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Dear Karim, 

Fantas.c to meet with you and the team again today to talk through our ini.al 
research and insight - along with our proposal for working together to kick-start 
growth for Caidr Fitnote. 

The following deck outlines our thoughts on your project, our process and our past 
work.  

As discussed, we start new proposi.on projects with a sprint. The objec.ve is to very 
quickly build an ac.on plan for approaching and execu.ng your first pilot projects and 
sales, ensuring you’re not was.ng your .me and resources having the wrong 
conversa.ons.   

From here we can work with you to build rela.onships, create the materials you need 
for sales and marke.ng, execute pilot projects, define how to build your team, and 
make product itera.ons fast, based on feedback. 

We look forward to speaking early next week - in the mean.me don't hesitate to 
reach out with any ques.ons. 

All the best, 

Imogen 
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corporate rigour

Think Plan Thrive is a London-based strategic growth company.  

We work with people shaking things up in companies big and small, to 
develop ideas into people-centred products and solid, profitable businesses.  

Our approach is lean, collabora.ve and highly-prac.cal. We assess and 
priori.se through sprints and liKle experiments - then support prac.cal 
execu.on and growth. 

We work with FTSE 100s, the government and a wide range of startups, 
from pre-seed through to fast-growing scale-ups. 
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A quick introduction. 

Hi there
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Grow new propositions with confidence. 

Our approach to 
growth
Work with us to quickly uncover opportuni.es. Test and validate an 
approach to the market. Develop a strategy and tools for growth.

2. Sprint 
A validated action-plan.  

A collabora.ve, two-week sprint. 
We explore and priori.se 
opportuni.es through lean tes.ng.

1. Assess 
A tailored project approach. 

Rapid colla.on and assessment of 
insight - from client mee.ngs and 
research.

3. Grow 
Assets and action for growth.  

Follow-on projects to support your 
team where they need it in tes.ng, 
pilo.ng and launching your new 
product, service or experience.

4
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Building valuable relationships. 

Access to an expert 
network
We’ve built a network that allows us to gather top quality insight at 

short notice. We help you to build relationships with your target audience 
as we work. Leaving you with a fast-track to valuable conversations with 
the right people. 

For this project, key network partners may include:

Ada’s List WOF Carrie Birmingham

• Over 5000 senior 
professionals working 
in tech across the 
world. 

• Warm introductions to 
professionals running 
companies focused on 
innovation and tech.

• A global network of 
innovation-focused, 
very senior HR 
professionals.  

• As ‘influencers’ we are 
able to instantly 
message anyone in the 
network. 

• HR consultancy for 
both corporates + 
growing startups. 

• A wealth of insight and 
experience working in 
HR + connections to 
HR teams across the 
world.

5
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Initial thoughts. 

Assess: how we see your project

Problem Solu.on Market fit

Who’s it for? 

Challenges

• Workforce sickness costs vast due 
to lost produc.vity. 

• Early interven.on is key - but 
process doesn’t currently exist. 

• Companies currently don’t collate 
valuable data around sickness. 

• A way for employees to quickly 
self-serve relevant and 
important healthcare advice. 

• A way for employees to quickly 
communicate their condi.on 
and absence to HR. 

• Data privacy 

• Product support requirements - 
services, such as training, may be 
required to embed a new process. 

• Absenteeism carries significant cost. 

• Replacement workers are necessary - so fast 
response is a high priority. 

• The current solu.on is taking too much .me 
and frustra.ng the workforce. 

• Infec.on carries high risk. 

• Customisa.on for industry-
specific needs 

• Compa.bility with company-
specific devices and corporate IT

• Trends have appeared in rela.on to sickness - that, if validated, could unlock 
opportuni.es to improve produc.vity, reduce cost and increase general 
workforce health and wellbeing. 

We have built a high-level set of assump.ons based on insight from our conversa.ons with you and research into the market. 
Assump.ons around market fit and challenges offer a springboard to ini.al tes.ng and valida.on work. 

Caidr Fitnote will be a compelling solu.on 
for companies in which: 

• Workplace safety is a par.cular priority beyond normal 
standards, due to the nature of work. 
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An example. 

Assess: Train Operating 
Companies 
What we know 
• Train Opera.ng Companies lose tens of millions of pounds every year due 

to staff sickness causing cancella.ons. 

• Margins are extremely low and con.nuous improvement focused around 
produc.vity is a high priority. 

• Communica.on is a key pain-point for HR. 

• ScotRail lead the way by proving that reducing sickness absence and 
promo.ng wellbeing had a direct, posi.ve impact on passenger growth. 

What we don’t know 
• The key drivers of staff sick leave for individual TOCs 

• The HR team’s KPIs. 

