organise one of my team or recommend someone else to analyse your 

data. However, I would strongly recommend that you get familiar with this skill. It 

is irreplaceable and will refine your focus on fostering future growth… forever! 

Let’s look at how you could do this. 

  

My 
Business

People on 
the Inside

People on 
the 

Outside

Activity 
inside My 
Business

Activity 
outside 
My 

Business
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Quadrant 1 | People on the Inside  

Your List 

 

One of the biggest mistakes community and business 

leaders make is that they don’t know who is on their 

List. 

Your list is critical to your future growth. For many 

contemporary businesses, your list is the one asset that 

you can truly own. Your content can get knocked off, 

everyone may serve similar products, your technology can 

be bettered, your search engine rankings can be 

‘algorithmed away’. No one can take away your list.  

Knowing how to collect and use customer information is valuable, and can lead 

the way to greater income. When you conduct business with your customer, this 

is an opportunity that you can use to learn more about them and their purchasing 

habits.  

Who is on your list today is a compelling place to start working out who is going 

to be there tomorrow. Analysing your list is an example of what is technically 

called, Primary Information.  

Primary information, which is also called first-hand research, involves collecting 

information about YOUR business, just like you do when you collect customer 

information. You can spend thousands of dollars doing this research or nothing 

but your time. It is generally collected through either Quantitative research – 

numerical, or Qualitative research – non-numerical. 

Let me tell you that EVERY successful business person knows their list, the 

‘shape’ of their list and why they have the people or businesses on that list. When 

I go into a consulting job, the first thing I ask for is THE LIST. I start by 

understanding the bedrock of your business and building from there.  
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Data Quality 

Data quality means the consistency and order which details are captured in your 

list. Many of you will need to spend time ‘cleaning’ your information, especially if 

there are quite a few people who input information. For example, the suburb of 

Wollongong may be incorrectly spelt as Woolongong, Woollongon or Wollingong. 

This will affect a sort and count on people who live or work in this area. 

Privacy 

A note about collecting and using details! You may need to abide by the 

Australian Privacy Principles (APPs), which are contained in the Privacy Act 

1988. These principles outline how most Australian businesses must handle, use 

and manage personal information. Check these out at www.oaic.gov.au or 

search online.  

Quantitative | Numerical  

Quantitative information uses mathematical measurements. Using the 

percentages and graphs with your customer list in the next section is an example 

of qualitative information. Again, there are any ways to collect this information.  

The easiest are: 

 Graphs  

 Parameters (e.g. average, central point) 

 Percentages 

 Ranking 

 Survey responses. 

There are many programs that can present reports on your list. However, all you 

need to get a start is Excel. Many online programs use Excel-type spreadsheets 

as their fundamental building blocks. Plus, I’m betting you have Excel or similar 

right there on your computer today. This means you can get started analysing 

your list without further expense. 

Looking at the details of your list a number of different ways allows us to better 

understand our customers for three simple reasons: 
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1. RETENTION – Selling more to existing customers is around 15 times 

cheaper than marketing for new ones 

2. LIKE ATTRACTS LIKE - You can understand what products and services 

your customers like and attract more of the same kind of people 

3. GAPS - You can see groups of customers you may be missing. 

The only right way to divide up your list is the way that will bring you INSIGHT.  

From Excel, I like to make graphs so I can easily see information in a visual way. 

My go-to graphs for B2C businesses are age, gender, age and gender together, 

suburb and postcode. I do a different graph for suburb and postcode because 

some postcodes cover many suburbs. My go-to graphs for B2C businesses are 

sector, products purchased, life-time value of the customer and purchasing 

decision-maker. 

Before we look at how quantitative information may look, let’s take a brief look at 

qualitative information. 

Qualitative | Words  

Qualitative research helps us understand the BEHAVIOUR of customers – the 

why and how of decision making. It deals with descriptions and observations, and 

is difficult to measure. There are many ways to collect this information.   

Conversations Have conversations with customers and write down any 

interesting ‘pain points’ you hear. These are great ideas 

for products and services that your market wants. 

Field notes Professional mystery shoppers have prompt questions 

that help them look at different aspects of your 

business, like customer service, ambience, floor layout, 

value for money and many more. These can be 

analysed, themes emerge and action can be taken. 

Journals Ask a patron to complete a month long diary of actions 

and decisions. I was once asked to do this so the 
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researcher could look at my TV watching versus radio 

listening patterns. 

Observation Use mystery shoppers to shadow patrons (without 

being creepy!). Watch how they make buying decisions. 

For example, where are the impulse buys? 

Structured and 

unstructured 

interviews 

Surveys in person or online are always popular. Focus 

groups are a little more unstructured and can be filmed 

for later analysis. 

Other documents  You may have incident reports or other business 

performance information that you can read. 

 

Insight | The Golden Intersection 

When you combine these three elements – your customer list, qualitative 

information and quantitative information, you create the GOLDEN 

INTERSECTION. Here are YOUR SECRETS to foster future growth, and it will 

be different for every business. This is where you can understand the people you 

serve, what product you serve best and which product makes you money. 

The Golden Intersection 

 

FUTURE 
GROWTH

Customer List 
Analysis

Qualitative 
Information

Quantitative 
Information
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Case Study: Consumer Behaviour and Pricing at Balmain Leagues Club 

The new menu had been launched in the Kitchen Café in the early 2000s. There was no 

argument that the food was delicious. However, the business was not generating the 

revenue expected and making a loss.  

I went to work on looking at qualitative information, in this case observable customer 

behaviour, and quantitative information, including averages and rankings. 

Customer behaviour: as they viewed the menu boards, the men would shield their back 

pocket and the women would pull tight their handbags. The customers where 

experiencing price-fright and holding their money close. 

Averages and rankings: I took the menu list and averaged out the prices. Our brains do 

this automatically when we scan a menu. We tend to take the top price and the bottom 

price and create an average. We also so what the most common price is on the menu.  

The most common price, the mode, was $15.50. When the prices where averaged out, it 

came to $14.50. This was at a time most people expected an average price of $9.50 so the 

price expectations and the actual price was large. That’s why everyone was holding their 

money so tight. 

I spoke with the Executive Chef to discuss some ways we could better match the price 

expectations with the product. Two critical actions were the reduction of portion sizes 

(which were quite large) and expensive yet low performing items removed such as 350g 

steak cuts. In the advertising, I featured schnitzels and pies, which out-ranked steak in 

sales and we increased the prices of chips and gravy by 50c. 

The new menu was launched. The impact was immediate. Sales increased and there was 

less wastage. The restaurant finally turned into the black.  

I fostered future growth by understanding our customer’s preferences, the price elasticity 

of our customers and what products worked best for us and for the customer.  
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At the moment, your list and your primary information are just a collection of 

facts. To turn this into insights, we need to closely examine the information. 

For example, I might tell you with certainty that you have 90 female customers 

aged 25-34 years old. In isolation, you might think that’s a great result, but in 

actual fact it’s pretty meaningless without context. Is 90 really good compared to 

other customer groups? How do we turn this FACT INTO INSIGHT?  

First, let’s look at all the example customer list. Let’s pretend this is a B2C 

business owner, they have a list of 2,105 customers and are generally aiming for 

the younger market. I would first divide it up into gender and age brackets.  

Age  0‐14  15‐24  25‐34  35‐44  45‐54  55‐64  65‐74  75+ 

Male  60  190  320  310  220  150  70  30 

Female  50  120  90  230  150  75  30  10 

TOTAL  110  310  410  540  370  225  100  40 

 

Many people find it really hard to read a table of numbers like this – including me. 

So I put the numbers in a graph. This graph is created in Excel. 

 

What do you notice about the age group female customers aged 25-34 years 

old? 

 

 

0
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Can you see the gap? The female customers aged 25-34 years old is not 

performing well compared with other gender and age groups. This business 

could foster growth in this group and capture another 150 or so customers! It 

appears that this is one of the business owners key customer groups – see how 

males in the same age group are the largest group of customers? However, 

without analysing the list and reading the graphs, this business owner may never 

be aware… 

But we’re not finished there. You should be screaming WHY?!? Why is this group 

under-represented in this business? And HOW?!? How do I get them back into 

this business? And WHO ELSE? These are the exact things I think about when 

analysing my client’s customer lists. So, like a detective, we go in search of more 

information which we will do later in this section. 

We can also look at the list in a number of different ways. For example, ratios of 

males to females, pie charts and totals.  

Ratio: For every 1 female there are x males 

Age  0‐14  15‐24  25‐34  35‐44  45‐54  55‐64  65‐74  75+ 

Male  1.2  1.6  3.6  1.3  1.5  2.0  2.3  3.0 

Female  1  1  1  1  1  1  1  1 

 

This could also be presented using icons. I built this in Photoshop. It’s a little 

more interesting than the excel version, but took me eight times as long to build 

(and I’m good with Photoshop). 
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Looking at the pattern, we should have an expectation that female customers 

aged 25-34 years old should be a very similar number to male customers aged 

25-34 years old. Can you see how the pattern looks odd with lots of males in that 

row?  

You might argue the same thing happens for the 75+ age group. However, the 

business owner only has 40 customers aged over 75 years old and 410 aged 25-

34 years old – and we learnt earlier that this business generally caters for the 

younger market. The 25-34 years old are the business’ CORE MARKET where 

efforts are placed to foster future growth. Have a look at this next graph… 

The following pie graph shows the percentage break-up of the total customer list 

ages. Can you see that the 25-34 years old age group makes up 19% of the 

business’ customers while over 75+ only makes up 2%?  

 

Many people would assume that we should focus on a small section of the pie 

and build it up. In fact, it is generally a better tactic to focus on customers who 

are like your best customers. In this case, the customer group with the best 

representation is 35-44 years old at 26%. To foster future growth, this business 

owner could focus firstly on the 25-34 years old, then 45-54 years old. In the 

longer future, they may start looking at 15-24 years old and over 55s.  

0‐14
5%

15‐24
15%

25‐34
19%

35‐44
26%

45‐54
17%

55‐64
11%

65‐74
5%

75+
2%

TOTAL | MY LIST
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This is commonly referred to as ‘picking the low hanging fruit’. Totally new 

markets often require significant investment. 

