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“People like us, do things like this”   

It shall be like a tree. Planted by the rivers of water, 
that brings forth its fruit in its season, whose leaf also 
shall not wither; and whatever it does shall prosper. 
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1. WHAT IS ORGANISATIONAL CULTURE? 

At concerts, sporting events, parties, and just about everywhere that people get 
together, group members convey social expectations through how they dress and act. 
Newcomers to the group are expected to learn what is acceptable to the group. They 
do this by observing the behaviours and dress code of the group members, and 
adapting to the situation accordingly. Organisational culture works a lot like this.  

Elliott Jaques first introduced the concept of culture in the organisational context in 
his 1951 book: “The Changing Culture of a Factory.” According to Dr. Jaques: “the 
culture of the factory is its customary and traditional way of thinking and of doing 
things, which is shared, to a greater or lesser degree, by all its members, and which 
new members must learn, and at least partially accept, in order to be accepted into 
service in the firm…” 

Ravasi and Schultz (2006) characterise organisational culture as “a set of 
shared assumptions that guide behaviours.” It is this pattern of collective 
behaviours and assumptions that are taught to new organisational members as a way 
of influencing perception - and even thinking and feeling.  

Thus, organisational culture affects the way people and groups interact with each 
other, with clients, and with stakeholders. In addition, organisational culture may 
affect how strongly employees identify with an organisation.  

 

Flamholtz and Randle (2011) suggest that one can view organisational culture 
as "corporate personality." (Wikipedia) 

 

“Culture is how organisations do things.” — Robbie Katanga 

 

 

Today it is generally accepted that organisational culture is defined as “the underlying 
beliefs, assumptions, values, attitudes, customs, written and unwritten rules and 
ways of interacting that contribute to the unique social and psychological 
environment of an organisation. It includes an organisation’s vision, norms, systems, 
symbols, language, expectations, experiences, philosophy, as well as the values that 
guide team member behaviour, and is expressed in member self-image, inner 
workings, interactions with the outside world, and future expectations.” (The 
Business Dictionary). 

 

“We are what we repeatedly do.” — Aristotle 

 

In business terms, other phrases are often used, interchangeably, to describe 
organisational culture, including: “corporate culture,” “workplace culture” and 
“business culture.”  
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SlightlySkew subscribes to all these definitions, understanding that culture is 
made up of a million things, not just what management says. Culture defeats 
strategy and tactics every day of the week, and changes everything. It is the HEART of 
the organisation and must be protected. 

A great company culture enhances positive traits that lead to improved performance, 
whilst a dysfunctional company culture brings out qualities that can hinder even the 
most successful organisations. 

2. WHY IS ORGANISATIONAL CULTURE IMPORTANT?  

Organisational culture affects all aspects of your business - from punctuality, 
tone and team interactions, to contract terms and employee benefits. When 
company culture aligns with your employees’ expectations, they’re more likely to feel 
comfortable, supported, engaged and valued. Companies that place a strong 
emphasis on culture are better able to survive tough times and changes in the 
business environment – coming out stronger on the other side. 

A strong organisational culture is the key to developing the traits necessary for 
business success - and you’ll see its effects on your bottom line. Some of the 
impacts a strong culture will have on your business include: 

• 1.5 times more likely to experience revenue growth 
• 77% of adults would evaluate a company’s culture before applying for an open 

position 
• 56% rank an organisation’s company culture as more important than 

compensation 
• a strong company culture will attract the right candidates for the job and keep 

them engaged as employees 
• almost half of all employees would leave their current job for a lower-paying 

opportunity at an organisation with a better culture 
• it is one of the top indicators of employee satisfaction and one of the main reasons 

that almost two-thirds (65%) of employees stay in their job 
• greater team cohesiveness 
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• high employee morale 
• strong company alignment towards goal achievement 
 

Despite this, only 31 percent of HR leaders believe their organisations have the 
culture they need to drive future business — 85 percent of organisations fail in 
transforming their cultures. 

 

3. QUALITIES OF A GREAT ORGANISATIONAL CULTURE 

A company called Achievers posted the following: 

“Every organisation’s culture is different, and it’s important to retain what makes your 
company unique. However, the cultures of extraordinary businesses consistently 
reflect certain qualities that you should seek to cultivate: 

• Alignment comes when the company’s objectives and its employees’ motivations 
are all pulling in the same direction. Exceptional organisations work to build 
continuous alignment to their vision, purpose and goals. 