• The barriers in process, culture and procurement. 
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An example. 

Assess: ScotRail challenge 

• A male dominated workforce and a “macho” 
culture made it difficult to get employees to talk 

about wellbeing.  

• Shi^ working is o^en cited as the reason why 
lifestyles are unhealthy.  

• Staff being based over a wide area, with some of 

their largest depots situated in remote locations.

• A workforce with an 80% majority of males, which 

had led to an entrenched “macho” culture where 
change was not readily embraced – and the 
promo.on of healthy lifestyles was not taken 
seriously.  

• In addi.on, the workforce was ageing - many of the 
staff stay un.l re.rement. 

• Sickness absence levels were high at 6.2% in 
2006/7. 

• Sickness was mainly due to musculoskeletal and 

mental health problems.

Problem areas

Key barriers
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• And a cross company wellness programme to drive change. 

“ScotRail delivers levels of performance above and beyond 

those set out in the original franchise agreement”  

- Transport Minister Stewart Stevenson. 

An example. 

Assess: ScotRail franchise extended

1. 
Enhanced reporting.  

to allow employees to report 
sickness properly. 

2. 
Addressed key healthcare issues 

off the back of the insight (like on-
site physio). 

3. 
Developed a wellness programme 

across the company - to drive 
change. 
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• A new wellbeing programme 
decreased absence from 6.2% to 

4.1%, in 2010. Saving ScotRail 

around £3 million /year.

• Growth leapt up 20% In the next year, turnover increased from £494.3m to £526.6m. 

• Employee engagement soared – with staff survey response rates more than doubled to 44%. First ScotRail received Investor in People accreditation. 

• Train punctuality and customer sa.sfac.on ratings reached record highs UK Passenger Operator of the Year at the Na.onal Rail Awards – and Scogsh Public 
Transport Operator of the Year. 

An example. 

Assess: ScotRail - validation

10

Short-term

Long-term
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Our approach 
to growth.
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Grow new propositions with confidence. 

Our approach to 
growth
Work with us to quickly uncover opportuni.es. Test and validate an 
approach to the market. Develop a strategy and tools for growth.

2. Sprint 
A validated action-plan.  

A collabora.ve, two-week sprint. 
We explore and priori.se 
opportuni.es through lean tes.ng.

1. Assess 
A tailored project approach. 

Rapid colla.on and assessment of 
insight - from client mee.ngs and 
research.

3. Grow 
Assets and action for growth.  

Follow-on projects to support your 
team where they need it in tes.ng, 
pilo.ng and launching your new 
product, service or experience.

12
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Grow new propositions with confidence. 

Our approach to 
growth 1. Assess 

A tailored project approach. 

Rapid colla.on and assessment of 
high-level insight - from client 

mee.ngs and research.

Product 
assessment
Product strengths, weaknesses, 

knowns and unknowns.

- Value proposi.on.
- Why does it maKer?
- Ambi.on.

Market 
assessment
Segment characteristics within 

each market. 

- Problem.
- Solu.on.
- Challenges.
- Market fit.

13
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Grow new propositions with confidence. 

Our approach to 
growth 2. Sprint 

A validated action-plan.  

A collabora.ve, two-week sprint. We 
explore and priori.se opportuni.es 

through lean tes.ng.

Define
Refine and prioritise 

opportunities. Create a 

specific focus that’s aligned 

to your objectives. 

Requires a short meeting with 

project leaders alongside 

research from us. 

Collaborate
Build an understanding of 

customer needs. Develop 

new ideas. Design creative 

experiments to test them.  

A workshop with the wider team 

to develop thinking and explore 

possibilities.

Experiment
Test with lean experiments. 

Get fast and impactful 

feedback and validation to 

refine the proposition. 

Lean online testing alongside 

face-to-face engagement with 

your target audience.

Priori.se
Increase your rate of 

success, return on 

investment by investing in 

the right activities.  

A workshop to analyse and 

prioritise results and create a 

growth plan everyone can get 
behind.

14
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Grow new propositions with confidence. 

Our approach to 
growth

3. Grow 
Assets and action for growth.  

Follow-on projects to support your 
team where they need it in tes.ng, 

pilo.ng and launching your new 
product, service or experience.

Business 
development
Business development 

approach and sales assets.  

BD strategy for building 
rela.onships and winning sales.  

Outputs: Pitch and sales decks 
that empower your team to 
communicate value proposi.on 
and benefits.

Marke.ng  
strategy
Create a marketing plan and 

assets.  

Targeted, impaclul and lean 
marke.ng plans, developed 
with your team.  

Outputs: Brand, website and 
marke.ng collateral. 

