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Introduction:

• Leanology & OilX are undertaking a mission to apply ‘theory in practice’ to identify 
 and  benchmark what is involved in creating a successful Agile Tech Startup (ATSU™)

• This is being conducted through the six-stage working model of the ATSU™ 

• This is the second instalment of a three - part paper covering the journey and findings of our
   mission. You can find the first instalment via this link.
 
• This second paper covers the first two stages of the ATSU™ cycle:

1.  Establish your ‘reason for being’

2. Define your organisational soul and style

“Would you tell me, please, which way I ought to go from here?”
“That depends a good deal on where you want to get to,” said the Cat.
“I don’t much care where—” 
“Then it doesn’t matter which way you go,” said the Cat.
Lewis Carroll (1865); Alice’s Adventures in Wonderland, Chapter 6.

https://uploads-ssl.webflow.com/5dee70ee13932a82f8335c14/5ec2d838993cd7b58a2a42ad_OilX%20and%20Leanology%20-%20Part%201%20-%20Final.pdf
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Establishing your reason for being:

Mission and Vision:

Our early realisation was not revolutionary; however, it was critical in enabling us to move for-

ward with meaning and purpose:

Without clear vision and direction, it is hard to prioritise or identify critical business activity

We reacquainted ourselves with two key components crucial in establishing your reason for 

being, defining your company’s overall mission and the vision for the future - these two concepts 

should be kept separate, although their interrelated concepts represent different time frames of 

the same journey.

Mission

Research, and our own extensive industry experience, showed us that an effective mission state-

ment focuses on what a team currently inputs into the functional aspects of an organisation’s 

objectives, and how that team utilises that acknowledgement of functionality to achieve the 

desired outcomes.

A team mission statement should be considered from two aspects:
 

 • The value the organisation offers to its customers

 •  The approaches used that makes this organisation different from their competitors 

    within their industry

Vision

An organisation’s vision defines and articulates the desired future position to everyone within or 

external to the organisation. It clearly outlines what the organisation wants to ultimately become 

and how it sees itself achieving that. Our team defined it as: ‘what we want to be when we grow 

up’!

We found value in this quote from an individual with value contribution in this field - Simon Sinek: 

“Vision is the ability to talk about the future with such clarity it is as if we are talking about the 

past.”
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Mission and Vision Examples:

To organise the world’s 
information and make 
it universally accessible 
and useful

Google

We strive to offer our 
customer the lowest 
possible prices, the best 
available selection & the 
utmost convenience

Amazon

To connect the world’s 
professionals to make 
them more productive 
and successful

LinkedIn

Spread IdeasTED

To provide an important 
service to the world-
instantly delivering 
relevant information on 
virtually any topic

Our vision is to be earth’s 
most customer-centric 
company; to build a place 
where people can come 
to find and discover 
anything they might want 
to buy online

Create economic 
opportunity for every 
member of the global 
workforce

We believe passionately 
in the power of ideas to 
change attitudes, lives, 
and ultimately, the world

COMPANY MISSION VISION
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What did we learn from our findings?

• Short, punchy and direct mission & vision statements hold the best value – they help  

 colleagues, suppliers and customers remember you - and for all the right reasons.

• Emotive words and expressions of feelings are more powerful and memorable than 

 technical jargon or buzz words. 

• To write your mission and vision statements using the language and perspective of  

 your  customers is incredibly important.

• Get all colleagues involved (where possible) in the construction and creation process; 

 this leads to thought alignment, deep rooted and long-lasting commitment, and a real 

 sense of ownership.

• Bounce the drafts off external trusted advisors of the organisation; this can be a great 

 source of feedback and helps the organisation to modify, rethink, and become fluid  

 during this important stage of connecting your brand with a new or existing clients.

• While key themes will feature constantly, do not start etching your mission and vision 

 declarations on plaques in your office! You will need to stand by your commitment to 

 your statements, but these will grow and evolve over time- give them space to breathe! 

 We are trying to be agile after all!



                                                                                 
PART   II

A  C A S E  S T U D Y  /  P A R T 2  |  7

The end result: 

The culmination of our research, consultation, and creative process brought us to craft our mis-

sion and vision statements to represent all that we believe in, and all that we aim to do.

The OilX Mission

We count the world’s oil - one barrel at a time. Target: zero missing barrels.

