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We save people money
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Question

Yes.

In other words, do you believe it is a worthy pursuit
independent of any profit motive?

2. Do you have allthe talent and energy of your workforce
aligned around the purpose of the organization?

3. Have you given your people a clear sense of what

Do you truly believe in the purpose of your organization?

they're fighting for—beyond money and market share?

4. Are you using the language of purpose (rather than the.
cult of personality) to guide and inspire your
employees?

5. Do you personally spend a good deal of your time and
energy dedicated to evangelizing and ensuring that
the purpose of your organization is well understood
and actively being served?

6. Are you willing to make hard decisions based on
dedication o your purpose? (versus navigating based
on the actions of your competitors)?

7. Do you consider the risk to your stakeholders—both
financially and emotionally—before making any major
decisions?
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Question

Yes

No

10. Are our employees constantly on the lookout for ways
to improve the way that we make  difference in the
lives of our customers?
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Why Every

Extraordinary Business
Is Driven by Purpose

ROY M. SPENCE, JR.,

WITH HALEY RUSHING

PORTFOLIO
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Hi, Pm lunch. First Ill make you full.
Then Il make you want to smoke.
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teach the people
who solve the problems and change the world.
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Question

Yes

1. Have you identified “the thrill” or your organization?

2. Does my organization have the will to change practices,
processes, or products in order to deliver on our
purpose?

3. Does my organization behave any differently than
other organizations in our industry? (Be honest.)

4. Does my organization behave in ways to ensure that
we can fulfll our purpose?

5. Would our customers say that we are doing business
in a way that is uniquely suited to serve their needs?

6. Do our employees understand their role and take
pride in fulfiling the purpose of the company?

7. Do the majority of people within my organization feel
deeply passionate about the business at hand?

8. Is my organization made up of more evangelists
than employees?

9. Do our customers tell stories about the difference.
that we've made in their lives?
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The NCL erui the beatnik of the seven
seas. He pays no heed fo the rules and regimen
of the typical cruise; instead he follows his
Whim, one week at o time. He balks at the
word “schedule}” cringes at the thought of set
ing times and laughs in the face of stri
dress codes. e's a rebel who does things his
way; he goes his own way.
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uestion

Yes

No

1. Have you articulated your purpose in a simple, clear,
and compelling way that everyone can understand?

2. Do you have a keen understanding of how you need
to be positioned in the marketplace in order to win?
Do you know the answer o the question: What do
we have that people want that the competition isn't
giving them?

3. Do your employees know what you stand for? Have
you created experiences or programs that bring the
purpose to life for them?

4. Do your customers know what you stand for?

5. Do your vendors, suppliers, and partners know what
you stand for?

6. Do the communities you operate in know what you
stand for?

7. Have you priortized brand-building experiences
that will be most influential in enhancing perceptions.
of the brand?

Do you think about how you can use various.
marketing tools (promotions, sponsorships, events,
ete.) to fulfill the purpose of your organization?
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Walmart

Save money. Live better.
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Question

Yes

1. Dol feel like the work of my organization matters?

2. Would our customers notice or mind if our
organization ceased to exist?

3. Does everyone know why we all show up for work

in the morning, that is, what we're ultimately here
todo?

4. Do we have a North Star that guides all the new
investments we make and innovations we develop?

5. Is our organization fulflling a deep-seated need
in the marketplace?

6. Does our organization have a sense of
a concrete assignment that demands fulfilment?

7. s there an energy and vitality that is palpable
among the employees of the organization?
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Question

Yes.

8

10.

1",

Are you preparing your organization for multiple
scenarios that you might face in order to be “lucky”
when the time comes?

Are you encouraging, recognizing, and rewarding acts
of curiosity throughout your organization?

Do you keep the organization moving forward at all
times—resting only for a moment to celebrate:
Victories or address problems?

Do you live by the Golden Rule with il your
stakeholders—employees, customers, community,
vendor-partners, and the planet?
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10.

Do you think of integration as an exercise in bringing.
your purpose and values to life in meaningful ways
throughout the organization and throughout the
customer experience?

Are you creating advertising that is an invited guest
in people’s lives—intriguing them, entertaining them,
and persuading them with the right messages, at the.
right times, and in the right places?
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