That will make the 25-34 years old and the 45-54 years old age groups your 

TARGET MARKET. That’s right! This is one method of identifying your core and 

target markets. To foster future growth, you don’t put your finger into the wind 

and guess! You analyse what you’re already doing very well… and go from there. 

My Business  

Let me share with you this… when I looked at my customer list, I looked at 

personal attributes. I was thrilled to find my long-term customers had a mix of 

these qualities: 

 Learning – They’re educated and possess a continuous-learning mindset 

 Sharing - They want me to teach them what I know  

 Listening - They want to teach me what they know 

 Forward-thinking - They’re open-minded in thinking about the future 

 Connected - They’re technologically proficient and use this medium to 

stay connected 

 Passionate - They have diligently worked up to their position because of 

their passion to serve their community and provide for their family 

 Ethical - They want to do business with people who are honest and 

transparent, and loathe industry politics 

 Improvement – Despite different levels of success and the knowledge that 

they can have impact, they all want to do better; they want to get out of 

their comfort zone and follow a process to achieve their improvement. 

These are the people who will become my long-term customers of the future. 

They’re not people who believe in magic wands, working a little as possible or 

are attracted to power for the sake of power. 
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Asking the Right Questions 

Now we have a much better idea of who we are targeting, we can use qualitative 

and quantitative techniques to ask excellent questions. I’ve given a very brief 

example of questions you may ask and remember that these are just a tiny, tiny 

example of the wealth of things you can do and your groupings. Of course, your 

questions may be different for a B2B. 

QUALITATIVE TOOL 

Words 

TARGET MARKET  

F 25-34 

CORE MARKET 

M | F 35-44 

Conversations Talk to existing customers 

and find out where their girl-

friends are going. Ask about 

what things they want to 

buy. Does this group come 

into the shop in large groups 

and doesn’t buy anything? 

Ask this group what they like 

about the business and 

products. Ask about where 

their older friends and family 

may go? 

Field notes Hire a mystery shopper in 

the same age bracket to give 

a ‘warts and all’ assessment 

including sales staff. 

Reflect on how you converse 

with this group compared to 

others. Are you more 

comfortable talking to this 

market… and why?  

Journals Ask a group of special 

customers to keep a 2-week 

long diary of how they make 

decisions about where to go 

including peer pressure, 

their frame of mind and 

feelings. 

Keep a diary of when this 

group frequents your 

business compared to your 

target markets. 

Observation Have a look at where the 

friends are going and watch 

what they are buying 

Look at how this valuable 

group moves through the 

shop. What products catch 

their eye first. 

Structured and 

unstructured 

interviews 

Invite a group for a special 

trial and ask questions 

Throw a  small event for top 

customers and ask 

questions 
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Quadrant 2 | People on the Outside 

 

A big mistake many community and 

business leaders make is that they don’t 

know how to target or who to target. 

To get information on people outside our business (and activity outside our 

business) we use secondary information. Secondary information involves 

perusing information that has already been collected by another party.  

A very important piece of secondary information is to compare your customer list 

with the rest of the market. For locally focussed business, this may be limited to a 

suburb or region. For a larger business with a presence in a number of regions, 

it’s more complicated. B2B may look at industry sectors and their growth. 

Australian Bureau of Statistics 

My starting point is always the Australian Bureau of Statistics (ABS). The ABS 

website has information collected from the census which you can use to calculate 

your market penetration. There is also lots of other information where the ABS 

staff write on topics such as social trends, population growth, and industry. I love 

this site as it builds your confidence in getting a feel for the current trends and 

either supports or cancels out your ‘hunches’.  

One of my go to sections of the ABS site is Community Profiles. You can 

download for free all the census information and compare it with your list. For 

example, let’s say the business whose customer list we used as an example in 

the previous section was located in the postcode of 2250. I would compare my 

customer list to the census information as such: 
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Can you see the amount of market penetration this business is having in 

postcode 2250? No wonder the 25-34 market is tough – there isn’t that many of 

them compare to the 35-44 years old market. However, the business could still 

foster future growth from this market. 

Let’s say the business was located in the suburb of Wyoming, which is in 

postcode 2250, and has a local focus. I would search for ‘Wyoming’ and 

download the census information just for this suburb, then compare to the 

customer list… 

 

The market becomes even clearer. We can see that there is still terrific scope for 

growth. I’ve translated the above graph into percentages then into another graph: 
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AGE 0-14 15-24 25-34 35-44 45-54 55-64 65-74 75+ 

MY LIST 110 310 410 540 370 225 100 40 

PC 2250 12,700 8,504 7,425 8,673 9,432 7,628 5,240 6,030 

% POPN 1% 4% 6% 6% 4% 3% 2% 1% 

WYOMING 1,871 1,174 1,090 1,175 1,223 1,158 824 1,389 

% POPN 6% 26% 38% 46% 30% 19% 12% 3% 

 

 

You can see that the 35-44 years old age group is still the core market at 46% 

locally. There is still lots of growth to be had in this core market. 25-34 years old 

still present as a growth market although there is more capacity (i.e. people) in 

the 45-54 years old market. Depending on what the business actually sells may 

decide which market to grow first. 

If this business was looking to develop a new market, for example in the 15-24 

years old, they may need to develop a new product or service to cater for this 

clientele.  
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Case Study: A New Market for the Rowers on Cooks River 

I had analysed the member list for St George Rowing Club and there were no surprises. 

Members were generally aged over 55 years and male.  

However, when I analysed the population there was a large surprise.  

In the period between one census and another, around 3000 young Chinese people had 

moved into Wolli Creek attracted to the new train station, proximity to Sydney and brand 

new apartments in Discovery Point.   

This meant some changes to the marketing and community events program as well as 

alterations to customer service and product mix. These adaptions to the market added six 

figures to the club’s bottom line in a region where a large proportion of similar businesses 

have had to close their door. 

 

One Last Word on Target Markets 

Many people get confused about target markets. Here is a simple analogy that 

describes the approach I used. I’ve used the term ‘target market’ like this picture 

of an archery board. The whole of the archery board is the MARKET.  

Some parts of the archery board are more valuable 

than the others. For example, the yellow centre may 

be your target market because you see value in 

aiming for this particular market. That’s where you 

concentrate your focus. You practice to REFINE 

YOUR FOCUS TO REACH THE TARGET MARKET. 
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While amateurs ‘hope’ to hit it the bullseye and 

get maximum amount of points, professionals 

practice until they possess specific focus. This 

is when you break down your target market 

even further to get a SPECIFIC FOCUS. A 

professional will take that big yellow dot and 

carve it into smaller sections in their mind’s eye 

to further REFINE FOCUS. 

This is the same as breaking your target market into smaller groups. For 

example, living in the same suburb you may have one 26-year-old female who is 

a single, university student working part-time in a café while another 26-year-old 

female is a stay-at-home mum with 2 young children and a husband who runs the 

family plumbing business. These two 26 years old have the same age, gender 

and postcode, but may have very different lifestyle, buying behaviours, income 

and interests. Have a look at the two example pictures!  

  

26-year-old university student 26-year-old stay-at-home mum 

To get SPECIFIC focus, once you have isolated larger target markets use the 

categories listed below to gather further insight about your markets. The 

advantage to getting specific focus is that you will start crafting messages that 
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suit your specific targets and minimise spending money on messages and 

markets that don’t respond.  

Getting Specific about the Demographic 

Examples include: 

 Age and Gender  

 Family life cycle  

 Education level 

 Occupation  

 Socioeconomic status (wealth, health and access to services) 

 Nationality / cultural identity 

Getting Specific about the Geography 

Examples include: 

 Postcode of customers 

 Travel distance and your distance from sourcing products 

 Transport and parking availabilities 

 Type of urbanisation (retirees, high density) 

 Distribution (local, national, global) 

Getting Specific about the Psychographics 

Examples include: 

 Personality and lifestyle  

 Values, opinions and attitudes 

 Interests and activities 

Getting Specific about the Buying Behaviours 

Examples include: 

 Benefit sought from your product or service 

 How often is the product or service used  

 Brand loyalty and creating ‘raving fans’ 

Getting Specific about the Technology 

Examples include: 

 Types of technology used 
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 Influence on buying behaviours. 
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Quadrant 3 | Activity Inside My Business  

 

 

A big mistake many community and business leaders 

make is that they don’t know what makes them money 

today. 

Fostering future growth is a balancing game between small 

boosts and large hauls. 

 

First, understand what is your bestselling product and most profitable product or 

product bundles and your price perception, then give them boosts to improve. 

There are a gazillion ways to look at your business sales to identify what you sell 

really well and what you sell profitably. I know many of my clients have invested 

in great point-of-sale systems where they can look at this information regularly.  

When all the forces align – the message is on target, the product is good and the 

machinery works, you may bring in a large haul. I’ve had clients who added six 

figures to the bottom line in a single year through targeting the right message to 

the right target with the right product. But we wouldn’t have got there if we didn’t 

go through the detail of what drives the business and invest in improvements. 
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In the following qualitative example, I have moved away from measuring the 

demographic characteristics of my customer list, like age and gender, and am 

now asking questions about what my core and target market are buying – the 

behavioural characteristics. 

QUANTITATIVE 

TOOL 

Numbers 

TARGET MARKET  

F 25-34 

CORE MARKET 

M | F 35-44 

Graph Calculate the total value of 

purchases per visit and 

compare with other age and 

gender groups – does this 

group buy a lot at once or a 

little. 

Look at the product bundles 

this group buys. For example, 

if they buy A do they also buy 

B? How can you use this info 

to bundle products for other 

age groups. 

Parameters  What is the average price 

point for this group 

compared to your product 

average price point. 

If you have two similar 

products, does this group 

tend to buy the more 

expensive or cheaper 

version? 

Percentages What is the product 

purchase break-up for this 

age group? 

What percentage of this 

group are local to my 

business? 

Ranking What is the number 1 

product for this age group 

and how much does it cost? 

What are the top 5 price 

points for this group? What is 

my net profit? 
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Annual Report 

I will also take a big picture view of the organisation by analysing the Annual 

Reports from the previous 5 years. I look at aspects such as: 

 Total revenue 

 Comprehensive income 

 Key revenue drivers  

 Key financial ratios. 

