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How to increase 
productivity tHrougH

Using an extract from 
his recently published 

book GPS For Your 
Organisation, author 

and business consultant 
Nicholas Barnett 

explains how a GPS – not 
that kind of GPS – can 
provide a unified focus 

for your business.

Nicholas Barnett encourages business owners to establish 
Guidance and Positioning Statements, or GPS.
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If you put more than 10 people in a room 

and ask them to close their eyes and 

point in the direction of a town, say, 100 

kilometres away, you’ll get a very funny 

sight. Everyone in the room will be pointing 

in different directions. And they will point all 

over the place – some will be pointing to the 

north, some to the south and some to the 

east or west. Suffice to say, they all need an 

electronic GPS.

Unfortunately for business owners, the 

result will be much the same if you ask your 

employees to outline the future direction of 

your organisation. You may even get different 

directions espoused by your most senior 

employees. Most will be clear about what 

the organisation does, or what it’s trying to 

achieve right now, but there will rarely be 

a shared view as to its preferred long-term 

direction, aims, purpose and the values that 

will be essential to guide their way. 

Those employees and their leaders need 

an organisational GPS. There is a significant 

loss of focus, energy and productivity as a 

result of the lack of organisational clarity, with 

many pulling in different directions or going 

their own way and doing their own thing.

Imagine for a moment, however, if all 

of your employees and your senior staff all 

pointed in exactly the same direction, had 

the same goals and all had bought into the 

same values of your business. Imagine the 

extra organisational clarity, focus, energy and 

productivity that would result.

That’s what happens when an 

organisation develops, with its employees, 

its own GPS. GPS – in this case – stands for 

‘Guidance and Positioning Statements’. GPS 

includes five short statements as follows:

•	 GPS 1 – Aspiration: How you would you 

like your organisation to be regarded by 

others in five to 10 years time and beyond 

– the ‘where’.

•	 GPS 2 – Core Purpose: At its core, what 

is your organisation’s reason for being 

and why does it want to achieve its 

Aspiration – the ‘why’.

•	 GPS 3  – Core Values: The values 

that are absolutely essential for your 

Aspiration to be achieved and your Core 

Purpose to be lived out – the ‘how’.

•	 GPS 4 – Golden Goal: The single most 

appropriate inspirational goal for your 

organisation to achieve in three to five 

years time if it is to achieve its Aspiration.

•	 GPS 5 – Tagline: Those few words that 

describe what is special or unique about 

your organisation or what it provides.

GPS, or what many refer to as ‘vision, 

mission and values statements’, can 

be developed for all types and sizes of 

organisations. Taking the time to develop 

your own GPS is one of the very best 

investments your organisation can make.

An effective GPS will help company 

boards, CEOs and leadership teams add 

clarity and gain ongoing buy-in to their 

organisation’s long-term direction, purpose 

and values. It will also add focus and 

urgency to their strategic and business 

plans. Once developed, a GPS should be 

communicated and embedded into the 

organisation’s plans, decisions, messaging, 

culture and DNA. This will build alignment, 

energise employees and help build 

sustainable high performance.

My recently published book GPS For Your 

Organisation includes a framework, process, 

tools and practical advice of how to:

1. Develop and communicate an inspiring 

statement of your organisation’s direction, 

purpose and values; and

2. Embed that direction and purpose and 

those values into all your organisation’s 

actions, thinking, culture and DNA so that 

your GPS becomes a way of life.

One of the trickiest parts of getting your 

positioning statements right is defining your 

Core Purpose. A Core Purpose should be 

one that goes to the heart and the soul of 

your organisation’s reason for being. It’s a 

whole lot more than merely making money. 

What follows is an extract from chapter six 

of GPS For Your Organisation, which looks at 

Core Purpose.

Getting to the core
A couple of entrepreneurs who planned to 

start a new business had detailed written 

plans of how the business would work, and 

had chosen a name for the business.

They initially explained that their 

organisation’s Core Purpose was to make 

them very rich. When asked if that was really 

at the heart and soul of their organisation’s 

reason for being, they said “yes”.

When asked, ‘Will you close down the 

company once you have become multi-

millionaires?’, their very quick answer 

was, “No way - by the time the business is 

successful it will have helped build strong 

local communities”. They agreed that their 

business’s Core Purpose was actually to 

help build strong local communities and if 

they were successful, a by-product would be 

that they would become wealthy.

That discussion also led to a change  

in name of their business, as the name  

they had chosen was in conflict with their 

Core Purpose.
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Those employees and their leaders 
need an organisational GPS. There 
is a significant loss of focus, energy 
and productivity as a result of the 
lack of organisational clarity.
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This highlights another principle and the 

power of an effective GPS. A well articulated 

GPS will give such clarity that anything in 

conflict with the GPS or anything not aligned 

with it will emerge and need to be changed.

Another way to get to the core is to ask 

the ‘five whys’. It’s like peeling more and more 

layers off an onion to get to its core. You first 

ask, “Why will you do that?” When you get 

the answer, you ask, “And why will you do 

that?” When you get that answer, you ask 

again, “And why will you do that?” and so on, 

until you get to the core or underlying reason.

Individuals seek purpose 
and greatness
It is useful when mentoring young adults to 

ask them if they think they are on this planet 

for a reason. Many say they don’t really 

know. You can then go on to ask them if they 

are here for a reason, do they think they are 

here for greatness or mediocrity? Most, if not 

all, will say they think they are on this planet 

for greatness, not mediocrity, despite the 

fact that greatness is not being exhibited in 

many of their lives.

