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Actions for Leaders and for Team Members 
 

A model for all to adopt as a Talent Magnet 

 
 

Remember the 

PERFORM Acronym 
 

 

What to do 

 

P is for People 

 

Think People: Put people first. When you plan, made a decision or 

take any action, think about 

• The impact on everyone around you across all generations 

• How different generations might respond 

• What you can do to remain human-centric, and build trust with 

different generations 

 

E is for Expectations 

 

Set Expectations: Think about 

• Being clear and transparent in the goals you set or discuss 

• Setting clear parameters round tasks and projects 

• Being open about milestones and obstacles along the way 

 

R is for Review 

 

Have reviews: Think about 

• Organising/attending regular “Ask me Anything” sessions (run 

or attend one) 

• Regular review of projects and action plans – are you on the 

right track? 

 

F is Feedback 

 

Get into Feedback: Think about 

• Organising/attending regular 1 to 1 sessions with line manager  

• Giving & receiving regular feedback about progress and ideas 

 

O is for Ownership 

 

Take Ownership: Think about 

• Your accountability and responsibility – play your part 

• The accountability and responsibility of others – be prepared to 

clarify what this is for each individual or team 

 

R is for Recognition 

 

Get into Recognition: Think about 

• Acknowledging and celebrating the effort and achievements of 

every individual and every generation 

• Catch people doing things right and praise them loudly and 

publicly 

 

M is for Management 

 

Self-Manage: Think about 

• What you can do to manage yourself, your job and your 

relationships with other people in different generations 

• Remember, if you do nothing, nothing changes – think about 

being proactive, taking action and walking your talk 
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Courageous Conversations – Choose 1 or more of these steps 
 

Step #1 Why do this? 

 

• Organise or run a team session – or 

attend one run by your manager, where 

you discuss 

• Ground Truth – what is it and what is it 

not (i.e. the facts, as opposed to wishful 

thinking or a smokescreen) 

• How you will join in with ground truth-

telling such as 

o Thinking out loud… 

o What I meant to say… 

o Get out of jail free… 

o Holding statements… 

o Bridging and zoom-in/out statements … 

 

 

• Everyone wants to tell the truth but no 

one wants to hurt anyone. 

• Ground Truth-telling is about 

packaging a message so it’s polite and 

pleasant, but not so it removes or 

conceals the truth. 

• There are techniques to say what you 

want to say without feeling too 

uncomfortable.  

Step #2 Why do this? 

 

• List all your team members ask yourself, 

what motivates this individual and how 

have they contributed in the last 6 to 9 

months? 

• Think about how you can praise each 

individual team member for what they 

contribute.  

• Set up a one-to-one call to discuss the 

following: 

a. What you think motivates them 

b. Ask them what motivates them 

c. Praise them for progress, effort etc. 

d. Ask them what would help them to 

maximise their contribution 

 

 

• When you focus on each individual 

team member, you can see what’s 

important to them and what might 

have impacted how they work, 

interact and communicate.  

• When you think about their 

contribution this ignores any 

generational labelling and sees people 

as individuals who benefit the 

organisation. 

• When you ask for their opinion, 

people feel consulted and valued. 

• When you praise people, they feel 

proud and valuable.  

 

Step #3 Why do this? 

 

• Divide team members or teams into five 

categories: 

1. Influencing (they speak up, they share, 

they network) 

2. Relationship-building (they know, like 

and understand people and connect with 

them regularly) 

3. Executing/Implementing (they get things 

done) 

 

• Understanding how individual team 

members contribute can then help 

you and/or them to put project teams 

together, or establish collaborative 

sub-teams to work on key tasks. 

• Some individuals might make good 

co-leads, who have differing ages and 

perspectives.  

• Some individuals could be rotated in 

and out of roles so that they get a 

chance to “try on” a new way of doing 
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4. Tactical/strategic thinking (they 

challenge the status quo and think/plan 

for the future) 

5. Creative (may see the world in a 

different, unique or innovative way) 

• Think about what projects could be set 

up (work, theme or broken window) and 

who could do what kind of task within 

that project or whether you might rotate 

roles. 

• Meet with each team or team member to 

discuss how their skills could be used to 

complete a project. 

• Think about how roles could be created 

(coach, facilitator, lead, observer, analyst 

etc.), and rotated. 

 

things. All this is good personal 

development and increases profile for 

an individual. 

 

Step #4 Why do this? 

 

• Think about what communication 

sessions, team meetings or events you 

could set up (or revise) in order to deliver 

regular communications that encourage 

transparency and collaboration. 