Pilot  
projects
Pilot project design and 

implementation. 

Pilot projects designed to 
deliver. Ensure a pilot 
matches client expecta.ons.  

Outputs: Design and 
implementa.on support to 
navigate client constraints 
and deliver success.

Product 
experience
Customer-focused product 

development.  

Focus on the most impaclul 
ac.vity, developing features 
through experience design 
sprints. 

Outputs: UX wireframes, design 
mockups and user tes.ng.

15
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In practice. 

What we need to 
make it happen
We work quickly and collabora.vely to make things happen. Our 
projects are designed to be lean. Following a sprint, growth projects 
can be run in parallel to accelerate your route to market. 

2. Sprint 
A validated action-plan.  

Time: 2 weeks. 
Price: £12,000 + VAT 
Requirement: Time with wider team - at 
least 2x3hrs. Iden.fied project owners 
with .me allocated for project ac.vity. 

1. Assess 
A tailored project approach. 

Time: 1 week. 
Price: Included in sprint costs. 
Requirement: Time with project lead.

3. Grow 
Assets and action for growth.  

Time: 1-4 weeks per project. 
Price: By project, not day-rate.  
Requirement: Project owners/leads 
iden.fied. Time allocated to collaborate as 
necessary.

17
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In practice. 

Sprint outputs

We will work with you collaboratively to: 
1. Priori.se 2-3 key markets as ini.al sales targets. 

2. Create an approach - and an engaging proposi.on tailored to each. 

2. Ini.ate sales conversa.ons with 5-10 priori.sed sales targets. 

3. Build go-to-market and execu.on plan to define the next steps in detail - 
including resources required and who’s doing what, when. 

4. Sign off next stages of support according to your team’s needs - for this 
project we would expect this to be building sales approach and materials 
alongside pilot project design.  

We evaluate next stages of support at the end of the sprint to ensure you are 
getting exactly what you need when you need it. 
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In practice. 

Sprint outputs

What
Value proposi.on.  

Your USP & key reasons to 
purchase.

How
How could you reach the market?  

In a test? In roll-out? 

What are the most cost-effec.ve 
and impaclul ways to do so?

Who
Personas within each target 
segments with the most promise, 
iden.fied in the sprint (e.g. team 
leaders, HR professionals). 

Where
Where will you promote your 
product? 

How could this differ between a 
market test and full roll-out?

Go-to-market Execu.on
Customer Approach

Who should you test & socialise 
this with?  

How can they be reached?

Resources required

What is required to make it 
happen (e.g. an email drip 
campaign; LinkedIn reach out; a 
website or sales deck).

Measures of success

How will this test be measured? 

‘What success looks like’ to enable 
project to move forward.

Owner

An agreed owner with 
responsibility for the execu.on of 
each test. 

For each segment iden.fied and priori.sed through the sprint ac.vity, we build your headline go-to-market and execu.on 
plan, so everyone is aligned on exactly what’s required to approach the market opportunity, quickly and efficiently. 

+
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Our work.
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The Minister for Disabled People presented us with a problem: how can a 
small public sector team create impact for disabled people through innova.on 
investment?  

Working with the Minister and the Head of the Office for Disability Issues, we 
ran a collabora.ve design sprint to uncover challenges and opportuni.es. 

The result was OpenLab. An ac.on-led group we’ve grown to 250 
influencers, including FTSE 100 CEOs and VCs, entrepreneurs and disabled 
people. Now a thriving community, we work with them to develop 
experiments, test ideas and tackle 'par.cipa.on' challenges with the Office for 
Disability Issues at the centre, connec.ng and enabling. 

The community has already had some great success stories in it’s first year 

of development: it has not only crea.ng a sense of empowerment, it is 
crea.ng new, award winning businesses and significant, much needed posi.ve 
PR for the DWP.

“A sense of possibility and enthusiasm 

characterised Think Plan Thrive’s approach to 

the work we did together on OpenLab. They 

took time to understand the nature of working 

in a large government department, applied 

their creativity to helping us find solutions and 

- equally important - were fun to work with.” 

21
- Catherine Nalty, Head of the ODI, now Director of Transforma.on at 
the Cabinet Office.

250 influen.al members, 
including FTSE 100 

CXOs, campaigners, VCs 
and startup founders.

4 new businesses 
created and 3 awards 
won, including a £50k 
Design Council grant.

Significant PR ac.vity 
including Parliamentary 
events and coverage in 

The Times and Guardian.

Case studies. 

The Department for 
Work & Pensions.
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Santander’s Head of Customer Experience presented us with a challenge: 

how can Santander get millennial customers to buy just one more product 
from their porlolio? 

