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Foreword
Welcome to the Peak15 Strategic Plan.
It has been 3 years since our last Strategic Plan
was produced and the world looks a very different
place. As, indeed, does our organisation! It won't
have escaped your notice that the Ashcroft of old
has been rebranded and we now operate as
Peak15.
It has been a difficult time. For almost half of the
last 3 years we have been operating in a global
pandemic. Covid-19 cruelly restricted the way we
normally work. The people we support had their
movements restricted and their lives curtailed
whilst office staff were consigned to home
working.
But the world keeps turning. And out of darkness
often comes light. We've witnessed countless
extraordinary acts of kindness, innovation and
leadership.
"We think Peak15 handled the pandemic in an
outstanding manner which kept everyone as safe
as could possibly be managed during such
extremely difficult times." Family member
We've seen leaps in our use of technology, which
has meant we've 'Zoomed' our way through
meetings and social discos.
We also 'Zoomed' our way through this strategic
planning process and virtually whiteboarded with
groups across Peak15. It was truly wonderful to
see groups of our staff and the people we support
get together to work on a shared vision for
Peak15.
A special thank you to those family members who
were able to join us for a Family Event - the views
of our families and friends are vitally important to
us. We have always strived to be a completely
open and transparent organisation and it was
great to hear what you thought we were doing
well and could maybe improve on.

business heading?' And 'Where do we want it to
go?' Some of those things we can influence, some
we can't. But it is about being prepared, building
resilience to secure our shared future and
ensuring our business operates at its 'Peak'!
It has been exciting to review our current position
against the plan we put together 3 years ago and
to see how we have performed against our goals.
And it is always exciting to think about the
future.
We have long been committed to constantly
challenging the way in which we operate, not just
within the confines of our organisation, but in the
wider world as well.
We know that Social Care is in desperate need of
reform. To be fit for purpose it must change
everyone's life for the better. So it excites me to
tell you that at this very moment we are colaunching a programme called:
'Reinventing
Social Care'.
www.reinventingsocialcare.co.uk
This is a collaboration across more than 15 social
care organisations across Surrey with a sole aim
to drive forward the debate about the future of
Social Care and ensure the very best for people
connected with it - both for the people it serves
and the people who work within the industry. I'm
excited to see how it develops.
But back to this Plan. It marks a significant shift
from its predecessor. We still aspire for the
people we support to achieve good outcomes,
but we are now starting to look beyond our
walls, to shape the lives of people with learning
disabilities more widely and to influence social
care reform.
We are becoming a campaigning organisation
(more on that later). We will never be static. We
will dream, we will aspire and we will innovate
to ensure that we always give our best.

So what is Strategic Planning?
This Plan is for everyone.
The Strategic Planning Process is designed to allow
us to step back from our day-to-day
responsibilities and ask ourselves 'Where is the

Thank you for reading.

D a v id H o l
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The Peak15 Mission
WHY WRITE A MISSION
STATEMENT?
A Mission Statement is a way for us to
communicate our corporate objectives. It defines
what we are here to do.
As a group we studied our last Mission Statement
produced in 2018 and felt that on the whole, it is
still fit for purpose. Our general ethos and 'raison
d'être' have largely remained the same.
However, we did feel that there has been a subtle
shift in our approach. There is a new confidence. A
desire for Peak15 to lead the way, take a front
seat. We have become more ambitious as an
organisation - ambitious to drive forward greater
change in Social Care. To demand better for the
people we support. To be brave innovators,
instigators and agitators.

Our Mission

We will:

Advocate passionately and confidently for the
people we support, our staff and our values.
Bring maximum innovation and creativity to
campaign for everyone to have the opportunity to
live a rich life of real purpose, whatever that
means to them.
Nurture a high-quality team of outstanding
people with strong values and progress forward
with complete unity of purpose, challenging the
status quo.