• These could include:  

a. “Ask me Anything” (These are “surgeries” 

where the team leader can be asked any 

question within reason – to maximise 

transparency and built trust and 

connection) 

b. “Socialisation” (These are opportunities 

for groups and teams to get together 

without an agenda to socialise, given 

that research has shown the socialising 

encourages creativity and innovation 

discussions)  

c. “Project discussions” 

d. Innovation Hub (See below) 

 

 

 

• Regular, repeated communications let 

team members know that they will be 

consulted,  heard and valued. 

• Not all meetings need to be 

mandatory and you can ask the team 

what they need in the way of 

communications from you. Some 

sessions could be optional. 
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Innovation Hub Templates 
 

Step #1 - positioning Why do this? 

 

• Identify an “innovation” project that your 

team (or that a mixture of team 

members) could undertake. This might 

be a “big I” radical/disruptive innovation 

or a “small i” innovation tweak. Both are 

highly valuable. 

• Identify how you could set up such a 

project, including: 

1. Rotating team member roles from a 

mixed team (i.e. from a range of different 

generations) 

2. Having 2 rotating co-leads for the 

project (from different generations). 

3. Organising a date and time to discuss 

how to set up this project and how it 

should be run (you will consult with the 

team so that they are heard and valued). 

 

 

• An innovation project brings together 

the skills, talents, experiences and 

perspectives of older workers (who 

are more into structure, stability and 

strategy), and younger workers, (who 

are more into innovation, novelty and 

change). Projects benefit from both. 

• Rotating roles and co-leads is a 

development opportunity for each 

team member.  

• An innovation project may find a 

work,  theme or “broken window” 

which can be rectified, for the benefit 

of individuals, teams and the Curo 

organisation. 

• See examples of types of innovation 

project below. 

 

Step #2 – members of the innovation hub “team” 

 

• If you want to set up an innovation hub, you can do this virtually, with a basic website, and 

a WhatsApp group. 

 

• If you are able to have a bricks and mortar place (even a room), then that’s good too       

 

• What’s important is to create some kind of “space” where people can gather and share 

information, both virtually and in-person where possible or appropriate. 

 

• Consider having two co-leads of different generations. Henry Rose Lee has worked with 

Bank of America, with one of their innovation networks, and they have a Millennial and a 

Gen X as co-leads. Research has shown that the more you have a diverse network in your 

hub, the more you can encourage diversity of thought, imagination, creativity and 

innovation. 

 

• Consider training, coaching or at least preparing your hub co-leads in six areas: 

 

1. Convening – bringing people together and promoting the space to attract interested 

participants 

 

2. Combining – ensuring sufficient diversity without losing focus and having rotating co-leads 

and other key roles – perhaps over a 3-month or 6-month period.  
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3. Capability-building - supporting the use of methods and processes that are available in 

order to come up with ideas, and to develop business cases.  

 

4. Coaching – providing support and mentoring (and encouraging reverse mentoring). to help 

guide and steer new ideas. 

 

5. Co-ordinating and connecting – enabling networking and links inside the community and 

beyond to external contacts 

 

6. Community-building – encouraging and supporting communications which create a 

supportive peer group and a context which enables co-operation and sharing of ideas/data. 

 

• Consider including people who are cross-functional rather than all in the same function, 

department or team.  

 

• Consider rotating team members – perhaps every 6 months. This ensures fresh blood keeps 

joining and new ideas are possible. 

 

• Consider including representatives from user groups and customers. Henry Rose Lee has 

worked with Pure Planet and they always include these types of representatives – again in a 

rotation format – to ensure they get “ground truth” (i.e. what’s really going on with 

customers or stakeholders). 

 

• Ensure that the organisation is supporting from the top; talking about the innovation hub, 

receiving dragons’ den style presentations and pitches from it – and demonstrating that 

they want to encourage and promote the activities and outputs of the hub. 

 

• Place a budget for pilots and prototypes with the hub leadership. Making omelets will break 

eggs. Experiments and trials will cost some money.  

 

 

Step #3 – Type of Innovation 

 

If it helps, choose from one of ten types of Innovation  

 

 

  

   

Configuration 

Profit 

Model 
Network Structure Process 

Product 
Performance 

Product 
Systems 

Service Channel Brand 
Customer 
Engagement 

Offering 

 

Experience 

How you 

make 

money 

 

 

 

How you 

align talent 

and assets 

 

 

 

How to 

maximise 

features and 

functionality 

 

 

How to 

enhance 

your service 

value 

 

 

How to 

present 

offerings & 

business 

 

 

How to 

connect with 

others & 

create value 

How to 

develop 

additional 

offerings 

How to 

improve 

processes or 

systems 

How to 

deliver 

offerings to 

users/clients 

How to 

maximise 

customer 

engagement 

Source: Ten Types of Innovation Deloitte  
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Step #4 – Developing your business case 

 

A: Classify the overall type of innovation (big “I” – disruptive and game-changing or little “i” 

incremental – where it may not be new to others but is new to Curo) 

 

 
 

 

• Different problems require different innovations so it’s always worth working out what kind 

of innovation you are doing. Is it big I or little i? 