 

 

  



‐ | P35 | ‐ 

Under Control | Introductory Practical Guide 
SHAYNE LESLIE | © 2016 INTEGRATED GOVERNANCE 

Monthly Financial Reports 

If it is easily available, I also ask for the monthly reports to construct a historical 

view of the key revenue and expense drivers. You don’t need to be an 

accountant to see patterns of revenue or percentages, especially when they are 

in graph form.  

No matter what your position – director, CEO or manager – the earlier you build 

your confidence in understanding financial patterns, cyclic trade and 

percentages, the better!   
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Quadrant 4 | Activity Outside My Business 

 

A big mistake many community 

and business leaders make is that 

they don’t know what will make 

them money in the future. 

It is important for fostering future growth to keep in touch with your local, regional 

or national market. It is a huge risk to take a silo mentality to your business and 

the rest of the world. If you are in business, you are part of a vibrant economic 

community.  

There is a vast amount of information available. Some of it is extremely valuable 

while others are re-posts of questionable information. You’ll need to be critical in 

your thinking when reading information – check the sources and don’t jump on 

the first bandwagon. 

Great places to look for information include the following…  

Industry information 

Your associations or membership body may have a range of data and research 

available. Remember to look through ABS information – Industry at a Glance. Big 

consulting firms like Ibis World, Deloitte, KPMG and Price Waterhouse Coopers 

often put out free reports.  

Business Chambers and Seminars 

Australian Chamber of Commerce and Industry is another good source of 

industry information. I am a member of NSW Business Chamber and they hold 

some very good local events. There are also smaller business chambers that 

vary in quality. I am also a member of the local tourism chamber group. You’ll 

need to do your research and find out the best places to network and obtain 

information suitable to your business. 
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Council Information 

Council websites often are positioned to attract investment and they will often 

provide great information on employment and population growth, industry, 

strategies for the future and environmental issues. Population growth and 

forecasting industry is very valuable information.  

Geographic Information Systems (GIS)  

GIS is commercial technology which has a diverse range of applications. 

Especially for businesses located in changing areas, GIS can assist in 

forecasting population information and the future needs of locations. 

Megatrends 

In my book, Foster Future Growth, I write about seven megatrends. If you 

cultivate an appreciation for the larger cycles in the world, you can achieve a 

better point of focus when creating a strategy.  

I’ve divided the seven megatrends into three ‘worlds’ – and I’ve put a copy of 

these from Foster Future Growth into the Appendix of this book: 

 Natural World: Going, Going… Gone?  

 Man-Made World: Mega Urbanisation, The Silk Highway and the 

‘Switzerland’ of Asia, and The Innovation Imperative 

 Individual World: Forever Young, Virtually Here – Connectivity and 

Convergence, and Great Expectations 
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Foster Future Growth 

 

Research doesn’t happen just once. For the best results on continuous future 

growth, your process of fostering future growth should be an ongoing event: 
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Summary of your Compelling Findings 

Using an opportunities and risks matrix is a standard strategic tool to summarise 
your compelling findings.  

 

Quadrant  Opportunity  Risk 

People Inside 1  1  

 2  2  

 3  3  

 4  4  

People Outside 1  1  

 2  2  

 3  3  

 4  4  

Activity Inside 1  1  

 2  2  

 3  3  

 4  4  

Activity Outside 1  1  

 2  2  

 3  3  

 4  4  
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Pillar 2: Future Orientated Vision and Values 
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Pillar 2: Future Orientated Vision and Values 

 

Strategic Ecosystem 

Strategy is an engagement; a way of thinking, a way of learning, a way of 

connecting your actions today with your vision for the future. 

The image below is the blueprint for the strategic ecosystem that has worked for 

all my clients. The boards role sits under the blue line. Management’s role sits 

above the blue line.  
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The vision and values are the seed from which the tree grows. The vision and 

values should be deeply embedded and central to every organisational action 

and decision. From the seed, we set our objectives, then break them down into 

smaller strategies. These are the roots of the tree. The strategy implementation is 

governed by board policy. This is the trunk of the tree. 

The leaves and the limbs are the business and operational actions. They are 

easier to see than the roots, and more interesting than the tree’s trunk. Some 

boards find this difficult and like to get involved with leaves and limbs of the tree. 

However, that is not the role of the board. 

As the organisation grows, the strategic planning becomes more complex and 

more roots are grown to support the growing limbs and leaves. 

If there are no roots of the tree – no strategy – what happens to the tree? It falls 

over, usually in bad weather. If there is a diseased trunk – or zero to little policy 

governance – what happens? The tree snaps, again usually in bad weather. If 

the soil turns bad – no nurturing through learning, good reports and excellent 

insights – what happens to the tree? It dies.  

When the wind blows in bad weather, and the limbs and leaves are moving 

about, breaking off and causing chaos, it is tempting for board members to be 

distracted rather than having confidence in the vision and planning they have set 

in place.   

Trees are not alone. They are part of a vibrant and diverse ecosystem. I could sit 

here all day and tell you about the analogies between trees and governance… 

but I’ll leave that for another time. 
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Future‐Orientated Vision and Values 

This is where we are… 

 

Vision 

A vision statement is clear, compelling, future-orientated, customer-

focused and creates enthusiasm for remaining agile. 

The vision statement must go beyond the four-walls of the organisation and 

makes a bold statement about your position and importance within a dynamic 

economy. 

Before I write the VISION, first I have completed all of my research to foster 

future growth (Chapter 2). As the research reveals its secrets, the strategic value 

words that will best orientate the organisation in a future direction become 

apparent.  

 

Values 

Your values set you apart from other similar businesses.  

RESIST THE MOB MENTALITY and use values as a powerful and strategic 

way to position your board and management to transition into future 

markets.  

Don’t just pick the same values as everyone else – like using the combination of 

integrity, trust, respect. While these are noble words, if you’re looking for words to 
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describe the manner in which people act, then it’s better to use Attributes (see 

the list of Attributes in the Appendix).  

Values relating to the strategy MUST allow for an agile, forward-thinking board 

and management that allows them to LEAD. Values describe the unique and 

desired culture. Such as having the courage to shape a better future, leveraging 

collective genius, being real, and being accountable and committed.  

For many of my clients, I choose the strategic value words for them the first time 

around. The reason I pick the words is, usually, I have been the one to complete 

the research. This allows me to pierce the veil of a future state and carefully 

select words that will guide the group to that state; words that are strategically 

market-focussed and promote behaviour that is forward thinking. 

I have led the sticky-note group method as well, and it works with great results as 

well. Let’s look at an example and then I’ll step you through it. 

 

Stoney Creek Recreation Club Vision and Values 

After researching Stoney Creek Recreation Club, compelling findings were 

discovered. This included; 

Quadrant  Opportunity 

People Inside 1 
The board’s general skill level was low and operations focused 
with the majority of directors willing to learn better ways to 
govern 

 2 The core market was ages 65 and upwards 

 3 
The core market was generally Anglo-Saxon, Christian and a 
self-funded retiree with low disposable income 

 4 The target market was 50-64 years’ old 

People Outside 1 
The club was located in a regional area that was starting to feel 
the impact of Sydney’s growing population 

 2 The population was set to grow by 50% over the next ten years 
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Quadrant  Opportunity 

 3 
The current population were predominately retirees who moved 
into the area in the 1970s and 1980s 

 4 
The people moving in, in the future, were forecasted to be 
young first homeowners and new retirees who are still currently 
working. Neither group have grown up in the region 

Activity Inside 1 
Already benefiting from population growth, the club facility had 
reached capacity 

 2 
Operational revenue had greatly increased along with cost 
reductions maximizing profit in the preceding year through 
good management with a new CEO 

 3 
Urgent repairs and maintenance and contemporary design 
were required - the club had not been renovated since the early 
2000s 

 4 Urgent upgrade of technology systems was required 

Activity Outside 1 
The council and state government want to invest in this area 
and build partnerships to drive job growth, tourism and open 
spaces 

 2 
A similar local business had recently opened an attractive 
dining area and gym, and patrons had begun going there 
regularly 

 

The value words chosen are below. Can you see the link between the compelling 

findings and the words selected? Can you see why ‘integrity’, which is a popular 

value, would be a waste! 

 

It is a great idea to put an image with your chosen word so you can see what the 

value looks like. And we don’t finish there. We now have to define these values 

so what the value is to YOU is the value to ME. Remember that these are the 

board and management strategic values.  
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VALUE  VALUE DEFINITION 

Transformation  Working together to create an active destination for the community 

Create a hubspot for community interaction  

Flexibility in the way we think about our business 

Vibrant Growth  Redevelopment that opens access to emerging market opportunities  

Acquisition and development that will position us for future markets 

Partnerships that focus on creative progress and evolution of our business 

model 

Teamwork 

 

Trained directors and managers providing accountable leadership 

Financial management that results in security 

Intelligent and quality decisions that are focused on vibrant growth  

Skill   Director education to manage complex businesses  

Balancing human, natural, physical and financial resources 

Economic activity that stimulates new standards of facilities and services 

Belonging  A sense of community transforming together 

Embracing old and new markets  

Clear messages and products that meet needs and wants 

 

Can you see how the value words support the research findings?  

Once the strategic values are defined, I write a clear, compelling and enthusiastic 

VISION. Here is what I wrote for this group; 

Stoney Creek Recreation Club embraces transformation through vibrant growth, intelligent 

and accountable board teamwork and skilled leadership, where the community feels they 

belong. 
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Opposites reveal clarity 

When presenting, I will often ask the directors to tell me what the opposite of the 

strategic vision and values may be.  

VALUE OPPOSITE 
Transformation  Stagnation 

Vibrant Growth  Decay 

Teamwork  Individual interests 

Skill  Amateur 

Belonging  Ignored 

 

VISION OPPOSITE 

Stoney Creek Recreation Club embraces 

transformation through vibrant growth, 

intelligent and accountable board 

teamwork and skilled leadership, where 

the community feels they belong. 

 

Stoney Creek Recreation Club remains 

stagnant through decay, with a board 

who pursues individual interests and 

amateur leadership, where the 

community feels ignored. 