You can then go on to ask them 

whether they would prefer to have on their 

tombstone, ‘Fred made a great contribution 

to society’ or ‘Fred bludged off society’? 

Most, and in many cases with quite a bit 

of passion, say the former, despite in many 

instances the fact that they exhibit the latter.

As young people are assisted to think 

deeper about these issues and begin trying to 

align their actions and behaviours with what 

they believe deep down is their Core Purpose, 

or reason for being on this planet, they begin 

to change their actions and behaviours.

Organisations are made up of individuals, 

most of whom seek a meaningful purpose 

in their lives. Most individuals also spend 

the majority of their waking hours working 

for organisations. Organisations that can 

articulate a worthy Core Purpose are more 

likely to be able to engage, inspire and 

energise their employees.

Organisations benefit from 
a Core Purpose
Unfortunately, just like many individuals, 

not many organisations have thought much 

about their Core Purpose, and even less 

have attempted to articulate it and use it 

as a key driving force for the actions and 

behaviours of their employees.

Yet organisations are made up of 

individuals, and most individuals seek 

greatness and a meaningful purpose. A 

whole new dimension, sense of meaning and 

level of motivation is added to organisations 

and their people when they have discovered, 

articulated and lived out their Core Purpose.

Many may never understand the power 

of a Core Purpose until they discover it 

for themselves. Those who have sought 

to discover their individual and their 

organisation’s Core Purpose vouch for the 

significant added meaning and fulfillment 

they achieve. It leads to increased 

motivation, engagement and productivity.

Many people want to work for 

organisations that have articulated a Core 

Purpose which is in accord with their own. 

A well-articulated Core Purpose will increase 

the alignment of staff across the organisation.

Organisations that understand the 

power of a meaningful Core Purpose 

often illustrate and emphasise it through 

storytelling. For example, they tell real life 

stories of the many customers and others 

they have helped and how those relate to 

the organisation’s Core Purpose.

A meaningful purpose
Money has been a significant short- 

term motivator for many people for  

centuries. Money ceases to have the  

same power to motivate most people  

once they are older and have made a 

reasonable amount of money. Being deeply 

committed to a meaningful or worthy 

purpose, however, can be a very powerful 

long-term motivator of people of all ages 

and financial circumstances.

Many commercial organisations have 

a worthy and important purpose for their 

customers and for the community, but many 

have not made the effort to discover and 

articulate this driving force. For example, a 

Core Purpose for a major supermarket chain 

might be to make the cheapest possible 

daily essentials readily available to the 

community. Many current and prospective 

employees of such an organisation would 

find such a Core Purpose both meaningful 

and important.

An insurance company’s Core Purpose 

might be to protect its customers from major 

unforeseen losses which could otherwise 

be devastating. Again, many current and 

prospective employees would find that to be 

meaningful and important to their customers 

and to society.

Organisations that can articulate 
a worthy Core Purpose are more 
likely to be able to engage, inspire 
and energise their employees.
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It takes time and effort to discover and 

articulate your organisation’s Core Purpose, 

but the process can be rewarding and the 

payback significant. It is often easier for a 

not-for-profit organisation to discover its 

Core Purpose. Such organisations, including 

organisations in the government sector, 

have a special opportunity to articulate the 

worthy purposes for which they exist and 

to inspire and engage their employees and 

stakeholders accordingly.

It is a privilege to speak to those involved in 

charitable work and to ask them why they do 

what they do. Many say they feel a real calling 

to be so involved. They say they know they 

should be so involved from the core of their 

being. Many feel called by God to do what 

they do. Such a calling can often continue 

to be strong right throughout a person’s life. 

Even such a strong personal commitment 

needs to be harnessed and aligned with their 

organisation’s Core Purpose.

Many charities and aid organisations 

harness the amazing motivational power 

of a meaningful or worthy purpose. Even 

charities, however, can lose their sense of 

purpose as an organisation if they get overly 

involved in the day-to-day without properly 

embedding and keeping their GPS fresh.

Benefit to customers  
or others
A Core Purpose will almost always have an 

external perspective. Rather than being a 

benefit bestowed on your organisation or its 

employees, it will be a benefit bestowed on 

your customers, your customer’s customers, 

the community, or other stakeholders.

The dream of  
a brighter future
Austrian neurologist and psychiatrist Victor 

Frankl, in his bestselling book Man’s Search 

For Meaning, said that he who knows the 

‘why’ can deal with almost any ‘how’. And 

Frankl should know, as he went through 

and survived a long period in a Nazi 

concentration camp.

American psychologist and philosopher 

William James said, “The greatest use of life 

is to spend it for something that outlasts it”. 

James had the view that a meaningful life 

purpose is to leave a legacy that will outlast 

our own lives.

American author and motivational 

speaker John Maxwell stated that, “When 

there is no hope in the future, there is no 

power in the present”. The opposite is also 

true. A worthy purpose and the dream of a 

bright future will inspire some people to walk 

over cut glass or hot coals to get there.   

 
Nicholas Barnett has been a director, 
business leader and consultant for over 
30 years. He is CEO of Insync Surveys, a 
former partner of KPMG, non-executive 
chairman of Ansvar Insurance and 
a non-executive director of Mission 
Australia. He also co-founded Board 
Benchmarking and Gender Worx. For 
more on GPS For Your Organisation visit 
www.gpso.com.

GPS For Your Organisation, by Nicholas Barnett.


