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PURPOSE
DRIVEN
LEADERSHIP

“Fewer than 20% of leaders have a strong sense of their own individual purpose, 
and even fewer can distil their purpose into a concrete statement.” (Harvard Business School)

 
The age-old question – what is life about, what is our purpose? 

 
Some people ask this question more than others, some people spend their life searching for that ‘something’, some 
feel they are destined for bigger and better things, yet they strive for something that they just cannot and will not 
ever find.  If you were to define ‘Purpose’, you may well split it’s meaning into personal purpose (family, interests, 
life goals) and professional/leadership purpose. But we would argue that there’s no need to separate them, as the 
line between them is paper thin.  Leadership purpose goes far deeper than what you just want your team and your 
business to achieve, and what your career goal and motivation is. Personal goals and professional goals merge when 
you come to realise that you cannot have professional goals without realising they include so much of what drives 
you personally, as an individual, away from work, away from business and your organisation. 
 
Let me ask you, what is your leadership purpose?  Do you want to be a great leader? Do you find meaning in what 
you do? Do you understand the ‘why’ behind what you are doing? 
 
Your purpose isn’t what other people think it should be, it isn’t even what you think it should be! If we let purpose be 
our biggest internal driver, we will look to the future and connect with our purpose. If we understand what our pur-
pose is, it will cascade down to those who work for us without even trying, and more importantly, if we understand 
what motivates us, we will increase our ability to achieve those goals. We will put into practice what we seek, and we 
will make fundamental changes to the way we lead.   
 
Your purpose: “It’s not what you do, it’s how you do your job and why – the strengths and passions you bring to the 
table no matter where you’re seated…” (Nick Craig and Scott A. Snook)
If you take responsibility for your personal story and journey you will understand the ‘why’ behind what you’re doing.
So, just how can gaining an understanding of your purpose help you in your everyday work? Well, your leadership 
purpose will impact your team greatly. Research shows that understanding what motivates us as leaders not only 
motivates our team in turn, but increases our ability to achieve real goals.  Not insipid, generic, flowery goals.. but 
real goals that are achievable within your career lifetime!
 
Our purpose at Royall is to positively change the industry we serve, through our integrated Employer Brand & Talent 
Development Consultancy offering, and to change others. We optimise corporate and personal brands to facilitate 
valued, long-lasting relationships. This is our purpose, and we encourage you to find yours. What is your Brand You? 
What is your passion, purpose and promise? 

Purpose “Lifting Human Spirit”
Passion “Making meaningful introductions that deliver tangible results, improved performance and that develop a 
legacy and make humans happy.
Promise “To inspire; improve confidence, choice, connectivity and engagement within our community”

To help brands and talent define their leadership purpose regardless of size or level and put it use – a Human energy 
force.    

Purpose statement
Explanation (of why that is our Purpose?) 
Research shows understanding what motivates us dramatically increases our ability to achieve big goals.  
- Goal setting - 1-2 years, Business Plan on a Postage Stamp. 
- New revenue streams to future proof & protect the business, evolve and grow.   

What Is Purpose?  
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What Is Purpose?  

“Most of us go to our graves with our music still inside us, unplayed”. - Oliver Wendell Holmes.

Your leadership purpose is who you are and what makes you distinctive. Whether you’re an entrepreneur at a 
start-up or the CEO of a Fortune500 company, a call centre rep or a software developer, your purpose is your

Purpose is definitely not some jargon-filled catch-all (“Empower my team to achieve exceptional business re-
sults while delighting our customers”). It should be specific and personal, resonating with you and you alone. 
It doesn’t have to be aspirational or cause-based (“Save the whales” or “Feed the hungry”). And it’s not what 
you think it should be. It’s who you can’t help being. In fact, it might not necessarily be all that flattering (“Be 
the thorn in people’s side that keeps them moving!”).  

“How Do You Find It? To be nobody but yourself in a world which is doing its best, night and day, to make you 
everybody else, means to fight the hardest battle which any human being can fight; and never stop fighting”. 

—E.E. Cummings.  

