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Cultural Advantage in a Changing World

Cultural Advantage is the degree to which your people will advocate
for your products and services and for you as a place to work.
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Proud to work for our organisation

- What makes you and your people proud?
- How do you celebrate this?

- What systems and processes are in place
to protect or maintain this?

- How strong is the sense of ‘one-team’ within
your organization?

What creates cultural advantage?

» Do your colleagues share your commitment to quality?
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Driver 2

Confidence
in our leaders




What creates cultural advantage?

Confidence in our leaders

- Do you have a clear vision and how do you share this?
- How do you create an environment of trust?

- How do you share updates on progress?

- How do decisions get made?

- Do people feel their opinions and ideas matter?
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Driver 3

The right team
culture to succeed




The right team culture to succeed

- Do you have a shared purpose?

- What are your values and how do these shape
behaviour?

- |s it ok to make mistakes?

- Do your people have the opportunity to learn and
grow?

What creates cultural advantage?

- How do you recognise or reward good work?
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Opportunity to do [
my best everyday )




Opportunity to do my best everyday

- Do people understand what is expected of them?

- Do they have the right equipment, materials and
resources”?

- Do they have access to the information they need?

- How well do you implement new ideas?

What creates cultural advantage?

- Do people feel empowered?
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Driver 5

Reputation is
seen as critical
to our success
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What creates cultural advantage?

Reputation is seen as
critical to our success

- Do your people understand what makes you unique
and why this matters?

+ Do people understand what you stand for internally
and externally?

- Do you openly share insights from customers with
your colleagues?

- How do you encourage people to think about
your reputation?

- How do you measure customer and employee
advocacy and use this to improve experience?
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Cultural Advantage: how do we make this happen?

Cultural Advantage:
How do we make this happen?

To engage your team and create advocacy we
believe you need to build intellectual commitment,
emotional commitment and capability.
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Cultural Advantage: how do we make this happen?

Head

Intellectual
commitment
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Everlight

Proud to work for our organisation

We created a new brand, new name, a striking new
visual identity and a compelling employee value

proposition (EVP). This allowed Everlight to stand out,

unify the team and focus on the things that really
make a difference — internally and externally.
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Sucrogen

Confidence in our leaders

Sucrogen emerged from CSR and emerged as a new

company with a new brand and new leadership team.

Leveraging the brand idea “positive energy” they
created a set of essential behaviours for leaders and
new internal communication practices that focused

on ‘engaging others’ — one of their values.
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Sucrogen
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See what sugar’s doing
Low Gl sugar?

Sugar has come a
fong way >

Sugar fueling cars?

Lduis dolese deliquisi ea feugue
minibh et ver ilsmod more>

sucrogen’

lan Glasson CEO
Level 6

9 Help Street
Chatswood NSW 2067

Telephone: 61 2 9235 8610
Facsimilie: 6129235 8611
iglasson@sucrogen.com.au
Www.sucrogen.com.au
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Hoot

Opportunity to do my best everyday

After an exciting brand refresh Hoot needed to ensure
the brand was more than a new marketing campaign, it
needed to become ‘how we work around here, everyday’

To inspire and educate we ran a series of living our brand

workshops, developed team and personal commitments
and created a programme for team leaders to look at
how the brand informs leadership style, team work,
communication, systems and processes.
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Let's hearit for holidays
Call HOOT 1300 653 165

SPECIALS RESORTS & HOTELS HOUIDAY TYPES TRAVEL TOOLS TRIP PLANNER BLOG ABOUT US
B Qf @
HOLIDAY FINDER

We've done the research for you.
usev 10t 10 i your Bream hokday!

HOLIDAY TYPE

DESTINATION

pESonT MEETING

YOUR Let's hear it for holidays
et CHILDHOOD

HERO?
oo Let's hear it for theme parks.

EMAILUS THIS WEEK'S HOT SPECIALS

Click here to send us an email

communications
« Relevant strategies
that you can deliver

Let's hear it for holidays

Peterl

General Manager - Pacific &LUSA

Level 10, 89 York St Sydney NSW 2000
PO Box 2006, World Square NSW 2002 Australia
t+61291252568 m+61400689121

Intellectual commitment
« Clear picture of the future
« Compelling and consistent

stholidays.com.au
hootholidays.com.au Capability Emotional commitment
« Aligned systems « United leadership team
and processes « Participation & involvement,
« Skills development at all levels

« Evidence of change « Shared sense of responsibility

-
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HERE’S
WHERE
THE FUN
BEGINS.
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Fulton Hogan

The right team culture to succeed

N a growing and competitive market Fulton Hogan
needed to make sure it could attract and retain
talent, positioning itself as an employer of choice.
We created a compelling EVP, refreshed their values
and supporting behaviours, all designed to create
high performing teams and cohesive culture that
celebrates and rewards good work.
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Subaru

Reputation is critical to success

Subaru needed to compete in a very challenging market.
Known for their technical excellence they needed to strengthen
their reputation for delivering excellent customer experiences.
All For The Driver was launch and internally we ran a campaign
that explained the changes to brand, customer experience and
dealer relations. This included all staff workshops, customer
feedback and team action planning, leadership coaching, new
dealer experiences, resulting in positive shifts in staff, dealer
and customer advocacy.
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WE WILL...

Frovide better service

d,e[arery to Retailers.

*bmiprove 3 way conwtmaunication
( Subam Aus > 2)’ tailer 5 Custower)

*Review iwiprove Retailer
reporz‘my sysz‘m'l

- ALL4
ALATHEDRVER &8 SUBARU - THE BRAINSTORMS
= THE FUTURE
THE INSPIRATION

THE BIG IDEA

KNOWING
THE
CUSTOMER













