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An eclectic mix
united by a creative focus

‘* Animation > Digital ! Marketing / Social
Architecture Events Music Production
Artists Fashion & Jewellery Performance Art
Culture / Film / Videography Photography
Community _

Copywriting Galleries / Museums PR
Design Gaming Publishing

Interiors Web3
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TWO

If you could offer the best of what
you've learned in a one-liner that rest
of the world would see...



ONE

Imagine the period 6-12m from now
is your next chapter...

What would you love seme of your
' ..and what happened nextl,'s to be?



Drivers for the story

—

My one

liner

\

f My *.. sned what happered acpfl, 3

& 12 moottu from now, what are seove of the oge
you'd Mhe 12 bo in your company's stary ?
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MUCHCLEARER

DO LESS... BETTER
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So let’s get into it
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Share & Learn



Be reassured... you will get a
resource site with ALL the
slides / handouts
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Our AiIms




Our goals for the ‘course’

Giving everyone the ‘luxury’ Offer some frames, methods Build some confidence and hope
of time to reflect & connect and big ideas for thinking afresh around what’s next for you
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Our Journey Together

{ Today Next Week }

Day ONE

Autumn %q,

CLINICS

Day TWO




Our Journey Together

Today
{

Welcome 7/ Intros

1 Creating Value

Break

2 Standing Out

Lunch 12.45ish

3 Winning Talent

4 Real World Leadership

Break

5 Overcoming Barriers & Tensions

What's Next / Close 4.30ish




Our Journey Together

Next Week

} Welcome 7/ Intros

1 Attracting Cash

Break

2 The Experiments to Grow

Lunch

3 Sprinting in the Market

Break

4 Our Story and the Plan

What's Next / Close



Our Journey Together

DEEP DIVE

CLINICS

3

Autumn

Driving Battling
Revenue! Overwhelm!

Cringe-free Confidently
Selling! Raise!




All ok to
get going
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Creating
VALUE
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Sean Sankey

NN MUCHCLEARER

20 years working across agencies, startups and blue-
chip tech in leadership roles around service delivery,
change, sales, strategy and growth.
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If we want to

...Win new biz

...oecure funding Then WE need to lift
...Raise investment  OU' S!gNts beyond
“we do X”

...Attract Talent
...Feel Rewarded



If we want to

...Win new biz

_ It’s about
...oecure funding strengthening our
...Raise investment narrative around the
...Attract Talent value of what we do

...Feel Rewarded









How can we define

Value?
"The RO| we "The €56 / Qol
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How might we
define Value?

ron vyom
CULTURAL VALUE Sgup 5o Abo ¥ Ourwork ¥ Fwinls  Aesources  Funding ¥ News&views ¥ (Q

Evaluation
principles

We want to build a shared understanding of the differences that
arts, culture, heritage and screen make to people’s lives and to
society.

These collaboratively produced evahstion peinciples are a
sharing of Ideas to inform how evahation Is carried out and used
in the cultural sector,



What you
perceive you get

What you pay
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< Inhere nt\>
perception

Features &
Benefits?

Price v
Alternatives?
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1000

Revenue in millions




“My job is to compete with the date you could go on, the movie
you could see, the sleep you could have and make sure you know
it's worth you spending $55 and 2 hours of your time”




* For 2022, total revenue reac'ed US$5.27 billion, an Jncrease of 3.75 per cent YoY, and adjusted EBITDA

was US$116 billion. Net income was LS¢22+7million for the year




Your value isn’t just being
stacked up against firms that
look like you



< Inhere nt\>
perception

Features &
Benefits?

Price v
Alternatives?







So...

A funder / investor / commissioner puts 500k on
the table if you can tell her a really compelling
value creation story... what could you say?



Inspire me with value

But why? s And why this vs that?
I n h e re nt Features What are some specifics inside your offer Price v How does the typical price of your thing

percepﬁon & Benefifs that custorners should find compelling? Alfernaﬁ ves and the value it creates stack agains?
other aptions they have?*

NB. NOT just your direct competitors

GROWTH




£

Inherent

perception

Value
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Impact Inherent = Value
perceptlon perceptlon



200D

Impact

perception

CHANGE X REACH

How big is the hit? | How many touched?



14

facebook

Q BockBatyy Dookshep

mna

facebook

COMPASSION sagg

ANIDST THE

CHANGE

How big is the hit?




Change X Reach

2O,
Impact Inherent - Value
perceptlon perceptlon

Features & Price v
Benefits? Alternatives?






So...

A funder / investor / commissioner puts 500k on
the table if you can tell her a really compelling
value creation story... what could you say?