• As a first step, answering this question can also help you to identify the potential costs. 

• For example, basic research and sustaining current innovation with a few tweaks (i.e. non 

radical, non-disruptive innovation), can usually be costed out easily and given a clear 

budget.   

• However, disruptive or breakthrough innovation is going to be very expensive and may 

over-run on budgets. 

 

B: Understand why you will need a business case 

 

There are three reasons why you need an Innovation business case: 

1. To justify the risk of investing in the Innovation 

2. To convince management or leadership to back your ideas and support your innovation 

project financially, physically and psychologically 

3. To ensure that the people who are requesting the budget for an innovation have thought 

through all the logical steps for the innovation. Is it going to provide additional value to the 

organisation? Or is it just a passion project – more fun for the people doing it, and having 

little value or ROI for the company? It doesn’t mean it should not go ahead. It does mean 

that different thought processes and decision-making need to be made. 
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C: Complete each section of your business case 

 

There are eight sections to the business case: 

1. Executive Summary 

2. Broken Window 

3. Solution 

4. Type of Innovation 

5. Customer Research 

6. Design & Development 

7. Investment 

8. Value Created 

 

1. The Executive Summary: Give a snapshot overview of the whole business case. Bear in 

mind that you will write this section last, when you have completed all the other business 

case sections. 

2. The Broken Window: Explain what is the problem or issue you are working on? Bear in 

mind that this must be explained in terms of the internal or external customer who will be 

impacted positively by this innovation. What’s going wrong or not working now? And if this 

innovation goes ahead, what will change?  

3. Solution: Describe your solution to the problem or issue – what is the innovation that 

delivers the solution? Use simple, clear English and diagrams or pictures to illustrate the 

message. Also tell a story about how you and/or your team members came up with the 

idea. 

4. Type of Innovation: Is this Little “i” or Big “I” as an innovation? Does it fit into the ten types 

of innovation? Explain how your solution is innovative. Bear in mind that it doesn’t have to 

be unique or disruptive (Big I); it can be an idea that’s new to the organisation (Little i). 

5. Customer Research: Indicate research done (internally or externally as appropriate).  This 

might be desk research or field research. You need to provide evidence that you have the 

necessary facts and figures and data. You also need to show you have consulted with 

people who would benefit from the innovation, and show there is a real need for this. Do a 

survey, or focus group with feedback sheets to give you data to support your evidence.  

6. Design & Development: Indicate here what stage you are at with the idea. Is it a concept, 

or do you have something you could put into practice for a pilot now, if budgets permit? 

Explain in detail what you need to do, i.e. actions to be taken, people to be involved, 

resources or materials required etc. 

7. Investment: Explain the money the organisation needs to invest to get the idea/ prototype 

developed into a pilot stage. Speak to your finance dept to get an approximate idea of 

costs or salaries that might be needed to take your idea to a pilot. Include things like 

people salaries, materials costs, design and development costs, project management or 

even marketing or other collateral.  

8. Value Created: Write/say  “This is a new idea that creates value” then explain what that 

value is, i.e. increased market share, increased revenue/profits, reduced costs/risks, 

enhanced reputation, higher profile for brand, streamlined process, making life easier for 

customers etc. Usually, value is financial with an ROI. However, the value of any innovation 

project might also be a social impact (enhanced brand, reputation, customer connection, 

employee engagement etc), or environmental (i.e. sustainability, reducing waste, increasing 

safety, being eco-friendly/carbon neutral etc. ) 
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D: Write up your business case – then use this to help you present it/pitch for money 

Name (s) of People Involved  

 

 

 

 

 

Date of Business Case  

 

Executive Summary: 

 

 

 

 

 

 

 

 

 

 

Broken Window: 

 

 

 

 

 

 

 

Proposed Innovation as the Solution: 

 

 

 

 

 

 

 

Type of Innovation: (From the Ten Types list of Big I or Little i innovation) 
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Customer Research: (Overview here) 

 

 

 

 

 

 

 

Design and Development: (What’s now required) 

 

 

 

 

 

 

 

Investment: (How much money would a pilot cost?) 

 

 

 

 

 

 

 

Value Created (Benefits to the organisation/customers etc.) 

 

 


