


ABOUT SCA



Connecting brands with 95% of Australians each week through FTA TV networks, 

national radio networks, online, social, mobile, out of home and unique one-off events

HOME TO AUSTRALIA’S LOVED BRANDS



2,500+ people based in over 58 offices across Australia 

• Highly creative and innovative teams 

• Some of the finest on-air talent in Australia 

• Strong, high performing Sales teams 

• Substantial Broadcast & Engineering expertise 

• Highly effective and progressive Support teams 

OUR PEOPLE



WHY DO A CULTURE AUDIT?

• Previous surveys had only measured staff satisfaction

• We have always been proud of our culture - wanted to gain a 

deeper understanding of our culture and it’s impact on 

performance 

• A strategic approach to improving employee engagement and 

organisational performance - to support our long-term 

performance and sustainability



STRATEGY MODEL

Strategy can be considered as an integrated cascade of choices. SCA needs to make clear decisions 

about what it will do and, just as importantly, articulate what it won’t do.

What is our 

winning 

aspiration?

Where will we 

play?

How will we 

win?

What 

capabilities must 

be in place?

What 

management 

systems are 

required?

Where we will compete: 

• Geographies, product 

categories, consumer 

segments, channels, 

The purpose of the 

enterprise:

• What are our guiding 

aspirations

The reinforcing activities:

• What capabilities that 

must be in place

• Our specific configuration

How will we out-perform our 

competition:

• Our value proposition

• Our competitive 

advantage

The support systems:

• Systems, structures, 

and measures required 

to support our choicesA Playbook for Strategy; Lafley, Martin & Riel, HBR, 2013



STRATEGY DEVELOPMENT PROCESS

Define 

Winning 

Aspiration

Situational 

Analysis

Frame key 

strategic 

questions

Analysis 

of optionsReview & 

challenge

Develop 

strategic 

plan

Finalise 

strategic 

plan

Communicate 

Strategy

Execute 

Strategy

Translating strategy into results will require both robust planning and structured 

strategy execution

Phase 1 Phase 2 Phase 3 Phase 4



SCA STRATEGIC FRAMEWORK

Winning Aspiration 

SCA’s long term aspiration (~ 5 year time horizon)

SCA Strategy 

Key decisions about where we will compete and how we will win (~ 2 year time horizon: FY18 & 

FY19). 

Major Project Groups 

Strategic initiatives to transform the 

business 

SCA Values 

Guiding 

principles for 

our people

Departmental Business Plans  

Localised strategies aligned to corporate 

strategy responding to specific 

circumstances 

M&A

Strategically 

aligned 

transactions

Financial Budgets and Operational Plans

Detailed annual documents detailing key activities, budgets and targets 



STRATEGIC VISION - WINNING ASPIRATION

SCA is an entertainment company that seeks to deliver market 

leading value creating brands. 

Leveraging off our core competencies we provide content and 

insightful services that bind communities together to facilitate 

rewarding interactions. 

As a result SCA will be the preferred entertainment company in 

our markets.

“

”



SCA CORE COMPETENCIES & KEY ATTRIBUTES

Three core competencies particularly stand out for SCA:

What 

makes 

SCA?

• Localism: SCA prides itself on its strong regional

infrastructure consisting of local sales and content teams.

This enables SCA to build personal relationships with

clients and create content that is meaningful and relevant

to communities.

• National reach: Through SCA’s various licenses and

distribution platforms it is able to reach and engage with

95% of Australians. SCA is able to leverage off this reach

to promote and amplify its various initiatives.

• Brands: Along with its strong corporate identity SCA has

developed an ability to create strong heritage brands that

are unique in their market places. They evoke a strong

loyalty from our audience/clients and can be used to enter

multiple market places simultaneously.



DELIVERING OUR STRATEGIC CHOICES

Our People

Insights

Localism

National Reach

Brands

Sales Coordination
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Rationale

Without our people taking the initiative and showing the courage to make changes 

in the way SCA does business the strategy will fail. 

In order to compete in a world of in-depth consumer insights, SCA will develop personalized products 
that drive consumption and allow SCA to develop rich consumer insights. 

Providing localised content that enables our clients to connect with communities will continue 

to set SCA apart from all other Australian media & entertainment companies. 

SCA will maintain its national reach and where appropriate complement it with acquisitions.

The focus for the next two years will be on stabilizing our primary and secondary brands.

SCA will maintain a focus on continuous improvement  and development.

SCA will prioritise the development of 3 competencies to ensure the delivery of our strategic choices
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SCA’s First Culture Audit Results – Oct 2016 

12



©2015 Human Synergistics International. All rights reserved. Research and development by Robert A. Cooke Ph.D and J. Clayton Lafferty Ph.D

To what extent are there daily examples of 
the value ‘we collaborate’?
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What’s the profile of our Senior Leadership?
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51 Respondents 

Describing 6 Leaders



WHAT DRIVES OUR CULTURE?



• Inspire our people about our future by engaging them and 
creating a culture where everyone can perform at their best 

• Build a high performance culture – that continually evolves  

• Communicate openly, honestly and regularly

• Utilise OCI tools to:

Enable – Measure – Learn – Improve

PARTNERING WITH HUMAN SYNERGISTICS



Culture defines the qualities and personality 

of any organisation and can be the most 

valuable asset you own. 

It must be treated with respect and should 

continually evolve to ensure it remains 

appealing to your people and attractive to 

your existing and future customers.

“

”