• Appreciation can take many forms: a public kudos, a note of thanks, or a 
promotion. A culture of appreciation is one in which all team members frequently 
provide recognition and thanks for the contributions of others. 

• Trust is vital to an organisation. With a culture of trust, team members can 
express themselves and rely on others to have their back when they try something 
new. 

• Performance is key, as great companies create a culture that means business. In 
these companies, talented employees motivate each other to excel and, as shown 
above, greater profitability and productivity are the results.  

• Resilience is a key quality in highly dynamic environments where change is 
continuous. A resilient culture will teach leaders to watch for - and respond to - 
change with ease. 

• Teamwork encompasses collaboration, communication and respect between 
team members. When everyone on the team supports each other, employees will 
get more done and feel happier while doing it. 

• Integrity, like trust, is vital to all teams when they rely on each other to make 
decisions, interpret results and form partnerships. Honesty and transparency are 
critical components of this aspect of culture. 

• Innovation leads organisations to get the most out of available technologies, 
resources and markets. A culture of innovation means that you apply creative 
thinking to all aspects of your business, even your own cultural initiatives. 

• Psychological safety provides the support employees need to take risks and 
provide honest feedback. Remember that psychological safety starts at the team 
level, not the individual level, so managers need to take the lead in creating a safe 
environment where everyone feels comfortable contributing.” 
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4. TYPES OF ORGANISATIONAL CULTURES 

“It is not reality that creates your beliefs, it is your beliefs that create your reality.” 

 

A strong company culture will attract the right candidates for the job and keep 
them engaged as employees. According to a recent Glassdoor study, 77% of adults 
would evaluate a company’s culture before applying for an open position. Perhaps 
more impactful, 56% rank an organisation’s company culture as more important than 
compensation.  

Creating a winning company culture takes a lot of time and effort — your business 
culture must accurately reflect your values and align with your overall purpose. It’s a 
big task, but an important one. Stay positive and don’t get discouraged: your 
efforts will pay off in the long run. 

Robert E. Quinn and Kim S. Cameron of the University of Michigan at Ann Arbor (Go 
Blue) investigated the qualities that make businesses effective. From a list of 39 
attributes, the researchers identified two key polarities: 

• Internal focus and integration vs. external focus and differentiation. 
• Flexibility and discretion vs. stability and control.  
 

Within these polarities, Quinn and Cameron identified 4 driving forces that 
identify organisational culture: 

1. CLAN-oriented cultures are family-like, with a focus on mentoring, nurturing 
and “doing things together.” 

2. ADHOCRACY-oriented cultures are dynamic and entrepreneurial, with a focus 
on risk-taking, innovation and “doing things first.” 
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3. MARKET-oriented cultures are results driven, with a focus on competition, 
achievement and “getting the job done.” 

4. HIERARCHY-oriented cultures are structured and controlled, with a focus on 
efficiency, stability and “doing things right.” 

 

On their Builtin.com website, Quinn and Cameron published the following on the 4 
types of organisational cultures: 

THE CLAN CULTURE 

• Primary Focus: Mentorship and teamwork. 
• Defining Qualities: Flexibility and discretion; internal focus and integration. 
• Motto: “We’re all in this together.” 
• About clan culture: A clan culture is people-focussed in the sense that the 

company feels like one big happy family. This is a highly collaborative work 
environment where every individual is valued and communication is a top 
priority. Clan culture is often paired with a horizontal structure, which helps to 
break down barriers between the top leadership and employees and encourage 
mentorship opportunities. These companies are action-oriented and embrace 
change - a testament to their highly flexible nature. 

• Benefits: Clan cultures boast high rates of employee engagement - and happy 
employees make for happy customers. Thanks to its highly adaptable 
environment, there’s a great possibility for market growth within a  
clan culture. 

• Drawbacks: A family-style corporate culture is difficult to maintain as the 
company grows. Plus, with a horizontal leadership structure, day-to-day 
operations can seem cluttered and lacking direction. 