Inspire me with value

I m pa Ct How significant? Reach How many?

h What changes in their stofe / life / What volume of pecple / orgonisations
percepflon business do people fypically see from does your offering typically reach?
engoging with your thing?

N
’)/;_-

e.a. in a project / in o year / directly and indirectly

GROWTH




How could all this combine te give me an

Inspire me with value

edge?

Impact ot

What changes in their stote / life /

percepﬁon business do pecple typically see from
engoging with your thing?

I n h e re '11 Features \B';:m?som spocifics inside your offer

percepﬁon & Beneﬁfs that custoners should find compelling?

How many?
Reach What volume of people / organisations

does your offering typically reach?

e.a. in a project / in a year / directly and indirecty

: And why this vs that?
Price v How does the typical price of your thing

Ahernaﬁves and the value it creates sfack agains?
other options they have?*

NB. NOT just your direct competitors

GROWTH



Value Is built on perception
Inherent = Benefits / Price

Impact = Change X Reach
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STANDING
OUT
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If we want to

..Compete foreyeballs @ cadto

...Remain relevant constantly sharpen how
we’re standing out
...otay memorable
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In 21 years
there was a 5x
Increase In
data

Bohn & Short, University of Southern California, 2012



1.7M pieces of content

5.9M searches

Q

231.4M messages 66K photos
g2 [ <
] lQ] u 347.2K tweets

EVERY

MINUTE O

OF THE DAY

>

588 hours of video

104.6K hours

. $76.4K in orders |

-

4.48 billion
social media
users in 2022

Data Never Sleeps 10.0 domo.com



We process 74GB
of data a day,
+5% YOY




11,863
LISTENS










Tell me about a campaign
that caught your eye



Now REALLY think
about It....
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How can we
make things that
stand out?

SURPRISE / EMOTION / HUMOUR / CONTROVERSY




SURPRISE






EMOTION






HUMOUR



///_._ Aldi Stores UK . @AldIUK - Mar 6 E3 NATIONAL EMERGENCY ireggsOfficial cancels hot cross buns,
AL‘;. Can't wait to get sued for having a pet aisle but we’re here to put them back on your Easter menu. You’re welcome

"=
v

. M&S & @marksandspencer - Mar 5

Introducing Curly the Puppy — man’s best friend in chocolate form! **
€3 Our adorable little pooch is made from milk and white marbled
chocolate, and comes in 100% plastic-free packaging — he’s the paw-
fect Easter treat for a dog parent. &

%IZ 4 Luxury Fruited
1IN\ Hot Cross Buns

SPECIALLY Tl [ e | R
BELECTED . uadRowhl B pscd uad sek

oatizee

o e /A Aldi Stores UK .= @AldiUK - Feb 6
(IRt TUTHY <9 3 Pl Us getting asked to scan slower at the checkout

€ arianators wildin @arianatorswildt - Feb 6

lizzo and adele’s reaction to beyonce losing album of the year is so
real &3 #GRAMMYs




CONTROVERSY
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GE T BAKED
. T

vy,

getbakeduk & One of our followers just sent me this.
This is what true supporters do.

Fuck all the other books, they don’t matter anymore.
it's all about me now.

Also, fucking 8 quid in Costco — what a fucking bargain.

Go and buy it please I'm heading for Sunday Times best seller
and it's touch and go right now.

All the Fred & Rose.

GB

hopscotch27 All the Fred and Rose 272 would love to use
this to sign off work emails

kirriepp Any idea when the pre-ordered Australian orders
will ship? Booktopia has nothing on their website,

@ vstev Brownie has been taste tested so far






http://www.youtube.com/watch?v=9HpLhxMFJR8




So...

What's something novel /

attention grabbing you might try
?

SURPRISE / EMOTION / HUMOUR / CONTROVERSY



Standing Out

What's something novel / attention grabbing we might try (on social)?
SURPRISE / EMOTION / HUMOUR / CONTROVERSY

Customer Touchpoints How might we delight / add PEAK moments? When shall we start?
4 J r \ N
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How else can
we stand out?

MEANING




MEANING via ELEVATION

SENSES

G

k OFF-SCRIPT
lgl=
UNEXPECTED Choo e
Wn a4, Ll
“Mure s
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So...

Think of 3 customer touchpoints
& how you can elevate them



Standing Out

What's something novel / attention grabbing we might try (on social)?
SURPRISE / EMOTION / HUMOUR / CONTROVERSY

Customer Touchpoints How might we delight / add PEAK moments? When shall we start?
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\. \ J \\ J
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wmuchelearer.com G R OWTH



Why Certain Experiences Have Extraordinary Impact

D

C—
——— New York

-

Times
Bestseller

TO LEARN
MORE...

