
PURPOSE TOOLKIT
Inspiring businesses to improve 
society through purpose-driven 
brands



About This Document 

This document was published in 2016, hence it uses our old branding. Despite its age, the document contains relevant and useful information. How-
ever, some specific links, case studies and statistics may be out of date. 

Update 

The annual Edelman Trust Barometer continues to point towards businesses, and specifically CEO’s, being expected to lead the way in driving posi-
tive change.  At Business in the Community we believe taking a purpose-driven approach is the way to do so. Purpose-led businesses moving from a 
do-less-harm approach to one where they are a genuine force for positive change, create competitive advantages, while meeting changing customer 
needs and attracting, retaining and developing the best talent.  We believe businesses need a clearly defined purpose, articulating why they exist, 
beyond making a financial return, and how that benefits wider society. The purpose needs to be embedded in strategy, decision-making and day-to-
day operations. 
This approach has continued to gain momentum since we launched our Purpose Toolkit in 2016.  In 2018 the UK Corporate Governance code for list-
ed companies was amended to include specific reference to purpose and responsibility to wider stakeholders beyond shareholders. Later that year 
the Wates Corporate Governance Principles for Large Private Companies were updated to reflect this guidance. In 2019, the Business Roundtable 
announced a new statement on the Purpose of a Corporation, signed by 181 CEOs who agreed business requires a purpose beyond profit – a huge 
shift from a statement which since 1997 has focused predominantly on shareholders. Most recently The British Academy published their report Princi-
ples for Purposeful Business concluding the purpose of business is to solve the problems of people and planet profitably, and that profit, in itself, was 
not the cause of problems.
This toolkit covers the business case for and ways to embed purpose, with best practice examples shared throughout. Although launched in 2016, 
this toolkit still stands as a helpful tool to inspire businesses to take this approach. BITC Purpose and Strategy Advisers deliver support, advice and 
examples of best practice to members on Purpose. 
Get in touch for more details: Belinda.Goodman@bitc.org.uk 

 

https://www.edelman.com/trustbarometer
https://www.frc.org.uk/directors/corporate-governance-and-stewardship/uk-corporate-governance-code
https://www.frc.org.uk/directors/corporate-governance-and-stewardship/governance-of-large-private-companies
https://www.businessroundtable.org/
https://www.thebritishacademy.ac.uk/publications/future-of-the-corporation-principles-for-purposeful-business
https://www.thebritishacademy.ac.uk/publications/future-of-the-corporation-principles-for-purposeful-business
mailto:Belinda.Goodman%40bitc.org.uk?subject=
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The company empowers and encourages employees to see themselves 
as part owners of the company purpose, enabling them to add their 
own energy and creativity to solving problems and developing market 
solutions.

Why is this important?
If employees feel that they are not only consulted but directly involved 
in the company’s purpose, and the execution of that purpose in the 
marketplace, then they are more highly motivated, and likely to be able 
to contribute substantial energy and insight into achieving the goal. 

Leaders at all          

  levels 

What does excellence look like?
Employees are engaged with the purpose of the company, and empowered to contribute 
to its further development and execution.

Employees are provided with opportunities to be ‘social intrapreneurs’ and there are 
examples of how this has shaped the company’s wider strategy.

Managers and supervisors at all levels are motivated to further the achievement 
of the purpose, and help to drive performance through the company.
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Who demonstrates this in practice?
3M has based its profile as a world-class innovator on employee 
engagement for many years. It provides its employees with up to 
15% of their time to create a pool of practical ideas that are potential 
business opportunities. Its scientists share knowledge through its 
Technical Council and the Technical Forum. A culture of risk taking and 
even failure is encouraged. 3M has succeeded because its system 
encourages employees to be resourceful and to take the initiative.

The company’s approach has made it an innovation giant, with nearly 
23,000 patents, many of which have been derived from its 15% 
programme, generating more than $20 billion in annual sales.