• Where you’ll find clan culture: Adaptable, team-oriented, with a horizontal 
structure? It’s no surprise that clan cultures are often seen in startups and 
smaller companies. Young organisations that are just starting out put a heavy 



   

July 2021  7 
We believe ordinary people can create businesses that 
create useful offerings and deliver them in an artful way 
 

emphasis on collaboration and communication. Leadership looks to 
employees for feedback and ideas, and companies prioritise team building.  

• How to create a clan culture within your organisation: To cultivate a clan 
culture within your company, your first step is to turn to your employees. 
Communication is vital for a successful clan culture, so let your team know 
that you’re open to feedback. Find out what they value, what they would like to 
see change, what ideas they have to help push the company further. Step two: 
take their thoughts into account and put them into action. 

THE ADHOCRACY CULTURE 

• Primary Focus: Risk-taking and innovation. 
• Defining Qualities: Flexibility and discretion; external focus and differentiation. 
• Motto: “Risk it to get the biscuit.” 
• About adhocracy culture: Adhocracy cultures are rooted in innovation. These 

are the companies that are on the cutting-edge of their industry — they’re 
looking to develop the next big thing before anyone else has even started asking 
the right questions. To do so, they need to take risks. Adhocracy cultures 
value individuality in the sense that employees are encouraged to think 
creatively and bring their ideas to the table. As this type of organisational 
culture falls within the external focus and differentiation category, new ideas 
need to be tied to market growth and company success. 

• Benefits: An adhocracy culture contributes to high profit margins and 
notoriety. Employees stay motivated with the goal of breaking the mould. Plus, 
with a focus on creativity and new ideas, professional development 
opportunities are easy to justify. 

• Drawbacks: Risk is risk, so there’s always a chance that a new venture won’t 
pan out - and may even hurt your business. Adhocracy cultures can also foster 
competition between employees as the pressure to come up with new  
ideas grows. 
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• Where you’ll find adhocracy cultures: Think of Google, Facebook or Apple — 
these are companies that embody the external focus and risk-taking nature of 
adhocracy culture. They run on creative energy and doing what hasn’t been 
done before. Adhocracy cultures are commonplace within the ever-changing 
tech industry, where new products are being developed and released on a 
regular basis. 

• How to create this culture within your organisation: Depending on your 
industry, it may be hard to develop an authentic adhocracy culture that 
includes a high-risk business strategy. However, strategy implementation and 
brainstorming sessions provide employees with the opportunity to share 
big ideas that can help to propel the company further. Rewarding 
successful ideas encourages teams to think outside of the box. 

THE MARKET CULTURE 

• Primary Focus: Competition and growth. 
• Defining Qualities: Stability and control; external focus and differentiation. 
• Motto: “We’re in it to win it.” 
• About market culture: Market culture prioritises profitability. Everything is 

evaluated with the bottom line in mind; each position has an objective that 
aligns with the company’s larger goal, and there are often several degrees of 
separation between employees and leadership roles. These are results-
oriented organisations that focus on external success rather than internal 
satisfaction. A market culture stresses the importance of meeting quotas, 
reaching targets and  
getting results.  

• Benefits: Companies that boast market cultures are profitable and successful. 
As the entire organisation is externally focussed, there is a key objective 
employees can get behind and work toward. 
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• Drawbacks: On the other hand, because there’s a number tied to every 
decision, project and position within the company, it can be difficult for 
employees to meaningfully engage with their work and live out their 
professional purpose.  

• Where you’ll find market culture: The goal of a market culture company is to be 
the best in its industry. As a result, these are often larger companies that are 
already leaders of the pack. They’re looking to compete and beat out anyone 
else that may compare. For an industry leader like Bluecore, a retail marketing 
platform that utilises AI technology, providing employees with clear objectives 
helps the team provide the all-star customer service it’s known for. “Our team 
is clear on its goals, and we are incentivised through a compensation structure 
and recognition,” says Vice President of Customer Success Kim Surko. “With 
that foundation, we can apply our personality and values to define how we will 
accomplish those goals.”  

• How to create this culture within your organisation: Because every aspect 
of a market culture is tied to the company’s bottom line, start by evaluating 
each position within your organisation. Calculate the ROI of every role and 
ascribe reasonable benchmarks for production. Consider rewarding top 
performers to encourage similar work. 