To be a campaigning organisation
We have amended the Mission Statement to
reflect these things. A Mission Statement may be
'just words' to some, but for us it very clearly
represents what we want Peak15 to be.
We believe that meeting the fundamental
standards of social care should be a given. People
should be safe, treated with dignity, safeguarded
against neglect and have a high standard of living.
But we also believe that social care can be much
more than this.
We believe that the right people driven by the
right desires and enabled to be the best they can
be, can revolutionise lives. We no longer want to
sit back and 'do things because that's how they
have always been done'. No, we want to take a
seat at the table - wherever that table is - and
lead the way. Fight for what we, as an
organisation, know to be right.
And we are only just getting started....

"There's a way to do it
better - find it."

Thomas Edison
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The Peak15 Values
What are values and what do they mean?
Values are a set of guiding principles that cascade
throughout an organisation. They are the core beliefs,
the philosophy we all share.
As part of the re-branding process at Peak15 we
wanted to represent our values visually so each of our
7 core values has been given a colour, an image and a
word that we associate with that value.
The reason for doing this is much more than 'marketing
fluff'! We want our values to sit front and centre for
all to see, to ensure that there is clarity both within
and outside the organisation about what Peak15
stands for and what we believe is important.

We constantly reinforce these values - through our marketing, through our recruitment
process, through our training and through our reward and recognition processes. This will
ensure that everyone at Peak15 lives and breathes the values that are important to us.

OUR VALUES
EMPOWERING

To promote personal growth and independence, achieved through
learning and development, empowerment, enablement and the
promotion of self-belief.

SUPPORTIVE

To show commitment to all our people.

PURPOSEFUL

To be brave and passionate, pursue excellence in all that we do and
deliver great user-led outcomes.

PROGRESSIVE

To strive to enjoy the pursuit of our mission, for its own sake and
through celebrating the achievement of excellence.

COLLABORATIVE To be honest, open and to build relationships based on trust.
JOY

To take and generate pleasure and contentment in all that we do, for
its own sake.

INNOVATIVE

To strive to always find a better way and challenge the status quo.

We commit to reinforcing these values throughout the organisation. To do this we will:
Communicate the values visually, ensuring every employee understands what they mean
and what is expected of them.
Use the values to underpin our recruitment: we aim to recruit people based on their
demonstration and understanding of these values.
Ensure the values are a key part of our appraisal process and that performance (and
reward) is based against the demonstration of these values.
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Peak15 People and Culture
We can't go too far without talking about our
Peak People
An organisation is nothing without its people. Here at Peak15 we
have a group of outstanding individuals filled with drive, vision
and purpose. Our Pride. The Pride of Peak.
This is not just a job. It can’t be. The Peak15 team is made up of
amazing people who go above and beyond. Every day they strive
to provide something ground-breaking. Something unique.

This exceptional team is bursting with get-up-andgo. You have to be spontaneous and flexible in this
job - no-one quite knows what's going to happen
every day. We know that there is a responsibility
attached to what we do and sometimes all it takes
is a different way of looking at things to become a
problem solver. It’s not about whether we can do
something.....it’s more about what can we do? What
can we change to get the best result?
This team works as a team. There is a sense of
collective responsibility and a distinct lack of ego.
They display exceptional empathy and creativity
because they know how important it is to be heard.
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Our culture is precious, we must nurture it
The sum of these things make up the Peak15 culture, a
culture which drives our common purpose for good.
We know how valuable and important it is. We cherish
it and protect it.
We also recognise that as a team no-one's got it all
figured out and it would be wrong to assume we have.
We’ve all got something to learn, individually and as
an organisation, and because we never see ourselves
as the finished product it means we can continue to
grow, learn and innovate alongside the people we
support.
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A campaigning organisation
"If your dreams don't scare you, they are too small"
Richard Branson