 

The opposite makes you want to cry! I ask the board, “Are you there in opposite-

land?” Mostly, the answer is, “No!”. They agree that they’re not at the vision 

either. We work out, very broadly, where the group is on the continuum between 

the vision and the opposite of the vision. It helps the group clarify how compelling 

the vision is and why we need to set goals and actions to get there.  

The board at Stoney Creek Recreation Club told me they were here on the 

continuum;  

 

Opposite	of	the	Vision	 Vision	
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That gives the board a very good indication of where they are on the journey 

towards their vision. The purpose of the Annual Strategic Review is to check the 

board’s progression towards the vision (among other measures). 

When a difficult decision is being made, a key question the board can answer is, 

“Does this decision lead us to our Vision… or the opposite?”  

 

Now it’s your turn. 
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Step 1: Your compelling findings 

From your research, choose 3-8 compelling findings for each of your Four 

Quadrants of Focus. 

QUADRANT COMPELLING FINDINGS 

People Inside  

  

  

  

People Outside  

  

  

  

  

Activity Inside  

  

  

  

  

Activity Outside  
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Step 2: Choose your value words 

To go from compelling findings to value words will take a bit of time. Don’t be 

afraid to go back and forth a bit.  

a) Select around 10-15 words that resonate with your compelling findings 

from the value word list (at the end of this book).  

b) Go to Google Images and see what pictures come up when you put those 

words in… is it what you imagine as your organisation’s future state? 

Again, this takes longer than you think. You’ll need to tap into your 

creative side. 

c) Define each of the words in relation to your compelling findings. I try to 

use 3 lines to define the words as it creates a pattern of understanding. 

The test is being able to see what the value and the definition looks like. 

d) Rinse and repeat steps b) and c). You’ll find most of your words 

disappearing. That’s good because we are aiming for 3 to 5 powerful 

words. 

VALUE WORD DEFINITIONS 
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Step 3: Translate the value words into a vision 

Write the value words into a statement. The vision statement is written as if 

you have arrived there already. That’s why it is called a vision. You can see it; 

see what decisions and leadership will get you there. 

Avoid is starting off with the examples below – you want immediate impact: 

 We aim to… 

 We will… 

 We want to…  

 Our vision is to… 

Here are some of my previous examples (names changed). When you read 

them, can you work out what the compelling findings may have been that led to 

the selection of these words?  

Stoney	Creek	Recreation	Club	embraces	transformation	through	vibrant	growth,	

intelligent	and	accountable	board	teamwork	and	skilled	leadership,	where	the	

community	feels	they	belong.	Our	vision	is	achieved	through	transformation,	vibrant	

growth,	teamwork,	skill	and	belonging.	

 

At the Water Sports Club, we are actively connecting with our community by 

respecting the diversity of our people and the preservation of our river. Our vision is 

achieved through diversity, fusion, connecting, activeness and ecology. 

 

At	the	Northern	Recreation	Club,	people	enjoy	themselves	because	of	our	welcoming	

and	relaxed	appeal.	Our	vision	is	achieved	through	connectedness,	being	dynamic,	

excellence	in	design	and	rejuvenation.	
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The Hub activates the community by harnessing the youthful lifestyle of our people 

and providing facilities and services that all can enjoy. Our vision is achieved 

through youthfulness, accessibility, activeness, discovery and skill. 

 

The	Southern	Group	embraces	vibrant	and	creative	leadership	that	inspires	our	

active	community	and	attracts	visitors	to	our	region.	Our	vision	is	achieved	through	

activeness,	being	vibrant	and	creative,	dependability,	skill	and	activating	our	

destination	economy.	

 

This one was written with a management team: 

Regional Services Club brings enjoyment to people’s lives through our professional 

and caring approach to service whilst balancing the needs of today with the 

opportunities of the future. Our vision is achieved through balance, care, 

coordination, enjoyment and professionalism. 

 

Your vision statement 
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Opposites reveal clarity 

Write down the opposite of your strategic vision and values.  

VALUE OPPOSITE 

  

  

  

  

  

 

VISION OPPOSITE 

   

 

Where are you on the continuum? 

 

Opposite	of	the	Vision	 Vision	
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Pillar 3: Establishing Strong Roots 
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Pillar 3: Establishing Strong Roots 

Setting Strategic Objectives 

By now, you’ve got a stack of compelling findings and a clear and compelling 

vision and values. In this chapter, we start to work out the big leaps and steps to 

get to the vision. The research you have done will have given you lots and lots of 

clues as to what needs to happen. 

This is the part of the process that many people think is the sum-total of strategic 

planning. I’ve had some people call and say, “We’ll give you a whiteboard and 

some lunch… come and facilitate our 8-hour planning day!” Or, “We’ve got a 

template, we just need you to fill it in during our morning meeting!”  

By now, if you’ve read the previous sections, you’ll know that your plan will not be 

a success if you try to short cut the difficult parts. You will remain unfocussed 

chasing any old rabbit down any old hole, distracted and frustrated. 

A Layered Approach 

I take a layered approach in setting strategic objectives. The reason I do this is to 

make it easier to recall details. Further, grouping aspects of the plan helps 

identify overlaps, gaps and helps enormously with reporting for board meetings. 

Every layer must have a line of sight to the Vision. The layers are: 

1. Focus Areas and Objectives 

(the strong roots)  

2. Focus Area Sub-Headings 

3. Strategies to Realise the 

Objectives. 
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Layer One: Focus Areas and Objectives 

This is where we are… 

 

 

Objectives may also be called goals, end-goals or outcomes. I generally break 

my objectives into four big FOCUS AREAS. In some cases, this goes to five, but 

not often. These are the strong roots from which other root-tendrils branch. 

A. Leadership and Governance 

B. Operational Revenue 

C. Community and Communication 

D. Facilities.  
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Your Big Focus Areas  

What are some of the ideas you have in grouping your Big Objectives? 

Remember, as you move through this you may change these headings, so don’t 

put pressure on yourself to get it right here first go. You can also just copy the 

ones I use. 

e.g. Leadership 

 

 

 

 

 

 

 

Defining the Objectives for the Focus Areas 

The OVERARCHING OBJECTIVE for each Focus Area states broadly what the 

organisation is going to achieve. For example, the objective for Leadership and 

Governance for Stoney Creek Recreation Club is: 

A: Leadership and Governance 

Ensure	the	viability	of	Stoney	Creek	Recreation	Club	by	transforming	board	and	

management	effectiveness	through	skill	and	teamwork	which	contributes	to	vibrant	

growth.	Provide	our	staff	with	training	and	leadership	to	create	vibrant	customer‐

service	teams	focussed	on	helping	our	members	feel	they	belong.	
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As part of the annual strategic review, I would ask the questions;  

 How did the board and management transform their skill and teamwork? 

 How did the board’s and management’s new skills and teamwork 

contribute to vibrant growth? 

 How did training contribute to vibrant customer-service teams? 

 How were staff led? 

 Did the members feel like they belonged as a result? 

 

Let’s look at another example: 

B: Operational Revenue 

Transform	our	clubhouse	business	to	encourage	vibrant	growth	and	ensure	we	have	

the	finance	to	support	premier	facilities	without	compromising	a	quality	customer	

experience.	

 

As part of a strategic review, I would ask the questions;  

 How was the clubhouse transformed to encourage vibrant growth? 

 How was growth reflected in the standard of facilities? 

 How was growth and re-investment balanced with the customer’s 

experience? 
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Your Objectives for your Focus Areas 

What are the big goals you want to achieve? Or work backwards – what 

questions will you ask at a strategic review? It is good to jot them down in dot 

points first, and keep looking at your vision and values. There should be a line of 

sight between your goals and the vision you are setting out to achieve. 
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‐ | P61 | ‐ 

Under Control | Introductory Practical Guide 
SHAYNE LESLIE | © 2016 INTEGRATED GOVERNANCE 

Layer Two: Focus Area Sub‐Headings 

Under each of the Focus Areas would be objective sub-headings. Using sub-

headings means that the CEO can coordinate resources, prioritise different 

activities and report in a meaningful manner. I’ve put in examples from different 

types of client organisations I have worked in.  

A: Leadership and Governance 

Registered Club Music Conservatorium In-home Aged Care 

Board  Board  Board | Investors 
Management Management Management 
Staff Staff Staff 
Members  Students  

 

B: Operational Revenue 

Here, you would put in the revenue drivers of the business. 

 

Registered Club Music Conservatorium In-home Aged Care 

Gaming Lessons Private domestic care 
Bar Concerts Agency staff 
Dining / Café  Private bookings Government contracts 
Functions  Hire  

 

C: Community and Communication 

The reason I put technology under this heading is that there is a significant cross-

over between technology and marketing. IT departments and marketing 

departments should have a close and mutually beneficial relationship. 

 

Registered Club Music Conservatorium In-home Aged Care 

Marketing Marketing | Sales Marketing | Sales 
Media Media Community Relations 
Community Relations Community Relations Technology 
Technology Technology  
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D: Facilities 

Registered Club Music Conservatorium In-home Aged Care 

Master planning Master planning This is contingent on the 
type of head office  

Sports and entertainment 
facilities  

Studio and concert hall 
facilities  

Master planning / leasing 

Utilities and natural 
resources  

Utilities and natural 
resources  

Utilities and natural 
resources  

Safety and security Safety and security Safety and security 

 

Here is a mind-map version (this one was for a bowling club): 
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Alternitively, here is the registered club version in a different format. Can you see 

how easy it is to remember the strategic groups rather than one long, long list 

that is not grouped? 

It also looks familiar… like an organisational chart or an accountability chart! 

 

 

Your Big Objectives and Sub‐Headings 

Take another look at your Big Objectives and the notes you have written about 

your goals for these. What elements of your business would you group under 

these headings? You can use the same as me, or mix it up - whatever works for 

your organisation if fine. My advice, though, is to keep it as simple as you can… 

no excessively long lists! Chunk it. 

