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What i1s my personal
purpose, do | know myself,
do | have a story?




What am | trying to achieve?




Do | understand what needs
to be addressed In my
organisation?




What must | do to connect
with others to inspire &
lead? To position Legacies




What does success look
like?







What’s your
story?

Your journey Is your connector and
confidence. If you can find and learn to
tell your story and why it matters you can

gain confidence, clarity and make better
emotional connections




What’s your
connection?

Why do you work where you work? \Why
do you do what you do”? What is your
connection to the charity or cause and
what does it mean and matter to you?
What was the moment you made that
key emotional connection?




Link Supporters
with all staff

Does the mere sight of a customer motivate you to
do your job better? Researchers on transparency
with HBR explored the relationship with customers
and cooks. Customer satisfaction with the food shot
up 10% when the cooks could see the customers,
even though the customers couldn’t see the cooks.
In the opposite situation, there was no iImprovement
In satisfaction from the baseline condition in which
neither group could see the other. But even more
striking, when customers and cooks both could see
one another, satisfaction went up 17.3%, and service
was 13.2% faster. Transparency between customers
and providers seems to really improve service.

Cooks Make Tastier Food When They Can See Their Customers - HBR Nov 2014



Transactional Analysis

Parent Parent is our ‘taught’ concept of life

Child Child is our ‘felt’ concept of life

Adult Adult is our ‘thought’ concept of life

https://en.wikipedia.org/wiki/Transactional_analysis



The Karpman Drama Triangle

Victim Persecutor

Rescuer
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Question.
What stops you in your
legacy programme?




Kotter’s 8 Step Change Model

Institute

Sustain
Generate Acceleration g

Enable

Enlist Action By

Form Volunteer Army Removing

C Build Strategic Vision Barriers
reate & Initiatives

Guiding
Coalition

Short Term Wins

Sense of
Urgency




The Law of Diffusion

Tipping
Point 34% 34%

13.5% 16%
2.5% I

Innovators Early Adopters Early Majority Late Majority Laggards

— —
Newest Things Solutions and Convenience



Change Narrative as a Basis for a Shared Journey

Solution

The idea that
unlocks this

Ambition Hope
The tomorrow we

The insight that gives
could have

us a way through

Reflection

Where we are today

Jeopardy

The challenge we
must overcome - the
need for
action/change

Strategy needs good words - Martin Weigel






The Legacy 3 Stage Framework

CONNECTION

Your audience and tribe in the wider world.

a gift and never say

P — o They may see you from a distance. This is the
: audience you broadcast to and inspire. Some
will respond, many won’t - but many will leave

CONCLUSION

The gift received on death. Most arrive here
grrsssna s o without revealing intent, many without any
: identified connection and many on the
database but who never said. All gifts sources
should be traced and recorded

CONVERSATION

The dialogue that arises from them talking to you through either
a response, enquiry or face to face. The conversation will have 3
possibilities and they may change or not move in any sequence.

Consideration - I’'m thinking about it. Commitment - | will do it.
Completion - | have done it




Steps to Writing a Purpose Statement

COMPARATOR REVIEW

Demonstrate what’s going on else
where and how it impacts you

CONSULTATIONS

Talk to key stakeholders and engages
their view - barriers and opportunities

PEST & SWOT

Sold external and internal review. Engage
others in open exercise

ADDITIONAL RESEARCH

What’s hot and not, what’s the trends
that impact

ORGANISATIONAL VALUES SETTING ENGAGEMENT GOALS
Align legacies with organisational values and Look forward to next steps and
core beliefs engage and identify what’s next

POTENTIAL ENGAGEMENT GOALS

Identify the options to engage, remote, face to face,
meetings, department briefs, special meetings

YOUR PURPOSE STATEMENT

Write a brief statement as a min report
or purpose statement ahead of
strategy
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The Proposition Hierarchy

Organisational Brand ¢-- - - - - - - ---------"-"------- - - - -
Organisation wide proposition (the
organisational focus and brand)

Fundraising Proposition e--------------------------- e -

Fundraising proposition (the broad
case for fundraising)

Legacy Proposition ¢-=-------—---—-—- -~~~ _ -

The Legacy future - a proposition
based on a hopeful world we can
build

Campaign Proposition

A campaign proposition. A creative
execution from a brief to solve a
challenge or seize an opportunity

Conversational Narrative

The conversational narrative. How
you speak, chat, share and converse




The What, Who, How and Why of Strategy

Mission & Goals - “What” Strategy - “ How”

ALIGNMENT

Value Network “Who” Vision & Incentives - “Why”



https://hbr.org/search?term=michael%20d.%20watkins&search_type=search-all
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Work your Circle of Influence

Circle of Circle of

Concern Concern

Proactive Focus Reactive Focus

Positive energy enlarges Circle of Influence Negative energy reduces Circle of Influence



Define your Destination

Dorie Clark - HBR
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Dorie Clark - HBR
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Dorie Clark - HBR



Reintroduce Yourself

Dorie Clark - HBR



Prove your,Worth






Drive behaviour ¢
audiences, bot




Engage, inspire and connect with our
audiences through insight and
understanding, a compelling proposition
and emotional stories
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Create aleg *Iture where
everyone, everywhere delivers

legacies . , .







Measure progress through
conversations & future value
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