Campaigning is about creating change. It happens when a group (or an organisation) collectively
identify with an issue and want to come together to do something about it.
Campaigning is not inward looking - it looks to mobilise public concern. It seeks to educate, motivate
and empower people to act. It unashamedly desires to influence those around it purely for social
good.
Whilst putting together our strategy for the coming years, it became clear that Peak15 identifies with
this philosophy. In 2018 our Strategic Plan took a more business focused approach. We wanted to
improve the lives of the people we supported, absolutely, but looking back we were somewhat
constricted by what had always been done, what was expected. The organisation was full of good
people, doing great things but how clearly were we articulating 'WHY' we do it?
Now, during the process of gathering the thoughts of many people connecting with Peak15 it became
clear that there were many reasons people did what they did. But fundamentally there is an open,
giving and authentic culture across Peak15, staffed by people full of passion. An organisation stuffed
with people who have ethics, energy and empathy. People who know why they do what they do and
want to do it even better.
As you read through this Plan you will see the subtle shift in direction and this has become our 'why'.
It is why we do what we do that will drive how we do it and finally what we do.
Choosing the right people to move our vision forward is critical - a campaign can't be won
by one person alone. Our people come together as one team, The Peak Pride. They are our
future.

EDUCATE

MOTIVATE

EMPOWER
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First, let's reflect...
WHEN PLANNING IN 2018 WE SET THE
VISION....

WE IDENTIFIED SIX KEY AREAS OF FOCUS:
Staff: to recruit, retain, develop, advance, praise
and reward talented, value-driven people

We aspired for Ashcroft/Peak15 to be an
organisation of which we were all proud. And
we wanted to have achieved the following:
People-led services
The people we support fulfilling ambitions
and achieving long term goals
Brave, passionate, talented, highly trained
and value-driven staff
Innovation and creativity visible everywhere

Outstanding Leadership: develop strong and
capable Managers, to empower all people to
play a leadership role and to stimulate
innovation and creativity
People Led Services: Plan for the long-term to
ensure that people are supported to develop the
skills needed to maximise independence

Several of our services rated Outstanding

Enriched Lives: Close the gap between people

Developed or acquired several new services

with learning disabilities and other citizens

Supporting over 200 people
Staff team grown to over 350

Organisational Resilience: build organisational

Employer of choice in Surrey/West Sussex

strength and resilience

Few staff vacancies and great staff
retention

Progressive Development: be at the forefront of

A reasonable profit with steps taken to

the sector, with progressive models of care and

ensure our resilience

support, effective processes and enabling
technology
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LIVES

ENRICHED

STAFF

...on our past aspirations

We are recruiting excellent staff through
an improved value-driven process

We have made great improvements to our
housing stock

We are retaining more staff

The Butterfly Project is enriching the lives
of those connected with it

SERVICES

We have supported people to develop
fulfilling relationships

PEOPLE-LED

OUTSTANDING

LEADERSHIP

We achieved an excellent 'Investors In
People' report and have developed some
strong and inspirational training

We are seeing positive and innovative
management from the Service Managers

We have seen extraordinary innovation
during the pandemic

There is innovation visible everywhere at
every level

There is some focused skill development
taking place

PROGRESSIVE

ORGANISATIONAL

DEVELOPMENT

Some good examples where we are
maximising the independence of the PWS

RESILIENCE

Strong leadership is shown by the
Management Team

The last 3 inspections have been rated
OUTSTANDING a significant achievement
for all concerned

We have progressive models of care and
have driven forward The Big Life Adventure
planning and development framework

There has been prudent growth - we have
grown steadily and new businesses have
integrated well

We have implemented enabling technology
across the organisation

We have successfully rebranded and are
positioning ourselves as a Challenger Brand

We have supported people to work
remotely and recruited in-house IT
support
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Reviewing our organisation
We undertook a detailed SWOT analysis to enable
us to take a snapshot of the organisation in its
current state. It has helped us to understand the
stepping stones to success or the pitfalls to avoid.
It involved taking an HONEST look at the business
(confronting the brutal facts!) and leaving egos at
the door.
The 'SW' part of the SWOT analysis looked
INTERNALLY (within the organisation) establishing
what the Strengths and Weaknesses are.

STRENGTHS - are the things that we think we do
particularly well. They are the integral parts of
our organisation - what makes us tick? What sets
us apart?
WEAKNESSES - what don't we do so well? What
could we do better? This will help inform our
planning and allow us to focus on the things we
need to change.

The 'OT' part of the analysis looked EXTERNALLY.
We assessed our external environment in order to
understand
those
situations
outside
our
organisation which we are not able to control and
may affect how we do business (either positively
or negatively).
An organisation needs to understand what
possible opportunities and threats may arise from
Political, Economic, Social and Technological
sources. It requires keeping an eye to the future
and it is useful to ensure we undertake a level of
preparation within our planning.