Vision and 
Values

Leadership and 
Governance

Board

Management

Staff

Members

Operational 
Revenue

Gaming

Bar

Dining and Cafe

Functions

Community 
and 

Communication

Marketing

Community 
Relations

Technology

Facilities

Master 
Planning

Sports | 
Entertainment

Utilities | 
Natural 
Resource

Safety and 
Security
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Focus Area 1  

Big Objective 1 (the goal)  

 

 

 

 

Sub-Headings  

  

  

  

 

 

 

Focus Area 2  

Big Objective 2 (the goal)  

 

 

 

 

Sub-Headings  
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Focus Area 3  

Big Objective 3 (the goal)  

 

 

 

 

Sub-Headings  

  

  

  

 

 

Focus Area 4  

Big Objective 4 (the goal)  

 

 

 

 

Sub-Headings  
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Layer Three: Strategies to Realise the Objectives 

This is where we are: 

 

 
This is the final layer. Under each of the sub-headings, I break it down further into 

the strategies that will realise the overall objective. These are the actions that, 

together with the other strategies, will help the board realise their vision and 

provide instructions to the CEO. The CEO can report on each of these strategies 

in the monthly board report. 

Let’s use Stoney Creek Recreation Club to demonstrate this model. In this 

example, I have combined board and CEO into one subheading, then staff and 

management into another. I then group my strategies further. I see many 

strategic plans that simply list a long list of things to do without considering where 

in the scheme of things they should sit… or anybody’s ability to remember 

them… and if they fit together. 

Warning: These strategies may not be the right ones for your organisation to 

adopt. You may have different priorities, different access to funding and so forth. 
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Objective A: Leadership and Governance 

Ensure	the	viability	of	Stoney	Creek	Recreation	Club	by	transforming	board	and	

management	effectiveness	through	skill	and	teamwork	which	contributes	to	vibrant	

growth.	Provide	our	staff	with	training	and	leadership	to	create	vibrant	customer‐

service	teams	focussed	on	helping	our	members	feel	they	belong.	

 

Strategies to Achieve the Leadership and Governance Objective 

1.	Board	and	CEO	(this	is	the	sub‐heading)	
Strategy: 

a) Remains central to governance, business processes and decision making  
b) Directors participate in the annual review 
c) CEO to provide a strategic evaluation report each monthly board meeting  
d) Strategic evaluation reports used in CEO’s Annual Performance Appraisal 

 
Financial governance: 

e) Budgeting supports the strategy 
f) Risk management frameworks applied to financial decisions  
g) CEO to provide an executive summary of the financial report each monthly 

board meeting  
h) Executive summary used in CEO’s Annual Performance Appraisal. 
i) Cash flow managed to avoid trading whilst insolvent and monitor for any 

fraudulent activity 

 
Control through Board Policy and CEO governance: 

j) Board policy followed for good and ethical decision making  
k) Policy remains current through an annual review 
l) Appropriate policies flows to Staff Policy 
m) Appropriate strategies become the CEO’s position description 
n) CEO  governance  according  to  Board  Policy  including  annual  leave, 

grievance procedures and evaluation is followed 

 
Monitoring and Evaluation: 

o) Establish contemporary agenda and expectations of directors according to 
Board Policy 

p) Appropriate  committees  formed  with  charters  to  improve  decision‐
making at board meetings. 

 
Leadership: 

q) Commitment to the Annual Board Decision making Calendar  
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r) Active  continual  learning  and  development  program  with  reputable 
institutions  (not  limited  to):  professional  development,  leadership, 
attributes and networking (PLAN framework) 

s) Undertake board and CEO succession planning 

 
Legislation 

t) Knowledge of specific legislation and policies especially Corporations Act 
and Registered Clubs Act. 

 

2.	Staff	and	Management	Team	
Leadership:  

a) Ethical, engaged and enthusiastic leadership style linked to the vision and 
values 

b) Engender  an  ethical,  engaged,  enthusiastic,  empowered  and 
acknowledged workforce 

c) Hold teams accountable for team‐led results 

 
Learning and development:   

d) Develop an effective and productive workforce through ongoing training 
(programs  may  include  Business  management,  Hospitality,  Marketing, 
Operations management and Technology 

 
Workforce development:  

e) Assess the future workforce needs of the organisation based on strategic 
needs 

f) Develop and implement a learning program to ensure the organisation has 
the skills it requires at the time it requires 

 
Organisational structure:  

g) Organisational  structure  is  appropriate  to  resource  constraints  and 
strategic priorities 

h) Balance is maintained between member experience, quality products and 
staff productivity 

i) Managers and supervisors have the appropriate staff rostered, skills and 
performance‐criteria to manage and supervise competently 

 
Staff Policy and Procedure:  

j) Staff Policy and Procedure is up‐to‐date and reviewed annually 
k) Clear guidelines and induction are provided for new and existing staff 
l) Reflects Board Policy where appropriate. 
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3.	Members	
Nominations and Elections 

a) Design  and  implement  a  nomination  program  to  attract  the  next 
generation of leaders for board positions 

b) Continue to educate members on the importance of voting at elections. 

 

 

Prioritising and Timelines 

You might be exclaiming that you can’t possibly do all of those in one year! When 

you list out the same formula for Operational Revenue, Community and 

Communication as well as Facilities, I’m going to go out on a limb and say you’re 

probably right. 

We must now go back over the plan and decide what the priorities are as 

well as the available funding. This will determine the timeline. 

Another way to put this powerfully is deciding what NOT to do right now is just as 

important in a strategy as figuring out what to do first.  

So what’s the point of writing it down if it isn’t going to happen this year (or 

next)? 

Strategic planning involves anticipating the future environment while decisions 

about priorities are made in the present. If the future has not been anticipated 

and documented, it is very difficult to take advantage of emerging opportunities. 

In addition, the document is a tool that organises the board’s instructions and 

provides a mechanism for the board to monitor those instructions. I find it very 

useful to acknowledge actions that are already happening as well as new actions 

and priority actions. This way, the board isn’t piping up in the board meeting and 

asking… do we review cash handling processes annually… or …do we offer our 

staff a leadership and development program? 
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The bonus is that the board aren’t getting a surprise when an anticipated 

opportunity arises as it is already documented, and the things that matter 

(generally) get funding. 

Deciding priorities 

Every organisation I have worked with has a different mix of priorities. This 

is something that can’t be generalised into an easy ‘how-to’. Your priorities can 

depend on a number of factors such as: 

 What emerges from your research about; 

o Your customers and market potential 

o Where you make (or lose) your money today 

o Where you’re going to make you money tomorrow 

 Culture and organisational readiness for strategic transformation 

 Talent pool – from board to management to front line staff 

 Time 

 Funding. 

…and it’s a personal process as well – what matters to you as a leader and your 

place in the economic community. 

If you take a SWOT (strengths, weaknesses, opportunities, risks) perspective, 

your priorities may; 

 Take advantage of strengths (or competitive advantage) 

 Address critical weaknesses 

 Target straightforward opportunities for immediate results  

 Start long-range projects that are riskier or would be risky to ignore. 

Not everything on your plan is either urgent or important. Some projects will have 

a roll out time of one week and others will be years in the planning.  
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Looking at our Stoney Creek Recreation Club example, under A: Leadership and 

Governance, the priorities for this year were: 

Priorities to Achieve the Leadership and Governance Objective 

 Contemporary agenda for board meetings that drives strategic 

performance  

o New agenda to be adopted that focuses on strategic results over 

operational activities. 

 Board group learning and development that contributes to 

improving decision making  

o In-house director training that focuses on practical outcomes 

o Board succession program to attract diversity 

Where did these priorities come from? From the research from Quadrant 1: 

People Inside our Business, I discovered the board were using a board meeting 

agenda from 1987. It featured correspondence and operational results as major 

discussion items and it did not orientate the board towards a strategic level of 

decision-making.  

In addition, the board admitted to not being very skilled and so they had decided 

that committing to a learning and development program was important. As a 

result, some board members decided that they did not want to ‘transform’ and 

would opt out at the next election (a brave and honourable decision for these 

board members). 

The agenda was a relatively straightforward task and took a week. The board 

training that will support the strategic performance will take longer. Succession 

planning will take even longer, and is risky to ignore… and that planning needs to 

start now. 

These priorities will move the organisation closer to its Vision; …transforming	

board	and	management	effectiveness	through	skill	and	teamwork	which	contributes	

to	vibrant	growth.	
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Funding 

I define the budget as a financial expression of the strategic plan. You can 

have the most amazing strategic planning document on the planet, but you need 

the funds to execute it.  

When looking at the plan through the lens of the budget, you may find priorities 

shift. The success of one project may determine the rollout of another project.  

Again, this is something that can’t be generalised in a how-to book. There are 

many factors to consider such as revenue, operating costs, suppliers, capital 

expenditure, and so forth. 

 

Putting Everything Together 

Use the framework I’ve given you on the next page as a guide. It’s easy to feel 

pretty overwhelmed right now, so here are some tips on getting through this: 

 I like to look at each Big Objective individually, and work through it with 

100% focus.  

 When I have an idea for another section, I jot it down but go back to the 

section I was originally working on. 

 I keep checking that the things I am setting as objectives and strategies 

are going to help me achieve the vision. 

 Often, I will put ‘stretch strategies’ in – these are activities that I know the 

organisation can’t yet afford, like purchasing additional properties, or 

aren’t ready to put into action, like board succession planning. It goes into 

the plan so the board sees those strategies every month, and there are no 

surprises when the time finally arrives to do something. 

 The first plan that you do is a tough slog, so don’t be afraid to get other 

people involved to lessen the workload, especially the workload for ideas 

and feedback. 
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Strategies to Achieve Objectives Framework 

Replicate this framework to build your strategies. Remember to have a line of 

sight from the vision to the strategy. 

Example 1 

Focus Area Leadership and Governance 

Sub-Heading Staff 

Group heading (optional) Workforce development 

Strategy to realise objective 
Assess the future workforce needs of the 

organisation based on the strategy 

 

Develop and implement a learning program to 

ensure the organisation has the skills it requires 

at the time it requires 

Priority Medium | Nice to have | Your own scale 

Funding $25,000 

 

Example 2 

Focus Area Community and Communications 

Sub-Heading Marketing and Communication 

Group heading (optional) Digital Collateral 

Strategy to realise objective 
Implement effective digital marketing channels: 

a) Website 

 b) Email 

Priority Urgent – our current website is anti-marketing! 