THE HIERARCHICAL CULTURE 

 

• Primary Focus: Structure and stability. 
• Defining Qualities: Stability and control; internal focus and integration. 
• Motto: “Get it done right.” 
• About hierarchy culture: Companies with hierarchy cultures adhere to the 

traditional corporate structure. These are companies focussed on internal 
organisation by way of a clear chain of command and multiple management 
tiers that separate employees and leadership. In addition to a rigid 
structure, there’s often a dress code for employees to follow. Hierarchy 
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cultures have a set way of doing things, which makes them stable and risk 
averse. 

• Benefits: With internal organisation as a priority, hierarchy cultures have clear 
direction. There are well-defined processes that cater to the company’s main 
objectives. 

• Drawbacks: The rigidity of hierarchy cultures leaves little room for creativity, 
making these companies relatively slow to adapt to the changing marketplace. 
The company takes precedence over the individual, which doesn’t necessarily 
encourage employee feedback. 

• Where you’ll find hierarchy culture: Hierarchy cultures can be found at both 
ends of the corporate spectrum, from old-school organisations to those of the 
customer service industry, such as fast-food restaurants. These are companies 
that are hyper-focussed on how day-to-day operations are carried out and 
aren’t interested in changing things up anytime soon. 

• How to create this culture within your organisation: The first step to 
establishing a hierarchy culture is to button up your processes. If the chain of 
command has some gaps, fill them. Consider every team and department to 
ensure they have clear long- and short-term goals. 

• Your company culture says a lot about your team and what you value, and job 
seekers can pick up on that almost immediately. Evaluate your existing 
company culture and take stock of what truly matters to your organisation — 
where are you aligned and where are your areas for improvement? While 
you can exert control over your company culture, keep in mind that the office 
dynamic will shift as you onboard new team members, so hire for culture add, 
not fit. 

 

5. DISCOVER YOUR WHY (JUST CAUSE) 

The question is: What is the foundation of the organisation’s Culture? 

There are schools of thought that suggest that culture should, or could, be built on 
the vision of the organisation. This thought is strongly supported by Simon Sinek’s 
belief that we should talk about the organisation’s “JUST CAUSE”, rather than its 
vision.  

Your “just cause” holds a higher standard. The cause should be so just that your 
people are prepared to sacrifice for it. Simon states that there is a very simple test for 
your cause: it has to be resilient, it must be inclusive, and it has to be service 
orientated.  

 

The “Just Cause” relates directly to Simon’s “Start with WHY.” 

The human animal is a lot like a business. If you want certain behaviours from people, 
you either incentivise them or you disincentivise them. You set targets or goals and, 
when they are achieved, you offer rewards. You can also disincentivise people by 
introducing penalties if certain behaviours are not met. Remember your Mom’s 
words: “Wait until your father comes home?” 

The human body works exactly the same. If you have ever had feelings of love, trust, 
joy, fulfilment, status, pride – these are all incentives that are chemically produced 
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by the human body. To create this in business, it is important to remember that 
tangible matters. People can only visualise something if there are clear words 
describing it. You, as the business owner, need to provide a clear vision, 
describing it in words. The clearer the message, the better it will be “seen” by your 
people. Why are we doing this? Why does it matter? Why did you begin the business 
in the first place? There has to be a purpose behind your company’s existence. It 
has to be beyond what you produce, beyond what you do and the money you make. 
You had the vision when you started. Why else would you take the risk of failure? It 
was this vision that caused people to join you. You gave them purpose, belonging and 
protection and, in exchange, they gave you their blood, sweat and tears to achieve 
your purpose.  

This is not a trivial task, but the results will be enormous. Through his “I have a 
Dream” speech, Martin Luther King Jnr. gave people a very clear vision. They 
could see it and people followed him willingly.  

 

A cornerstone of the SlightlySkew approach is the hierarchical structure of business 
metrics. However, it is not only about the metrics. Metrics measure progress - but the 
progress has to be towards the purpose or vision of the business. If the measurement 
is just about the numbers, the work becomes unfulfilling – people become 
disillusioned. If the measurement is about achieving the vision, it will fulfil 
people and inspire them to be even better.  