OPPORTUNITIES - are the things that may
positively impact on our business in the future
and may allow us to capitalise positively.
THREATS - are likely to be outside our control but
by thinking about them we can ensure we have
contingency plans in place.

WE BUILD
ON OUR
WE TAKE ADVANTAGE
OF OUR

STRENGTHS

OPPORTUNITIES

WE PROTECT
AGAINST OUR

THREATS
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WE SHORE
UP OUR

WEAKNESSES

The Peak15 Strengths
These views have come from a collaboration across the business, including from the people we support and friends and family.

Our Philosophy

Our Staff

Peak15 is a place for
passionate people who are
always striving to be better
with the confidence to
question how things are
done. It is a progressive
organisation - always keen
to grow, to change, to
become better. We are open
and outward looking with a
clear sense of identity and
always striving to learn.

The people who work at Peak15 are fully focused,
committed and adaptable. Our staff team is currently
the best it has ever been and people tell us they feel
valued. The recruitment process is brilliantly identifying
the right staff with the right values. There is a sharing of
ideas, peer-to-peer mentoring is effective and there is
real cross-collaboration across the services. Our
Manager's display inspirational work everyday. The
response shown by all staff to the Covid-19 Pandemic
was inspirational.

Our Organisational Structure
As an owner-operated business we are not beholden to
shareholders and don't seek to profit-maximise. This
stability allows us to be consistent over a long period of
time and to put our people and their experiences first. It is
widely felt that the leadership structure works well and is
accessible, open and inclusive. The support functions within
the Head Office are considered to be clearly defined and
allow front line staff to do their job well. And the Peak15
seed businesses (i.e. Peak15 Property) provide a real
advantage.

Our Desire for Innovation
Peak15 has a strong reputation and has built on that in
the last 12 months. We have a commitment to developing
new ways of doing things, like The Big Life Adventure. Our
last CQC inspections have highlighted our innovative
approach in particular.

Our Brand and Communications
We now look much more professional as a company. Our
communications are well-considered and we go above and
beyond what people expect to be provided with. The
regular, open and transparent communications from David
have proven to be an effective way for people to feel
informed and involved, particularly for families.

Our Diversity
There is a cross-cultural respect in the organisation which
leads to a real level of integration.

Training and Development
Our training is generally considered exceptional and very
effective. Our support workers tell us it is straightforward
and taught well.

"The staff really fight her corner"
"The staff are getting to know J by peeling back the
layers of his personality"
"There is real emotional support from staff"

Our People
There are no egos at Peak15. People are down to earth
at every level and all people are seen as equal.
Relationships are real and there is a strong sense of
teamwork. People support each other because what we
do is difficult and we can't do it on our own. Groups such
as the Employee Forum are designed to give everyone a
voice.

Our Behavioural Work
We are committed to supported people with complex
needs and don't shy away from risk. We support people
with very difficult backgrounds and do so without
judgement and with compassion.

"Within the last year her self-confidence and making
independent decisions about lifestyle and family
activities has grown"

Our Services and Environments
We are committed to privacy, dignity and promoting
independence. Our services aren't just 'fit for purpose',
they are finished to a high standard which has a positive
impact on everyone within them.

Technology
We have become much braver with our use of technology
and this has proven invaluable during the pandemic. Our
collating and sharing of information has become much
more solid and has allowed us to support people much
more efficiently.
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The Peak15 Weaknesses

These views have come from a collaboration across the business, including from the people we support and friends and family.

Support models

IT support

We still might be a little risk averse. We don't see
universally excellent outcomes - there are still gaps and
closer inspection can identify those issues. We should push
the 'no-limits' idea more from the start and ensure we
consider the 'smaller steps' to an outcome.

We require dedicated IT support to assist in training,
devices and implementation. Some of our staff across the
Services reported feeling overwhelmed by the new
technology and needed specialist help. We must also
ensure we keep up to date with developments and new
tech - are we on top of everything being offered in the
marketplace? (Although we need to be mindful that there
is a risk of 'lazy' shortcuts and bad practice in technology).

