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THE ENGAGEMENT CANVAS.. roicr oRaaNIsATION oare
1. BACKGROUND 2. PURPOSE 3.SCOPE 4, OVERSIGHT
What has led ta this project being proposed? Wiy do this? What are the desired outcomes? What is nd is not under consideration? Who will oversee and be accountable for this project?
5. PEOPLE 6. INFLUENCE
What s your organisation's role and why? Who are your partners? Wh are the key groups interested in this issue? what level of influence will people have in this engagement?
7. METHODS
Whot methods will you use fo engoge and communicate?
8. TIMELINE
What is the timeline for your key milestones?
9. RISKS 10. EVALUATION 11. CONTINUITY 12. RESOURCES
What could prevent your desired outcomes? Wy evaluate? What resources can you dedicate to ‘How will you continue ta engage ofter the project ends? What budget, people and resources are avoilable right now?
evaluation? Whot efse do you need

mA19ulnan The Engagement Canvas ﬁ https://www.businesslab.co.nz/engagement-canvas-guide
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Surprising Referral Marketing Statistics

Frontlines sales
reps agree that
referrals are the
best leads for

Companies with
formalized referral
programs experience
more revenue

B2B decision
S makers start
the buying

process with
areferral

More likely
to buy when
reffered by
afriend

People trust
referrals from
people they
know

(3[VaR

your business

X
—

The
Lifetime
Value for
new referral
customer is
higher than
non-referrals

SUCCESS

Customers
who visit
areferral
page take
action

Consumers are
willing to refer
after a positive
experience

® https://ascentiumcapital.com/resources/blog/ascentium-capital-blog/2019/08/13/6-step-roadmap-to-drive-

revenue-with-referrals

® https://www.nielsen.com/us/en/press-releases/2015/recommendations-from-friends-remain-most-credible-form-

of-advertising/
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