Missing a goal, a number, doesn’t make people feel bad. However, letting someone 
down who cares about you will make you feel terrible. Accountability is never towards 
a number – it is always towards a person. You establish this relationship by 
developing a very clear vision that people buy into – and this will ensure people give 
everything to your business.  
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6. THE SLIGHTLYSKEW APPROACH 

Section 4 provides many ideas of how to implement one of the four specified culture 
types. However, SlightlySkew believes in a reputable, sustainable, repeatable and 
easy-to-use process that ensures the selected culture type is not only implemented, 
but also maintained. 

The diagram below depicts the major steps to be followed in order to create and retain 
your extraordinary organisational culture. 

 

 

1. AGREE CULTURE TYPE 

It is the responsibility of the business owner to own the whole Culture 
Enablement Process. It cannot be outsourced to the HR team, or any other 
person or team for that matter.  

Simon Sinek says: “People don’t buy what you do, they buy why you do it!”  

The SlightlySkew Culture Enablement Process

Top leadership agrees 
to culture type

Top leadership 
selects 8 most 

appropriate core 
values

Top leadership 
selects guiding 

principles

All team leaders 
must agree to 

guardrails

Team leaders 
communicate 
guardrails to 

their team

Enable 
performance 
management 

system

Reward 
extraordinary 
behaviour (S)

Team agrees on 
team’s selected 

guardrails

Ensure teams 
align within the 

business

Team members 
pick their own 
role guardrails
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It is imperative that business owners articulate their purpose, belief or cause – their 
reason for having their business - BEFORE an attempt is made to implement this 
process.  

The SlightlySkew “Discover your WHY” method can assist business owners in 
articulating this.  

Interpreting the business owner’s WHY will guide the top leadership team, 
allowing them to select the culture type (from the 4 discussed above) that 
will best support the business WHY.  

Selecting the wrong culture type can be devastating to the organisation. It will 
either give the people in the business the wrong message, or create mixed 
messages in terms of what top leadership says and lives, and what they expect 
from them. 

2. SELECT BUSINESS CORE VALUES 

Although nobody can force a value on another person, it is acceptable for an 
organisation to define some core business values that support the desired 
culture of the owner and top leadership.  

A core value is a broad statement of what’s right and wrong, good and bad, and 
how we communicate with each other and the customers. Dr. John C. Maxwell, in 
his “Law of Identity”, says that “shared values define the team (business). These 
values will influence and guide the team’s behaviour.” 

Shared values are like: 

• Glue – When difficult times come - and they do for every team – shared values 
hold people together. 

• Foundation – All teams need stability to perform well and to grow. Values 
provide a stable foundation that makes these things possible. 

• A ruler – Values also help set the standard for a team’s performance. 
• A compass – When individuals embrace strong values, they possess a moral 

compass that helps them make sound decisions. 
• A magnet – A team’s values attract people with similar values to the team. 
• An identity – Values define a team and give it a unique identity. This identity 

extends to not only the team members, but to potential recruits and customers 
too. 

 

In this step, the owner and the top leadership team should select the core values 
(maximum 8) that most strongly align with, and support, their selected culture 
type.  

In the table below, SlightlySkew has identified the most commonly recognised core 
values, and assigned them to the culture type they best support. This table can 
be used as a guide for a business to identify the core values needed to support 
their implemented culture type.  

Please note: these are suggestions only, and every business should feel free to 
choose the core values that they believe best support their culture type.  
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Core Values Clan Adhocracy Hierarchy Market 

Accountability   S  

Belonging S    

Boldness  S   

Care S    

Collaboration S    

Commitment S    

Communication S    

Courage  S   

Creativity  S   

Customer obsession  S S  

Discipline   S  

Diversity  S   

Ethics   S  

Excellence    S 

Focus    S 

Fun S    

Generosity S    

Growth    S 

Hard work   S  

Honesty     

Improvement  S   

Integrity     

Knowledge    S 

Mindfulness S    

Passion    S 

Professionalism   S  

Quality   S  

Respect S    

Results-orientated   S S 

Service    S 

Simplicity     

Speed    S 

Sustainability   S  

Transparency S    

Trust S    
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3. SELECT AND AGREE TO GUIDING PRINCIPLES (GUARDRAILS) 

Many organisations might consciously select a culture type and most would 
publish some core values. However, aligning the culture type with the core values 
does not seem to be the norm.  

SlightlySkew does this – and takes it even further. We have identified the key 
elements that contribute to each core value listed and converted them into 
guiding principles.  