Barclays operates a Social Innovation Facility (SIF) to drive the 
development of commercial solutions that directly address social 
challenges. SIF pulls in employees from across the business to attend 
workshops, ‘hackathons’ and intrapreneur challenges to create new 
ideas and initiatives. Teams are given 3 months of training and support 
to continue developing their social innovation to a point where it can be 
pitched to the business for commercial development.

What should you do?
•  Embed entrepreneurship into recruitment criteria, 

appraisals and reward systems at all levels. Build 
creative time into job descriptions and company 
culture to explore new innovations.

•  Be transparent with important company information. 
Provide meaningful opportunities for staff to shape 
decision making, particularly on strategy as well as 
ways of working.

•  Expand existing CSR opportunities for staff to include 
product and service development, with a focus on 
bringing purpose to life and improving society. 
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How Business in the Community can help you 
unlock some of the big barriers to having a 
purpose-driven brand 

Business need How Business in the Community can help

Engage and inspire company 
leadership to see the value of 
being a purpose-driven business 
and brand

Involve company leadership in the Business in the Community network, via events 
and forums designed for C-suite leaders and our non-executive Leadership Teams, 
in particular the Marketplace Leadership Team. 

Inspire senior leadership via a Seeing is Believing visit to experience the business 
opportunity and societal imperative for purpose-driven brands

Gain widespread commitment 
from across the business to 
a compelling and authentic 
business or brand purpose

Present to your business using the information in the Purpose Toolkit, sharing the 
business case, bringing brand examples to life and the fundamentals of purpose.

Facilitate an interactive discussion and planning session involving your key business 
leaders, using The Purpose Checklist, to gain consensus on company ambition and 
to rate your current performance. 

Get advice on how your company 
can more effectively embed 
purpose into your business and 
brand

Perform an in depth diagnosis of the status quo within your business, unearthing 
barriers and enablers for change. Supported by industry-wide research and interviews 
with your employees, our team of experienced advisors can then provide you with an 
action plan.

Re-connect with communities 
in the markets you serve to 
understand changing customer 
and societal need.

Train and second your business professionals and future leaders through our UK 
based Business Connectors leadership programme. 

Business in the Community runs many practical community programmes in the UK 
and internationally, to help businesses connect with issues relevant to their business 
or brand success.

Levers for          

  Change 
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•  Use the Purpose Checklist to rate your business
or brand’s integration of purpose into your key
commercial activities. Individual teams could
compare the company’s activities against
the 9 hallmarks, however we recommend this
is undertaken by a cross-functional team,
specifically the Executive leadership.

•  Check out the Levers for Change for how
Business in the Community can help you
maximise the use of this material to
drive change.

Practical actions
    you can take  

Come and talk to us
Business in the Community is continually 

looking to broaden our knowledge and 
engage with companies on the 

purpose agenda. 

Contact Charlotte West, Marketplace 
Director - charlotte.west@bitc.org.uk, 

+44 (0)20 7566 8650
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Thanks to 
everyone involved

Authors: Charlotte West, Stephen Farrant, Mallen Baker, Hannah 
Rowley and Bianca Mathews

Marketplace Leadership Team
Jeremy Hicks, UK Managing Director (Chair), Jaguar Land Rover 
Hugh Burkitt, Chief Executive, The Marketing Society 
Brendan Dineen, Director of Portfolio Marketing, IBM UK
Adam Elman, Global Head of Delivery for Plan A, Marks & Spencer 
Andrew Hinkly, Executive Head Marketing, Anglo American Platinum 
Tony Lenehan, Chief Executive Officer, Styles & Wood 
Andrew Reaney, Chief Customer Officer, Thames Water 

Additional thanks to: Peter Belk, Alexandra Brill, Anna Frazer, 
Beth Knight, Alasdair Marks, Emily Trevorrow and Phil Wells, 
who have all helped to shape this toolkit. 
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Business in the Community
137 Shepherdess Walk
London N1 7RQ
United Kingdom

T: +44(0) 207 566 8650
E: info@bitc.org.uk

www.bitc.org.uk/marketplace

www.bitc.org.uk/marketplace



