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SPARK SESSION AGENDA - Example invitation…

We want the vision for our business, and the brand we 

present to the world, to more closely reflect our skills, 

passion and the things that matter most to us.

We’re holding a workshop to bring together our energy 

and ideas in a structured way to better define who we 

are, what we believe, and what makes us different, in 

order to better achieve our true potential as a business.  

Your time is valuable. To make the most of it, we’d like 

you to prepare in advance by bringing two objects. 

They can be anything you like. One should reflect 

where you think (insert business name) is now, the 

other should reflect where you believe it could be in the 

next 3-5 years.

Thank you.
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TIME WHAT WHY 
Introduction

Ground rules. 

Brief outline of objectives for the day.

Ensure phones are turned off and people are 
focused. 

Encourage a positive environment where views are 
given frankly, fairly and positively.

Objects.

Each person presents their objects and gives a brief explanation.

Followed by group discussion.

A creative way for people to think free from the 
boundaries of everyday and to build a vivid picture 
of ‘where we are’ and ‘where we want to be’.

Competitors.

In two groups please assess the competition.

From working knowledge and in response to materials, agree 3 strengths, 3 
weaknesses and 3 words that describe 3 competitors’ unique approach to the 
marketplace.

We will then present this to the wider group with our reasons and discuss.

Then, as one group we will plot their positions on a competitor matrix and 
contrast it with our current position and desired future position.

We want to find our rightful position in the 
marketplace in context.

Understanding where our competitors sit and 
acknowledging what’s unique about them, allows us 
to find and agree our unique place.

Customer Persona’s.

We want to build a picture of what keeps our customers awake at night.

In 2 groups list the 5 greatest challenges our customers face over the next 5 
years.

Each group will present their 5 to the wider group and together we’ll create a 
list of what our customers want most from us.

We want to create a shared understanding of what 
our customers want most, so that we can ensure that 
these are the things we do best.

Persona buyer journey.

Each buyer persona will have different needs dependent on the role they have 
within their organisation. In order to provide relevant, timely and informative 
content we wish to map their buyer journey as they move from awareness/
decision- making/purchase and identify what we must be doing to help our 
customers during this process.

Using a customer journey matrix, we map out the 
key considerations for each buyer persona. Use post-
it notes to map process for each. (fig.1)
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TIME WHAT WHY 
Silver bullet question & quick break.

We’ll ask the question (not revealed beforehand) ‘If XX disappeared off the face 
of the Earth tomorrow what’s the one thing your clients would miss most?

To be answered individually.  Read out to group. Discussed and collected to 
inform process.

Tea / coffee / loo / answer any urgent calls.

Here we begin the process of discovering what’s 
unique about xxx

Us.

In two groups we use a brand wheel to put flesh on the bones of the XXX and 
the values we share that shape our behaviours and drive our business.

We then present to the wider group, agree the definitive language and define 
what XXX is, in a nutshell.

In this exercise we want to capture who we are and 
what we believe, in more detail, so that we can define 
the central truth of XXX services.

Setting the mood.

Here, we want to understand what the XXXX brand should look like.

In two groups we create a mood board by cutting and pasting words and 
imagery. We then present back.

This is a fun way to get a sense of how XXX needs to 
look to portray what you’re about and stand out in 
the marketplace.

Elevator pitch.

In this exercise we create a no-nonsense definition of what we do, coloured by 
all the previous exercises and our unique view of the world.

We need to get to a place where we agree on how to 
describe both XXXX big idea and core competencies 
in a way that people will understand and want to 
buy.

Wrap up.

Closing comments.

What happens next.

Thank people for their efforts and let them know 
what will happen as a result of their contribution to 
the process.
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fig.1  customer journey matrix.
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we hope 
you find this 

document 
useful.
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