 

These guiding principles then serve as “guardrails” to ensure the implemented 
culture type is enabled and retained in the organisation.  

Tony Robbins famously stated that “repetition is the mother of skill.” It is by 
repeatedly applying these guardrails that a steadfast culture within the 
business will exist.  

In this step, the team leaders in the business will agree on the guiding principles, 
or guardrails, as listed below for the selected core values. 

 
Core Value Guiding Principles (Guardrails) 

Accountability 

Admitting when you are wrong and fixing it 

Complete what you need to do 

Do whatever it takes to serve the customers 

Belonging 

Build friendships within the team 

Seek out the voices of others 

Support and encourage diversity  

Boldness 

Balance bravery with a results-driven mentality 

Make judgement calls 

Seek opportunities to improve the business and  

the team 

Take actions, sometimes even unusual ones, to make a positive 

impact 

Care 

Be attentive to the feelings of others 

Be considerate in all your interactions 

Ensure the well-being of others 

Collaboration 

Actively encourage feedback from customers 

Respect the input of others 

Work closely with business partners 

Commitment 

Connect people and ideas 

Remain dedicated to the business purpose 

Live the organisational values 

Be resilient in the face of adversity 
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Core Value Guiding Principles (Guardrails) 

Communication 

Build and maintain deep relationships through meaningful 

conversations 

Create impeccable content 

Listen with dedication  

Respectfully speak your mind 

Courage 

Make difficult choices 

Move through your fears 

Take action with the knowledge that it might be difficult, 
challenging or painful 

Creativity 

Actively influence offering improvement 

Create art in every task 

Display innovation in every situation 

Think deeply 

Customer obsession 

Communicate with customers proactively and consistently 

Go above and beyond if you messed up 

Provide innovative solutions 

Respond promptly to every customer complaint or comment 

Total dedication to the customers 

Discipline 

Display accountability and resilience  

Display tact, patience and commitment 

Stay focused to achieve targets 

Diversity 

Treat all people with respect 

Value everyone's unique ideas, background and perspective 

Value people for their strengths 

Ethics 

Always do what is right 

Make respectful and moral decisions 

Respect business values and guiding principles 

Value character over reputation 

Excellence 

Hold yourself to extraordinarily high standards 

Keep on raising the bar 

Maintain healthy relationships 

Focus 

Deliver results 

Display energy in every task 

Learn from the past but don't live there 

Show unwavering dedication 

Fun 

Display creativity in an artful manner 

Embrace a healthy work-life balance 

Keep a sense of humour 
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Core Value Guiding Principles (Guardrails) 

Nurture good health 

Generosity 

Add to people’s lives 

Be humane and kind in all human engagements 

Have a charitable mindset 

Reach out to people - especially strangers 

Seek opportunities to be generous 

Growth 

Be better today than yesterday 

Be flexible in the face of change 

Chase goals aggressively 

Stick to deadlines 

Hard work 

Have a no-nonsense, straightforward work ethic 

Perform tasks with great effort 

Stick to processes and results 

Honesty 

Admit to, and explain, any mistakes 

Always tell the truth 

Keep your word 

Say what you do and do what you say 

Improvement 

Challenge the status quo 

Provide and receive feedback weekly 

Seek customer feedback 

Seek to improve tasks artfully 

Integrity 

Be honest, ethical and accurate in all you do 

Build trust through every task you execute 

Maintain professional conduct 

Openly admit and accept mistakes 

Knowledge 

Display a desire to learn 

Keep asking in a humble manner 

Observe the winners 

Practise until it becomes second nature 

Teach with the view to gain more knowledge 

Mindfulness 

Be self-aware and considerate 

Embrace new information and ideas 

Take care not to negatively impact people 

Understand the impact of your actions on others 

Passion 

Be motivated to learn, improve and accomplish goals 

Live up to what you claim to be 

Love what you do 
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Core Value Guiding Principles (Guardrails) 

Make a positive impact on people you interact with 

Professionalism 

Be an ambassador for the business 

Focus on substance 

Handle workplace situations with respect, class and high 
standards 
Insist on meeting in-person or over video 