Funding $15,000 
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Pillar 4: Board and Business Action 



‐ | P75 | ‐ 

Under Control | Introductory Practical Guide 
SHAYNE LESLIE | © 2016 INTEGRATED GOVERNANCE 

Pillar 4: Board and Business Action 

There is no shortage of cool, innovative, bold strategies, but there is a massive 

shortage of organisations that can take those strategies and execute them with 

discipline. This is where the Integrated Governance model of strategic planning 

really starts to shine! 

WARNING: YOUR GOVERNANCE CULTURE WILL CHANGE 

This is the heading I put on my presentation slide. A successful strategy means 

doing things differently and that starts with the board meeting. It is also where 

the ‘integrated’ of Integrated Governance comes in. 

There are four 

principle tasks of 

a board: 

1. Strategy 

2. Control 

3. Monitoring 

and 

Evaluating 

4. Leadership 

 

 

 

  

Governing Body

Strategy

Control

Monitoring 
Evaluating

Leadership
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Monitoring and Evaluating  

Board Meeting Agenda 

This chapter is about task number 3, monitoring and evaluating. Most boards 

monitor the organisation through paperwork. The quality of management reports 

and board papers is crucial to good governance.  

 

This is the ultra-brief version of a contemporary agenda. You can find a larger 

version on my website under the Resources tab -  

www.integratedgovernance.com.au.  

1. Strategic Evaluation 

2. Financial Report 

3. Major strategic decisions 

4. Matters for discussion 

5. Matters for noting 

Now, allow me to introduce your new report… 
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Strategic Evaluation Report 

The strategic evaluation report allows the board to focus on assessing 

actual results to strategically planned actions.  

Many CEOs have inherited the Operational Report. This method of reporting has 

been handed down through the ages as a way of letting the board know what 

they’ve been doing the previous month – from meetings, to correspondence, to 

complaints, to staff issues. The thing with operational reports, though, is that if 

you give a board operational information… what type of decisions do you think 

the board will make? 

Reporting is a formal way to manage the information flow. A good strategic report 

helps the board make good strategic decisions. In comparing results to plans, the 

Board makes a judgement on organisational performance. 

The strategic plan you have created provides an exceptional template to 

compile your strategic evaluation reports. Since you are responding to 

strategic level instructions, you will invariably respond with strategic level actions 

and orientate the board to strategic level discussions. Further, responding to the 

strategic plan each month has these additional advantages: 

 It creates a documented corporate memory 

 Reviewing the year’s reports will reveal how individual strategies evolved, 

succeeded or ran into problems 

 It maps out the board’s responses to issues and ideas and the CEO’s 

implementation 

 It shows where priorities have shifted and funding impacts 

 It is a terrific capture of information for the annual strategic review – what 

worked, what didn’t and what to do differently 

 It is also a terrific capture of information for the board evaluation and CEO 

evaluation (without having to run individual surveys) 

 The board and CEO see the plan every month, so it remains active and 

central to decision-making 

 Plus, the board can plan and budget for learning and development. 
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This is why I like strategic plans create in Word, rather than Excel or PowerPoint. 

It is easy to create and update. No fancy software or computer skills required!  

Broadly, the framework for reporting is: 

Objective 

> Strategy to achieve objective 

> Indicator of success 

>> Business activity by the CEO 

>> Result compared to indicator of success 

>> What the actual result may mean for the organisation 

Let’s revisit Stoney Creek Recreation Club. In the first month after the strategic 

planning session, the CEO may write a report like the one below. Please note 

that only the first two strategies are shown.   
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Strategies to Achieve the Leadership and Governance Objective 

1.	Board	and	CEO		
Strategy: 

a) Remains central to governance, business processes and decision making  
b) Directors participate in the annual review 
c) CEO to provide a strategic evaluation report each monthly board meeting  
d) Strategic evaluation reports used in CEO’s Annual Performance Appraisal 

 

ACTION | NOTE WHO 

8 out of 9 directors present for strategic planning session. For our first 
group board training session, Shayne was very impressed with our 
commitment. 

Chair | CEO 

Please diarise – strategic review to be held in Feb 2017. There will be 
a progress check-up by Shayne Leslie in Aug 2016 to identify any 
issues. 

CEO 

 
Financial governance: 

e) Budgeting supports the strategy 
f) Risk management frameworks applied to financial decisions  
g) CEO to provide an executive summary of the financial report each monthly 

board meeting  
h) Executive summary used in CEO’s Annual Performance Appraisal. 
i) Cash flow managed to avoid trading whilst insolvent and monitor for any 

fraudulent activity 

 

ACTION | NOTE WHO 

Draft financial summary for this month and working towards a consise 
document for next month with key ratios, measures, etc. 

CEO 

The combined above-budget result for Dec and Jan means moving 
forward with the Function Room upgrade in April rather than July as 
budgeted. 

CEO 

 

KEY RESULTS FOR JANUARY 

Item  This year  Last year  +/‐%  Result 

Net Income  210,200  190,350  10%  Acceptable 

Net Income ‐ YTD  1,500,500  1,200,300  25%  Excellent 

Total Wages  89,000  120,000  ‐26%  Excellent 

Wages%  42%      Needs improving 

 

… and so forth throughout the report. For elements that have had no action, 

simply write ‘no action’.  
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Evaluation through the Annual Strategic Review 

The annual strategy review takes the lessons the board and CEO have learned 

during the year and reflects its continuous improvement in the revised strategic 

plan. The knowledge that there is an annual review helps the organisation remain 

strategically-driven.  

There are many advantages in holding an annual review: 

 The board and management team remains engaged and focussed 

 New directors understand and become engaged with the strategy and the 

strategic process 

 Management can present results, both successes and barriers to success  

 Highlight where the strategy has worked, or not worked and requires a 

different approach 

 Alterations based on the changes in the environment can be considered 

 Internal funding can be appropriately apportioned in budgets 

 As new initiatives become ‘business as usual’, the board can identify the 

next areas for continuous development. 

Another key factor is recognising the increased sophistication of the board 

and management team during the year. This book does not touch on many of 

the more challenging and advanced methods of strategic planning. As the board 

and management become better at understanding the strategic process, more 

advanced concepts can be introduced. 

 

Decision‐Making and Accountability 

Maintaining Focus 

Maintaining Focus has got to be one of the major issues that many businesses 

have a hard time trying to juggle; trying to do too many projects, working in too 

many markets and trying to serve too many different types of customers with too 

many different types of products.  
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When you complete the tasks in Pillar 1, you have solved part of the problem of 

REFINED FOCUS. You have strategy that is: 

 Researched 

 Customer-orientated 

 Forward-thinking and looks beyond your four walls 

 Documented with clear headings 

 Prioritised 

 Funded. 

You must also provide your subordinates focus. This can be achieved by 

clarifying decision-rights coupled with accountability for those decisions at 

every level of the organisation. To be successful, everyone in the organisation, 

from the board to the grounds person, must have confidence in making decisions 

and be accountable for their actions for which they are responsible.  

Agility 

Wildly volatile economics, changing customer expectations, non-traditional 

competitors, global competition and the incredible velocity of technological 

change are just a few of the factors that demand organisations to be AGILE, 

nimble and highly innovative.  

To become agile, decisions need to made quickly within a risk framework. Too 

much aversion to risk, resistance to change and the need to get consensus on 

every major (and sometimes minor) decision is an all too common obstacle for 

many organisations. 

There is no need to have endless meetings to build rock-solid consensus. 

‘Everyone’ does not need to be ‘on board’. Everyone does need to support 

decisions, however, and be held accountable when they don’t act appropriately.  

Agility suffers when decisions are made by a series of committees. It becomes 

difficult to hold a manager or department accountable. It slows strategy down, 

and may block important action.  
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I’ve seen this happen in government departments; there are committees and 

independent committees and surveys… until the original outcome is lost and the 

opportunity gone. Everyone keeps their head down and ensures the final 

decision is made by someone else… and nothing ever happens. 

 

Talent 

The future success of your business is directly proportional to the quality of the 

people that you can get, grow and keep on your team. 

However, only a tiny, tiny percentage of boards take this idea seriously and 

actually look at talent acquisition, talent development and talent retention as 

a strategic objective for both the board and the CEO. It is essential to have a 

deep bench of talent in every level of the organisation in order to run a 

sustainably successful business. 

When your recruitment, training and performance appraisal processes are 

brilliant, then you don’t need to micro-manage and second-guess 

decisions. This includes your personal commitment to learning and developing 

as well as ensuring the learning and development of those around you.  

A culture of backing decisions, allowing for mistakes and accountability will go 

some way to ensure all people in the organisation will check their decisions 

before they are presented.  

 

Organisational Structure 

After considering strategy, you may find you need to make decisions to re-align 

the organisation to allow for the freer-flow of information, accountability and 

clearly delineate reporting lines. Some positions may be created while others 

disappear. You’ll be focussed on organising a team who can action the plan. 
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Business Action  

Getting the strategy into action is through the next layer of planning. I call this 

Business Planning. It’s also called Tactical Planning, Operational Planning 

(although I use this term for the next layer) or Management Planning.  

In small organisations, the business and operational plans tend to be the same 

document because you just don’t have that many layers of staff… or time to write 

out each plan! 

 

The line that separates governing from managing 

 

 

 

Once strategies are set, the board delegates the creation of business plans, 

marketing strategy, organisational structure and staff policy to the CEO. These 

areas are directly related to the strategic plan and within the limitations of board 

policy. 

Business plans get very messy and change quite a lot during the year. I’m not a 

fan of boards who ‘veto’ or ‘ratify’ the business plans. It is where the CEO shows 
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their talent in managing a complex set of needs and wants. Writing business 

plans is another whole book, so I’m not going to go into detail here.  

The true test of the CEO’s implementation of the strategy is when you can 

‘see’ the vision and values working throughout the organisation and staff have a 

clear sense of purpose and accountability. CEOs will agree it’s not an easy thing 

to achieve, yet it happens! 

 

 

CEO reports up to the Board 

Managers report up to the CEO 

 

  

VISION

VALUES

OBJECTIVES

STRATEGIES

BUSINESS PLAN

OPERATIONAL ACTIONS
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In closing, I’d like to congratulate you... not only for finishing this book, but also 

for stepping up and taking the challenge to keep growing your business. 