CHIP HEATH & DAN HEATH

The bestselling authors of SWITCH and MADE TO STICK




The Big Takeaways

Our brains focus on novelty

Memorable = Surprise, Emotion,
Humour & Controversy

Meaning through elevation =
The Unexpected, Off-script & Senses

/ \

¥
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1. Historical figure A

2. Meets Famous Celebrity B

3. At Location C

4. Together they were D

5. The Celebrity said

6. And Historical figure A replied

/. And ultimately what happened was
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Winning
Talent

CKEATE

GROWTH






If we want to

...Have great people come Then we need to be

super deliberate
about our attraction

...Collaborate strategy
meaningfully

...Grow our impact



A Practical Talent Strategy




Pitfalls > Practices

’ We're not clear about what we
need / when we might need it

Z From their point of view we don't
stand out as the best choice

3 We let the hard side of D&l
lead to bad break-ups




We're not clear about what we
need /7 when we might need it

A SIMPLE
ROADMAP




Of all the barriers to
getting people to join...
what are the biggest?







LEVERAGING TIME / SEQUENCE

{ Business Goals

(
h‘é -ﬂl.f/oc,v,{ ‘A;’c-r ,)

Z Skills we'll need







Winning Talent

1 A clear roadmap

Business
Goals

Skills / Talent
we need to
access




A Practical Talent Strategy

Z From their point of view we don't
stand out as the best choice




From their point of view we don’t
stand out as the best choice

A COMPELLING
PROPOSITION




CUSTOMER = MONEY

TEAM MEMBER = LIFE



Odds are you won’t compete on pay!



So, let's articulate / emphasise...

The The The
PERKS CULTURE STORY
beyond the norm Fhey'll genuinely they'll be able

Hhey'll gef feel to tell






Winning Talent

Z A stronger talent value-proposition

The creative perks The culture The story they’ll be
they get they’ll feel able to tell afterwards

CKEATE

GROWTH




A Practical Talent Strategy

3 We let the hard side of D&l
lead to bad break-ups




We let the hard side of D&l
lead to bad break-ups

\'4
ALLOWABLE
ANNOYANCES




Diversity is great...
Until it isn't!

O Lo




Personality Clashes
Creative Differences
Misunderstandings

L




So...

One critical factor of INCLUSION
IS outing and enduring with
allowable annoyances

Having ‘a grid’ for that can be
enormously helpful




GRIDS

Strengthfinders
Myers-Briggs
DISC
Big-Five




‘

A simple roadmap makes it
specific

A proposition makes It attractive

An acceptance olj annoyance

makes It rialistic | o
v / \ \ '
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Leading and Influencing
In the Real World

CKEATE

GROWTH






If we want to

.. Get what we want in
conversations and
negotiations

Then we need to
keep developing
real-world leadership

. Inspire others to help /be ~ a@nd influence
part of the journey
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*— Looking back, who have been

REAL-LIFE leaders / influencers
you've admired?




*— Looking back, who have been

REAL-LIFE leaders / influencers
you've admired?

What was it specifically that
made them great?




* Looking back, who have been
REAL-LIFE leaders 7 influencers Bl

you've admired?

1 idea per post-it

What was It specifically that Short sentence is
etter than 1 word
made them great?




g~ b=

Let's stick
em up!

On the wall

Have a read
Cluster

Discuss the clusters

Crystallise and
prioritise the top three




The Big Takeaways

Every interaction can leave its mark

Leadership Is really practical

It’s something we can all do and get
better at
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All the Things

CKEATE

GROWTH



On tables /7 On post-its @

Questions about growing
a creative business

Struggles you're happy to
share and you want to get
a point of view on



CKEATE

GROWTH
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Rob

Sethna

Rebecca

Robinson



Recap & Wrap

CKEATE

GROWTH




What's stuck / stood

out / been useful...




Our Journey Together

Today

{

Welcome 7/ Intros

1 Creating Value

Break

2 Standing Out

Lunch

3 Winning Talent

4 Real World Leadership

Break

5 Overcoming Barriers & Tensions

What's Next / Close




Here's what's next




Our Journey Together

Next Week

} Welcome 7/ Intros

1 Attracting Cash

Break

2 The Experiments to Grow

Lunch

4 Sprinting in the Market

Break

5 Our Plan

What's Next / Close







https://bit.ly/cr8growth
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