Quality 
Be proud of what you deliver 

Set and meet exceptionally high standards 

Respect 

Admire your customers 

Be considerate in all engagements 

Have a high regard for other people 

Interact with people in a beautiful manner 

Results-orientated 

Achieve agreed-upon metrics 

Provide quality deliverables 

Respect deadlines 

Service 

Have a customer-first mindset 

Help and support those around you 

Put the customer above yourself 

Simplicity 

Complete tasks in the most straightforward way possible 

Create transparency 

Value the customers’ and co-workers’ time 

Speed 

Deliver without meandering 

Honour deadlines 

Set aggressive deadlines 

Sustainability 

Be cognisant of your own carbon footprint 

Prevent damage to the environment 

Respect nature and the earth 

Transparency 

Be authentic and wholesome 

Be willing to provide the truth 

Pride yourself on having nothing to hide 

Trust 

Be competent in what you do 

Follow through on commitments 

Take responsibility for your actions and work 

Match your words, feelings and beliefs with your actions 

4. COLLABORATION AND COMMUNICATION 

By this point, the leadership team of the business has codified the business 
owner’s WHY, chosen the ideal culture type, identified the core values that support 
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the chosen culture type, and established the guardrails, or guiding principles, for 
each core value.  

In a formal structure, these outcomes need to be introduced, explained, 
debated and refined with all employees. Buy-in is absolutely essential. Only 
once an acceptance ratio of at least 90% plus has been reached can the business 
move to the next step in the process. 

Upon achieving buy-in, and introducing a formal performance management 
system, top leadership can then review and align performance feedback from all 
teams in support of the company’s WHY. 

 

5. PERFORMANCE MANAGEMENT / EMPLOYEE ENGAGEMENT 

Improving employee engagement is not just about improving productivity. 
However, according to a new meta-analysis of 1.4 million employees conducted 
by the Gallup Organisation, companies with a high level of employee engagement 
do report 22% higher productivity.  

Jim Harter Ph.D., a chief scientist at Gallup Research explained what engaged 
employees do differently: “Engaged employees are more attentive and vigilant. 
They look out for the needs of their co-workers, and the overall enterprise, 
because they personally ‘own’ the result of their work and that of the 
organisation.”  

 

Simon Sinek describes the ideal as: “Employees that wake up in the morning 
inspired to go to work, perform their tasks during the day with purpose and go home 
fulfilled”.  

 

Gallup’s employee engagement work is based on more than 30 years’ in-depth 
behavioural economic research, involving more than 17 million employees.  

Their employee engagement questionnaire – one of the first ever developed – 
enables a business to index and assess the effectiveness of their employee 
engagement programme.  

Through extensive research, Gallup has identified 12 elements of employee 
engagement – the Q12. These 12 statements are strong predictors of employee 
and workgroup performance.  

 

As part of the performance management process, we believe the following 
questions are crucial:  

• Do you know what is expected of you at work? 
• At work, do you have the opportunity to do what you do best, every day? 
• In the last seven days, have you received recognition or praise for doing good 

work? 
• Does the purpose, belief or cause (WHY) of your company make you feel your 

job is important? 
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• In the last six months, has someone at work talked to you about your progress? 

 

 

Every role in the business must be assessed, and the functional requirements (job 
description) aligned with the guiding principles required for that role. This needs 
to be formally agreed upon with the individual performing the role.  

 

In order to facilitate repetition, and maintain the culture, an informal, weekly, face-
to-face performance review (max. 15 minutes) must take place between the team 
leader and the team member.  

Once a month, a more formal review is done between the team member and the 
team leader. Both parties will document their interpretation of the review, and the 
team leader’s leader will, in turn, assess and remediate if required.  

All three parties need to reach agreement: either a formal process of corrective 
action will begin, or the team member can be rewarded for performing well on the 
functional and cultural guardrails. 

Ultimately, as each team member aligns with the guiding principles of the 
company, each team across the organisation will also align.  

 

Performance management system

Align with role’s 
functional 

measurements (S)

Weekly informal 
1-on-1 between 
leader & team 

member

Monthly formal 
1-on-1 between 
leader & team 

member

Team leader 
documents 

review 

Put corrective 
actions in place 

(S)

Reward 
extraordinary 
behaviour (S)

Team leader’s 
leader assesses 

both reviews

Ensure teams 
align within the 

business

Team member 
documents 

review