Keep an eye out for my training videos and supporting recourses that I’ll be 

releasing in conjunction with this edition of the book for a limited time. These will 

provide more value so you can get under control. 

Please be in touch if I can support you in any other way. Send me an email: 

shayne@integratedgovernance.com.au.  

And here is the real Stoney Creek, Strickland State Forest, Central Coast. NSW. 
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Appendix 

 

Megatrends 

Natural World: Going, Going… Gone?  

Increasing effort has going into exploring new ways of ensuring quality of life for 

current and future generations within the confines of the natural world's limited 

resources. Part of modern business decisions is considering the world's 

ecological habitats and biodiversity as well as the issue of greenhouse gas 

emissions and climate change. 

Extraction of raw materials, even to the long-term detriment of communities, 

arable lands and aquifers, sustains our current society. We rely on energy to 

power the technology in our lives but are disconnected from the landscapes that 

must be exploited to yield that energy.  

New megatrends are emerging, such as a Zero Concept World which will drive 

the development of zero emission technologies. We’ve seen the growing use of 

wind power, Travelling Wave Reactor (TWR), Solar PV panels, Third Generation 

Bio Fuels and batteries. Nuclear energy is making a resurgence. Electric will 

gradually replace petrol cars. Smart meters and remote control will better control 

black energy (coal, oil and gas) use. Many businesses and homes will try to 

move to ‘off-grid’ utilities.  

Environmental factors also include water and waste. The humble water tank may 

evolve into massive private underground dams, in turn affecting architectural 

designs to capture, hold and build above water reservoirs. Public water will rise in 

expense. 

As the developing world continues down the path of rapid techno-industrialisation 

and the human population increases, the many species, habitats and ecosystems 

on the brink of extinction are imperilled.  
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Man‐Made World: Mega Urbanisation 

We’ve recently started to see the mega urbanisation trend in NSW through the 

amalgamation of smaller Councils into mega-Councils that are to be ‘fit for the 

future’. Already we have a number of opportunities and risks for businesses. 

Risks include businesses whose licences are affected by local government area 

(LGA) restrictions or who rely on local councils as their primary source of income.  

We’re seeing the rise of mega regions and mega corridors which has huge 

impacts for regional Australia. Vital services and job creation are being pulled 

from small (and once thriving) towns and relocated to larger regional centres. 

How will your business be positioned for the way resources and wealth are or 

declining and growing population? Does your business have the capacity to 

capture emerging markets?  

Understanding where and how people live will give your business enormous 

opportunity to position gradually over the next decade. Look at this time 

continuum – how would you have positioned your business in 1980 to be ready 

for today? That’s the opportunity now – by 2050 population will have doubled in 

some Australian cities. 

If I only knew then what I know now… 
 

 

1980 2015 2050 

 

Australia is argued to have three regions that will gradually unfold into mega 

regions in the coming decades;  

1. East-coast Australia from Brisbane, down the East Coast to Melbourne 

2. West-coast Australia from Caraban to Dunsborough with Perth at its 

centre  

3. The ‘New North’ of Darwin, reaching out to Kalumburu - a new city that is 

populated by refugees, an Asian gateway and an educational hub.  
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Man‐Made World: The Silk Highway and the ‘Switzerland’ of Asia 

The world economy is shifting from west to east and, to a much lesser extent, 

from north to south. In 1980, the hot spot was in the Atlantic Ocean in between 

the economic powerhouses of the United States and Europe. It has now shifted 

between India and China. 

BRIC countries are a select group of four large, developing countries, Brazil, 

Russia, India and China, distinguished by their demographic and economic 

potential to rank among the world’s largest and most influential economies in the 

21st century. Together, they comprise more than 2.8 billion people or 40 percent 

of the world’s population, cover more than a quarter of the world’s land area over 

three continents, and account for more than 25 percent of global GDP. 

The International Monetary Fund forecasts that other emerging economies are 

Poland, Turkey, Egypt, South Africa, Thailand, Vietnam, Mexico and Argentina.  

Australia is potentially well-positioned to take advantage of the new world 

economy including the potential for increased investment and tourist flows out of 

Asia. Chinese residents will remain the most common visitor to Australia for some 

time. There has also been a significant increase in the number of Indian residents 

visiting Australia. In addition to tourists is the flow of investment money.  

As Asia develops, there is much tougher competition in the local market. Things 

previously made or services provided in Australia can increasingly be delivered in 

developing countries faster, cheaper and to the same quality standard.  

In future decades, we may need new industries. Switzerland, like Australia, is a 

small, stable and wealthy economy with a small population within a much larger 

region. With no commodity exports, it has developed niche industries such as 

financial services, pharmaceuticals, furniture, tourism, watches and chocolates. 

How can we become the ‘Switzerland of Asia’? 
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Man‐Made World: The Innovation Imperative 

The most recent megatrend to arise is about accelerating technological 

advancement and the importance of innovation. This megatrend argues that 

Australia and advanced economies need risk-taking, new ideas and blue-sky 

scientific research. Promising areas for such research and development include 

regenerative and personalised medicine, energy storage, artificial intelligence, 

autonomous systems and informatics.  

Old-school whiteboard-dreaming and strategic plans that treat your business as 

an economic silo are extremely high risk.  

Economies generated wealth last century by exploiting high grade and easily 

accessible mineral ore deposits or opening up new areas of land. Industrial 

revolution versus the creative revolution. The fuel source for growth in an 

advanced economy are ideas. Ideas that allow us to do more with less. 

When multiplied across the economy, ideas allow us to increase productivity, and 

productivity is the underlying driver of wealth creation. A country’s ability to 

improve its standard of living over time depends almost entirely on its ability to 

raise its output per worker. 

Productivity will be achieved by a return to deeper innovation. Bold and new 

ideas for digital technologies combined with rapid income growth in emerging 

Asian economies sets the scene for a boom in knowledge and creative 

industries. Innovative thinking starts here – pulling together the threads of 

possible futures and aligning with what we can offer in new ways. 

Individual World: Forever Young 

Australia’s ageing population is an asset with challenges. It will require a change 

in society’s attitudes to the skills, knowledge and wisdom held by older persons.  

Many older people would prefer to maintain a form of reduced employment in 

retirement rather than cease work altogether. This might be a necessity rather 

than a choice as, when the ageing population is combined with longer life 
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expectancy, there is the challenge of the retirement savings gap. An estimate of 

Australia’s retirement savings gap puts the figure at around $79,200 per person. 

Whether you look at Australia, the OECD or the whole world the data reveal an 

increasingly elderly demographic. Australian Bureau of Statistics (ABS) reveals 

that in 2011, 14% of the Australian population was aged 65 years and over. By 

2056, this proportion is predicted to rise to between 23% and 25%. The world 

population as a whole is ageing and is forecast to reach more than 2 billion 

people over the age of 60 years by the year 2050. 

Retirees in 2050, which is only 30 years away, will be better educated and more 

technologically proficient. Younger workers will still value leisure time more but 

have less appetite for hard work and career paths that help others. Everyone will 

feel ‘entitled’ and there will be more instances of mental illnesses and an 

increasingly medicated workforce as a result. 

Another aspect to consider is that the Baby Boomers, who are enjoying 

retirement right now, are not an indication of the future. There may be separate 

groups of retirees.  

Raising the retirement age to 70 in Australia, the oldest in the world, will mean 

older Australians are working longer and less able to pack up the caravan for the 

Around-Australia trip. People will still need a break and short breaks will become 

more common place, especially escapism and experiential tours.  

People who cannot make the retiring age due to illness or lack of appropriate 

employment will drop out of work early and have to go on the lower dole payment 

or disability payment. They may need to sell assets and live a ‘small’ life, and rely 

on family which is not as strong as it once was.  

There will be those who can make retirement age, have prospered in their career 

with no extended unemployment breaks or ‘bad’ years, and retire wealthy.  
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Individual World: Virtually Here – Connectivity and Convergence 

We are increasingly moving online to connect, deliver and access services, 

obtain information and perform transactions. Digital media is allowing people to 

form new connections and selectively access information through multiple 

channels with subsequent erosion of trust in traditional information sources.  

I have worked from my home office since 2011. It’s possible because of 

increased connectivity. I’m not alone. Over 85% of business in Australia is micro 

(under 5 employees). For those with ‘real’ jobs, around 6% of employees 

‘telecommute’, generating the bulk of their income working online from home or 

an off-site location.  

Information technology will take a much more significant driving role in reshaping 

cities of the 21st century. Often referred to as a third space, many work-hub 

facilities are receiving increased interest and investment from government and 

private companies. Urban design and transportation systems may change. 

The rise of the virtual world is also leading to change in the retail sector. 

Changing consumer preferences, shifting expenditure patterns and growing 

online sales are all contributing to a structural shift within the Australian economy. 

In 2012–13, over 75% of Australia's 16 million internet users made a purchase or 

order over the internet. Travel, accommodation, memberships or tickets of any 

kind were the most common type of purchase. The two most popular activities 

performed on the internet at home were paying bills or banking online and social 

networking. Digital disruption is transforming education, creativity and business 

design. 

Many businesses were painfully slow to realise the true impact of the World Wide 

Web. Beyond the seemingly unlimited access to information, www has 

fundamentally changed our behaviours relating to memory, knowledge, storage, 

research, creativity, leisure and ownership. Since 2010, the global use of 

Smartphone technology has been exponential. Online games, app payment and 

the way people communicate through their Smartphone has already made an 

impact.  
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Individual World: Great Expectations 

The rising demand for experiences over products and the rising importance of 

social relationships creates great expectations. People want personalised 

services that meet their unique needs and wants while being delivered en-masse.  

People feel happier after an experiential purchase compared to a product 

purchase and will continue to seek more and more higher-end experiences. For 

example, 'eco experiences' which make customers feel good about helping the 

environment, alleviating poverty and making an impact without sacrificing their 

comfort at the best possible price. 

In China, more than one billion people will transition out of poverty and into the 

middle income classes. These people will be in a position to look beyond the 

basic necessities of life in search of higher level services and experiences. Over 

the past two decades, Australian households have substantially increased weekly 

expenditure on art, culture and entertainment. Film, digital media and literature 

have experienced the biggest jumps. 