Finding your leadership purpose is not easy. If it were, we’d all know exactly why we’re here and be living that 
purpose every minute of every day. As E.E. Cummings suggests, we are constantly bombarded by powerful 
messages (from parents, bosses, management gurus, advertisers, celebrities) about what we should be (smart-
er, stronger, richer) and about how to lead (empower others, lead from behind, be authentic, distribute power). 
To figure out who you are in such a world, let alone “be nobody but yourself,” is indeed hard work. However, our 
experience shows that when you have a clear sense of who you are, everything else follows naturally.

Some people will come to the purpose-to-impact journey with a natural bent toward introspection and reflec-
tion. Others will find the experience uncomfortable and anxiety-provoking. A few will just roll their eyes. We’ve 
worked with leaders of all stripes and can attest that even the most skeptical discover personal and profes-
sional value in the experience. At one multinational corporation, we worked with a senior lawyer who charac-
terized himself as “the least likely person to ever find this stuff useful.” Yet he became such a supporter that he 
required all his people to do the program. “I have never read a selfhelp book, and I don’t plan to,” he told his 
staff. “But if you want to become an exceptional leader, you have to know your leadership purpose.” The key 
to engaging both the dreamers and the skeptics is to build a process that has room to express individuality but 
also offers step-by-step practical guidance. 

How Do You Put Your Purpose into Action?  

“This is the true joy in life, the being used for a purpose recognized by yourself as a mighty one”. —George 
Bernard Shaw  

“Find your passion and put it to ‘work’! - Jenny Royall, Founder Royall  

Clarifying your purpose as a leader is critical, but writing the statement is not enough. You must also envision 
the impact you’ll have on your world as a result of living your purpose. Your actions—not your words—are what 
really matter. Of course, it’s virtually impossible for any of us to fully live into our purpose 100% of the time. 
But with work and careful planning, we can do it more often, more consciously, wholeheartedly, and effectively. 
Purpose-to-impact plans differ from traditional development plans in several important ways: They start with 
a statement of leadership purpose rather than of a business or career goal. They take a holistic view of pro-
fessional and personal life rather than ignore the fact that you have a family or outside interests and commit-
ments. They incorporate meaningful, purposeinfused language to create a document that speaks to you, not 
just to any person in your job or role. They force you to envision long-term opportunities for living your purpose 
(three to five years out) and then help you to work backward from there (two years out, one year, six months, 
three months, 30 days) to set specific goals for achieving them.   

Jordan Waid, Vice President Brand Experience Freeman XP

German theologian Albert Schweitzer once said, “The purpose of a human life is to serve and to show 
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compassion and the will to help others.” Around the world, we are increasingly seeing a larger focus on having 
a collective vision to make the world a better place. From the United Nations’ empowering efforts around the 
refugee crisis all the way to your neighbourhood’s Little Free Library, people feel good about being involved 
in change that enriches lives. A strong purpose aligns people towards a common goal, creating a basis upon 
which incredible change can happen.

Purpose also creates momentum, pushing movements and ideas that will truly propel us forward. And in the 
future, as that global purpose grows and changes, it will begin not just to drive the collaborative community 
it has created, but everything around us as well. Purpose is the basis from which all other change will occur, 
whether we’re talking about transforming education or creating a sea change in more ethical business models, 
your local government, or the brand experience industry.

In the work we do, we are more than just design thinkers — we bring people together to have a powerful ex-
perience of learning, growing, networking, and being creative. We are at the ground floor of purpose, and as 
people and their visions for a better world change and become more prevalent, we must make sure that our 
brand experiences don’t just happen, but are part of a bigger mission to make a positive impact.

Here are a few ways purpose could make a huge impact in the next five to ten years, based on trends happen-
ing now and macro trends we’re forecasting for the future.

Being better to create bitterness
The idea of social good is nothing new, but it has become a key driver for many people around the world as 
they choose which brands and events they want to be involved with. Millennials, for instance, prefer to align 
themselves with brands that promote a philanthropic component — they’re 66 per cent more likely to engage 
with socially conscious brands, and 70 per cent more likely to spend more on brands that support causes they 
care about.