We embrace the mission that much that it made it onto the first page of our website. 

Vision

• Provide accurate and real-time oil data to improve transparency and empower data driven  

 decision making 

• Utilising transparency in data we will enable more efficient use of petroleum until a greater,  

 more sustainable, alternative is found
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What is an Organisational Manifesto?

An Organisational Manifesto is a collection of values that accurately articulate the core beliefs 

and ‘ways of being’ that the organisation stands for. These beliefs and key strategies are out-

lined and defined to reflect how the organisation intends to achieve their mission and vision 

exemplars. Organisations should proactively practice their Manifesto through words, thoughts, 

and behaviours. 

Why is an Organisational Manifesto important?

• A manifesto should act as a compass to help and guide us in our decision making

• To provide clarity of expectation on how we interact and react within the workplace

• To help new recruits to a team environment get an understanding of the behavioural 

 standards that the team believe in and adhere to

• Consolidate and reinforce alignment between the organisation, teams, and individual 

 contributions

• Enable transparent communication with internal and external customers about what 

 your organisation believes in and aims to achieve, deepening the relationship with them 

 from purely transactional to one of collaboration and shared experience
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Manifesto Reflections:

An Internal vs External Manifesto

This is the difference between creating a manifesto outlining for your own personnel vs. values 

aimed directly and exclusively at your customers. An internal manifesto was our focus here as 

they are generally more effective in supporting a team deploy its strategy during start up.

There are values that are applicable to both internal and external manifesto creation; it is ideal 

that a set of values can be constructed and then be shared both internally and externally – We 

found a couple of great examples that successfully deploy a manifesto fit for purpose within 

both their internal and external audiences – Brewdog and the All Blacks Rugby Team are good 

examples worthy of further research.

The Manifesto should reflect the team 

A Manifesto can often be viewed as gimmicky when it does not emerge ‘naturally’. Your mani-

festo should reflect the qualities and traits of the people in your team; that’s the people that are 

really in your team, not some creative interpretation of what you think the traits should be - work 

with the values you have to remain authentic.

The Manifesto should unite

Look at your team – these are the actual people the success of the organisation relies on – what 

it was that made you decide to recruit them? Identify shared and consistent values throughout 

the team. Shared values help to create synergy – a team working together is stronger than a 

group of disconnected individuals. This is not about diluting, dismissing, or obstructing individ-

uality but recognising and utilising the power of a tight set of core behaviours and beliefs that 

everyone shares, understands, and embraces.

Characteristics of a quality Manifesto

A Manifesto can cost an organisation something – A Manifesto can cost an organisation some-

thing – Southwest Airlines (U.S) have a no redundancy value that costs during tough times, but 

which shows the strength of commitment to its core beliefs and values.

A Manifesto has a purpose and acts as a call to action – A Manifesto has a purpose and acts 

as a call to action – One of Nordstrom’s values is to empower their colleagues to do what they 

believe to be right. The autonomy granted to staff enables them to have the freedom to make 

their own decisions to do what they feel is the right  thing for the company and its customers. An 

example of this was demonstrated  when a customer brought a tyre back to their Alaska store 

(Nordstrom do not sell tyres!) where the customer had purchased it from the shop that previously 

occupied the site. The Nordstrom manager refunded the cost of the tyre as an effort to develop 

a relationship with a potential new customer.
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Manifesto Construction & Examples:

Like Mission and Vision statements, a Manifesto can be difficult to construct. They require teams 

to get creative and think about what they want to stand for.

There is no shortcut or quick fix, a good manifesto requires effort to strip the organisation’s 

beliefs and strengths to the core, understand them, believe in them, and then piece them back 

together

A question that OilX found to be useful when creating their manifesto was as follows.

What is important and unique about our team?

Below are some well-known organisations and their values and manifestos to provide exam-

ples how others have thought about it. These are powerful statements that will accompany the 

organisation on its journey- they will evolve and need to respond to changes in customer need 

over time, but the essence must be right from the start.
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OilX Manifesto:

After considering all the components of values in their construction, OilX agreed on the 
following manifesto.

  We believe in one team where every single person matters and remember to have fun  

  along the way

  We believe in creativity as the driving force to solve problems

  We master a ‘can do’ mindset and believe that grit and determination drive us forward

  We believe in clients for life and embrace working in partnership

   We strive for simplicity but never compromise on quality
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