Another angle on great expectations is the desire for real-world face-to-face 

human interaction. Single person dwellings are growing most rapidly of all 

household structures and friendships people have on social media sites are not 

as fulfilling. This means finding new ways to bring people together and create a 

sense of belonging, even if it is for a short period of time.  

The Great Expectations megatrend is written from the perspective of a wealthy 

people. Many of the world’s people, including Australians, live in survival mode. 

They have an expectation for basic necessities (food, water, shelter, clothing, 

personal safety). Part of the experience culture and mindset of doing good sees a 

growing trend in delivering services directly to this group and avoiding the mega-

charities.  
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Attributes 

Working attributes 

Communication Contributing to 

productive and effective 

relations between the 

Board, employees, 

patrons and the 

community 

 

Specifically, (but not limited to) listening, 

creating, reading and interpreting 

documentation, oral, information 

communication technology, coaching, non-

verbal and numeracy. Staff are required to 

possess the skill to determine the appropriate 

communication requirements in complex 

situations.  

Teamwork  

 

Contributing to 

productive working and 

community relationships 

and outcomes 

 

Specifically, (but not limited to) recognising the 

importance of relationships with others in the 

workplace and the ability to go beyond the call 

of duty to assist the broader team in the many 

functions to deliver premier customer service 

as appropriate.  

Problem solving  

 

Contributing to 

productive outcomes 

 

Specifically, (but not limited to) high level 

problem solving skills in contingency situations, 

for planning, strategy and resource allocation, 

continuous improvement processes and 

research and at the day to day operational 

level when appropriate. 

Initiative and 

enterprise  

 

Contributing to innovative 

outcomes 

 

Specifically, (but not limited to) change 

management, identifying opportunities, 

reflecting on one’s own practice for 

improvement, engaging colleagues and 

adapting to new situations and at the day to 

day operational level as appropriate.  

Planning and 

organising  

 

Contributing to long-term 

and short-term business 

and operational planning 

 

Specifically, (but not limited to) time 

management, project management, strategy 

and resource allocation, achieving goals and 

targets and research and assisting the broader 

team to achieve the same. 

Self-

management 

 

Ability to plan and 

organise one’s own work 

without external guidance 

and motivation 

Specifically, (but not limited to) ascertaining 

clear priorities and be able to critically review 

personal strengths and areas for improvement. 

 

Learning  

 

Contributing to ongoing 

improvement and 

expansion for 

organisational operations 

and outcomes 

Specifically, (but not limited to) using work 

experiences to extend and develop new skills 

and alter working practices based on what has 

been learnt from every day experiences as well 
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 as more formal and structured training and 

education. 

Technology  

 

Contributing to effective 

execution of tasks 

Specifically, (but not limited to) continuing to 

develop proficiencies in new and emerging 

technologies. 

Ethical 

behaviour  

 

Contributing to a high 

standard of leadership 

 

Specifically, (but not limited to) adherence to 

the Director’s Code of Conduct and 

appropriate legislative, constitutional, industrial 

and administrative requirements and be in 

possession of an innate value of doing the right 

thing at the right time. 

Change 

management  

 

Contributing to a 

progressive and evolving 

organisation 

 

Specifically, (but not limited to) the ability to 

participate in and embrace change as it arises 

allowing the workplace to develop. Changes 

may include strategic, operational (including 

structural changes), technological or cultural. 

 

Personal attributes  

 Ability to deal with pressure  

 Adaptability 

 Balanced attitude to work and 

home life  

 Commitment  

 Common sense  

 Enthusiasm  

 Honesty and integrity  

 Loyalty  

 Motivation  

 Personal presentation  

 Positive self-esteem  

 Reliability  

 Sense of humour  
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Value Words 

Abundance   Attentiveness  Coach  Cunning 

Acceptance  Attractiveness  Comfort  Curiosity 

Accessibility  Audacity  Commitment  Danger 

Accomplishment  Authenticity  Community  Dare 

Accord    Availability  Compassion  Daring 

Accuracy  Awareness  Completion  Decisiveness 

Achievement  Awe  Compliance  Decorum 

Acknowledgement  Balance  Composure  Deference 

Acquisition  Beauty  Comprehending  Delight 

Activeness  Being  Concentration  Dependability 

Adaptability  Being the best  Concern  Depth 

Adequacy  Belonging  Confidence  Desire 

Adoration  Benevolence  Conformity  Detachment 

Adroitness  Bliss  Congruency  Detection 

Adventure  Boldness  Connectedness  Determination 

Advisability  Bravery  Connection  Development 

Affection  Brightness  Consciousness  Devotion 

Affluence  Brilliance  Consideration  Devoutness 

Aggressiveness  Buoyancy  Consistency  Dexterity 

Agility  Calm  Constancy  Dignity 

Agreeableness  Calmness  Contentment  Diligence 

Agreement  Camaraderie  Continuity  Direct 

Alertness  Candour  Contribution  Direction 

Alignment  Capability  Control  Directness 

Altruism  Care  Conviction  Discipline 

Ambition  Carefulness  Conviviality  Discovery 

Amusement  Celebrity  Coolness  Discretion 

Anticipation  Certainty  Cooperation  Discrimination 

Application  Challenge  Cordiality  Distinguish 

Appreciation  Charity  Correctness  Diversity 

Approachability  Charm  Courage  Dominance 

Appropriateness  Chastity  Courtesy  Dreaming 

Articulacy  Cheerfulness  Craftiness  Drive 

Assertiveness  Clarity  Create  Duty 

Assistance  Cleanliness  Creativity  Dynamism 

Assurance  Clear‐mindedness  Credibility  Eagerness 
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Ease  Exuberance  Grace  Intimacy 

Economic Security  Facilitation  Gratitude  Intrepidness 

Economy  Fairness  Gregariousness  Introversion 

Ecstasy  Faith  Growth  Intuition 

Education  Faithfulness  Guidance  Intuitiveness 

Effectiveness  Fame  Happiness  Inventiveness 

Efficiency  Family  Harmony  Investing 

Elation  Fascination  Health  Involvement 

Elegance  Fashion  Heart  Joy 

Emotional Well‐being  Favour  Helpfulness  Judiciousness 

Empathy  Fearlessness  Heroism  Justice 

Enchantment  Feeling good  Holiness  Keenness 

Encourage  Felicity  Honesty  Kindness 

Encouragement  Ferocity  Honour  Knowledge 

Endurance  Fidelity  Hope  Laughter 

Energy  Fierceness  Hopefulness  Leadership 

Enjoyment  Financial independence  Hospitality  Learning 

Enlightenment  Firmness  Humility  Liberation 

Entertainment  Fitness  Humour  Liberty 

Enthusiasm  Flexibility  Imagination  Liveliness 

Environment  Flow  Impact  Logic 

Equality  Fluency  Impartiality  Longevity 

Ethics/Ethical  Focus  Improvement  Love 

Exaltation  Fortitude  Independence  Loyalty 

Excellence  Frankness  Industry  Luck 

Excitement  Freedom  Influence  Magnificence 

Exhilaration  Freshness  Information  Majesty 

Expectancy  Friendliness  Ingenuity  Making a difference 

Expediency  Friendship  Inner peace  Mastery 

Experience  Frugality  Innovation  Maturity 

Experiment  Fun  Inquisitiveness  Mellowness 

Expertise  Gallantry  Insightfulness  Merriment 

Explain  Generosity  Inspiration  Meticulousness 

Exploration  Gentility  Instruction  Mindfulness 

Expressiveness  Giving  Integrity  Modesty 

Exquisiteness  Glory  Intelligence  Motivation 

Extravagance  Good     Intensity  Mysteriousness 

Extroversion  Goodness  Interest  Naturalness 
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Neatness  Pragmatism  Resolution  Simplicity 

Nerve  Precision  Resolve  Sincerity 

Nobility  Preparation  Resourcefulness  Skillfulness 

Nurturance  Preparedness  Respect  Solidarity 

Obedience  Presence  Responsibility  Solitude 

Observation  Privacy  Responsiveness  Soundness 

Open‐mindedness  Pro‐activity  Rest  Speed  

Openness  Productiveness  Restraint  Spirit 

Optimism  Professionalism  Reverence  Spirituality 

Order  Proficiency  Rightness  Spontaneity 

Organization  Propriety  Rigor  Stability 

Originality  Prosperity  Risk  Stealth 

Outlandishness  Provider  Sacredness  Stillness 

Outrageousness  Prudence  Sacrifice  Stimulation 

Passion  Punctuality  Safety  Strength 

Peace  Purity  Sagacity  Strengthen 

Peacefulness  Quest  Saintliness  Structure 

Perception  Quickness  Sanguinity  Success 

Perceptiveness  Quietness  Satisfaction  Sufficiency 

Perfection  Radiance  Schooling  Suitability 

Perkiness  Readiness  Security  Superiority 

Perseverance  Realism  Self‐awareness  Support 

Persistence  Reason  Self‐control  Supremacy 

Personal Development  Reasonableness  Selflessness  Surprise 

Persuasiveness  Recognition  Self‐reliance  Sympathy 

Philanthropy  Recreation  Self‐sufficiency  Synergy 

Piety  Refinement  Self‐worth  Teaching 

Play  Reflection  Sensations  Teamwork 

Playfulness  Regard     Sensitivity  Temperance 

Pleasantness  Regularity  Sensuality  Tenderness 

Pleasure  Relatedness  Serenity  Thankfulness 

Poise  Relationships  Service  Thoroughness 

Polish  Relaxation  Sexuality  Thoughtfulness 

Popularity  Reliability  Sharing  Thrift 

Positive attitude  Religious/Religion  Shrewdness  Tidiness 

Potency  Religiousness  Significance  Timeliness 

Power  Resilience  Silence  Tolerance 

Practicality  Resistance  Silliness  Touch 
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Traditionalism  Unity  Warmth 

Tranquility  Usefulness  Watchfulness 

Transcendence  Utility  Wealth 

Trust  Valour  Willfulness 

Trustworthiness  Variety  Willingness 

Truth  Victory  Winning 

Truthfulness  Vigour  Wisdom 

Understanding  Virtue  Wittiness 

Unflappability  Vision  Wonder 

Uniformity  Vitality  Youthfulness 

Uniqueness  Vivacity  Zeal 
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