Philanthropy is also on the rise at events and as a component of the experiences that people choose to par-
ticipate in. Popular global happenings, like Mashable’s Social Good Summit, have upped the ante by offering 
learning tracks, networking, community projects, and more that call attention to important causes and enable 
people to be better changemakers. Bottom line, people want to align themselves with brands and organisa-
tions that make a difference in the world. That changes things on a fundamental level, even within companies 
that are constantly trying to attract the brightest talent and the best clients.

Take the idea of the disparity of wages within organisations — at many companies, CEOs make hundreds of 
times more than their lowest-paid employees. But we’re starting to see a mindset towards decreasing that, with 
advocates recommending no more than a 20:1 ratio from the highest- to lowest-paid employees. In no way 
do I want the top CEO’s to earn less, I just want to challenge them to re-distribute the wealth with the people 
that made it possible. If a CEO wants to double their salary, then great – but make certain you have enough to 
double everyone else’s as well. Celebrate and bring everyone up together. If that becomes a possibility and a 
mindset, then the imagine the impact it would have on the economy. That notion of “ethical salary banding” is 
going to transform the modern workplace, and people are going to want to work for and associate themselves 
with companies that focus on creating a more equal and ethical brand, with value that extends beyond the 
company itself to society, and even the planet.

Disrupting and incentivising education

Education is the very platform of eventual purpose, and the traditional classroom as we know it is in a state 
of massive disruption at the moment, teetering on the precipice of even bigger change. The old models of 
memorisation are being challenged, since we know that education should reflect the way things work in the 
real world, through things like clustered learning and teamwork. Technology and other new ways of student 
engagement are changing the approach, and turning things into a game at the same time. Gamification and in-
centivisation are nothing new in schools — any parent will tell you that kids are likely to participate in just about 
anything for the promise of not being left out of a pizza party — but things like apps take rewards to a whole 
new level. Teachers can now incentivise the whole learning experience with tools like Class Dojo and Goalbook.

Using gamification techniques and other tools that capture attention, create focus, and make learning fun for 
students is not going just to affect young students, but also will trickle up to the brand experience space. Adult 
learning is equally disrupted by these new technologies and opportunities to create more interesting,
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 immersive ways to take in information and learn new skills. Apps like Duolingo and Coursera are proof positive 
that adults are not just hungry to keep learning, but also motivated by gamification techniques that add enter-
tainment and milestones to the experience.

Hands-on virtual reality learning and in-the-moment livestreams are other great examples of how the educa-
tional space is transforming before our eyes as well as creating empathy in understanding. Our industry should 
keep close tabs on what is happening with education and take its cues as today’s students become future 
attendees and clients. Tying this future approach to education together with more of a focus on social good 
means that events can be used as catalysts for major purposeful movements.

Working and innovating together as agents of change

We live in an age where collaboration is as easy as logging in online. We have tools in our pocket that can liter-
ally change the world. And the advent of the sharing economy has led to us being open to sharing the wealth 
between ourselves, from vacation homes to cars to knowledge on a specific skill or subject. Imagine if we take 
that one step further in the future and open-source our solutions for the world. Adopting an outlook of betap-
reneurship means that we can take the business adage of failing fast to a larger audience, creating innovations 
on a larger scale in order to make a bigger impact.

At mega-events like SXSW, you’ll see brands and innovative thinkers that are using the attendee base almost 
like guinea pigs to test out the viability of new products and ideas. What if we were able to do that with events 
that tackle social good head-on? An “Eventjacking” with a purpose. Big movements could gain ground quickly, 
and change could occur that much faster. And those events would, in turn, attract that growing population who 
are both hungry for experiences and seeking out ways to be a part of a vision for change.

The world is shifting in purposeful ways, and the brand experience space is uniquely poised to harness those 
shifts in order to create truly impactful work. And when we base that work off of a shared purpose, bringing 
together like-minded people through education, experiences, events, and more, there is no end to the possi-
bilities or purpose for our future. 

As Henry David Thoreau said. “I went to the woods because I wished to live deliberately…” Let us be that in-
spired, let’s live with purpose.