We tackled this challenge with a large-scale variant of our sprint process - 

called Challenger Lab. We worked with Santander to develop a specific, 
measurable and prac.cal topic. We brought leaders from Santander together 
with entrepreneurs from the Founders Factory and MBAs from Imperial 
College to work together on the challenge. We guided groups through the 
sprint process to uncover insights, develop ideas and create micro-business-
cases for experiments.  

For Santander, it uncovered new possibili.es by working directly with a target 
audience. For their people, a chance to learn new skills in an inspiring 
environment and meet new talent (it also resulted in a hire).  

For the Business School it provided insight into how Silicon Valley startup 
techniques can bring huge value into corporate environments. They have 
commissioned 4 more Challenger Lab events in the next year.   

“Challenger Lab gave us fresh new 

perspectives on our business and our market. 

Through the lens of millennials, we see how 

there’s huge opportunity for the bank to 

change how we build our propositions, 

marketing and messaging to target their 

specific needs.”
22

- Sabrina, Santander. 

40 people. 2 Days of 
fast-paced workshops. 8 

well-researched & 
validated experiments.

5 new proposi.on and 
campaign ideas taken 
forward across lines of 
business in Santander.

Our average sa.sfac.on 
ra.ng from sprint 

par.cipants.

Case studies. 

Santander & Imperial 
College.

4.8/5 5
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The Design Council came to us looking for ways to increase the impact of 

their accelerator programme.  

This year, we’ve helped them to beKer define ‘success’. We’ve helped them 
deliver it too, through an improved programme that puts customer-focused 
development at its heart. 

We develop their syllabus and support, using many of the techniques we use 

in our day-to-day work with startups and larger companies. We deepened 
idea development and valida.on, lean marke.ng and commercial teaching and 
support to to deliver beKer results against their KPIs of fast product launches 
and sustainable business. 

The result has been remarkable. Feedback from our customer-focused 
business design modules has been higher than any other that’s run over the 
last four years. It’s improved general sa.sfac.on across the programme too. 
But most importantly, it’s improved the percentage of businesses funded 
through the scheme, and their prospects for growth following it. 

Think. Plan. Thrive. helped us build a go-to-

market plan tailored to our company and 

product. Their open, pragmatic and intelligent 

approach and their understanding of 

customisation stand apart from other 

consultancies. Their work has allowed us to 

grow faster than we ever thought possible. 

23

Ming, Founder Tangi0.

Improvement in 
sa.sfac.on of 

programme delivery.

Average feedback score 
from our business sprint 

modules.

Businesses funded 
through the scheme.

Case studies. 

The Design Council: 
Spark Accelerator

93%4.7/580%
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Our work with startups ranges from pre-seed idea development and 
valida.on to lean marke.ng, raising investment and growing businesses 
through A round and beyond. We’re sector agnos.c, because we believe 
that good ideas are universal - and that there’s a lot to be learnt from 
other industries. 

Across is a sample of current projects we’re working on with high-growth 
businesses. These are high-level to respect our client's confiden.ality -  
especially important for start-up businesses raising capital - but we would 
be very happy to expand on these case studies face to face.  

Disrupting business models. 
• We’re redefining private members clubs. Our work has uncovered 

powerful niches that differen.ate our clients brand from everything 
else on the market. 

• We’ve developed a robo.c wheelchair. It not only breaks the mould as 
a product - we’ve also built a unique model and market approach, 
focusing on a long-term strategy for scalability of the technology.

Building traction for tech businesses. 
• We’ve helped a clean-tech startup to prime a market for disrup.ve 

technology by developing a prospect nurturing programme for 
business development.  

• We’re helping a BlockChain powered SaaS startup to tackle workplace 
misconduct. Shaping strategy for growth, messaging for marke.ng 
while raising a mul.-million dollar seed round. 

Lean marketing & growth. 
• We’re helping a virtual reality startup to develop a community of 

advocates through cost-effec.ve grassroots, inbound marke.ng.  

• We’re helping “the Airbnb for the higher educa.on community” grow 
by developing ai-driven marke.ng campaigns, partnerships and 
technology integra.ons. 

Case studies. 

Our work with 
start-up businesses



X25

Thank you.
Think Plan Thrive is a strategic growth company. We work with 

people shaking things up in companies big and small to create 

people-centred products and solid, profitable business models - then 

bring them to life and to market. 

See more of our thinking and latest case studies on our website.

 
thinkplanthrive.com 
+44 (0)207 193 7924 

Imo Berman: Imo@thinkplanthrive.com 

Jared Ruddy: Jared@thinkplanthrive.com  

http://thinkplanthrive.com
mailto:imo@thinkplanthrive.com?subject=
mailto:jared@thinkplanthrive.com?subject=