People We Support (PWS) involvement
There is a real desire for the PWS to be more involved in
leading their care and support along with recognising and
celebrating their achievements.

Staff (pay and benefits)
We don't pay people what they are worth. Not all staff are
aware of the additional benefits available to them and
how to access them.

Staff (training, development)
We need to better define the roles the staff do (adopt a
whole new terminology?) and ensure we remove any old
fashioned language (i.e. supervision). We must give people
opportunities to develop and progress. We could look to
give more responsibility to support staff through the use of
Champion roles and specialism and ensure we nurture
career development.

Technology
We need an urgent review of the WiFi and remote access
throughout our services - do we have the structural
capacity to bring that up to speed? Also how can
technology support a more 'can-do' approach across our
Services?

Resource Limitations
We often don't have the time, structure, budget and
capacity to put the improvements identified in place.

The Peak15 Office Environment
The Peak15 office space is long overdue a freshen up not just for aesthetic reasons but to offer the right space
for the right purpose (counselling, break-out rooms,
storage, outside space, Big Life resource).

Corporate Structure
Mental Health Support
It was acknowledged that although Peak15 has put time
and effort into launching a 'Mental Health Champions'
group it's sometimes hard to access that without fear of
judgement.

Internal Communication

Peak15 is growing and due to the ongoing development of
the seed businesses we need to revisit how governance
works, how the Senior Leadership Team looks and ensure
there is clear organisational accountability.

Corporate Leadership

There is a real need for an internal communication tool like
an intranet site or (even better) an employee app. We need
to ensure internal communication is consistent and regular.
Our families would like more consistent information and
maybe a better idea of where to access information. We
should include the PWS more in our communications and
ensure they have a voice.

The Board works effectively together but has been
predominately firefighting during the Covid-19 crisis.
Important to now ensure there is an ownership of the
objectives that come out of the Strategic Plan that are
then appropriately cascaded down through the
organisation. Also ensure we use the financial information
available to be more strategic and drive forward
decisions. The bar has become higher and we must move
with it and protect against complacency.

External Communication

Legal & Compliance

We need to ensure our external communication is further
developed to be more interactive and have relevant, up-todate and downloadable information for every Service.

We need to ensure we are compliant and legal around
GDPR and Information Governance. Also understand
Health & Safety requirements. Should we outsource, take
on additional resource for this?
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The People We Support
We held a focus group with volunteers across Peak15 to obtain their views about the things we were doing well, and the things they would like to see more/less of.

"The staff are great - they are a well-organised team and very down
to earth. They never make you feel that they are superior and I love
how they 'mentally' hold my hand rather than 'physically'"
Focus Group Member

DOING WELL

ROOM FOR IMPROVEMENT

STAFF
On the whole, people really like the staff that work
with them and feel they give them choice,
independence and privacy when requested.
They also have a lot of time for the wider staff team
and Head Office staff - they feel they know what
everyone does and who they could come to if they have
a problem.
People also feel the staff teams have improved
recently - staff are around for longer and it feels more
settled and easier to build trust.

HOUSING DEVELOPMENT
People feel that it would be great to have more
options for Peak15 housing - i.e. if you don't want
to live on your own and don't want to live in a
large houseshare - maybe an option for more 2bed places?
People are also keen on the idea of having their
own sink or en-suite where possible.
It is also felt that new technology in the homes
(i.e. Alexa, Ring doorbells) would make life easier
and allow more control and privacy.
Integral to that, is investment in WiFi and ensuring
that is up to speed across the houses.

HOUSING
People generally like where they live - they feel the
houses are in good decorative order and they like the
access to open space and town centres.
TECHNOLOGY
There is an overwhelming appreciation of the better
use of technology, particularly the Zoom discos! It was
considered an unexpected upside of the pandemic that
people can now access parties and meetings with ease
and without support.
SOCIAL GET-TOGETHERS
The social side of Peak15 is something really valued by
the group and sorely missed in the current climate.
There are lots of ideas about big parties and BBQ's,
once we are allowed!
PEAK15 INITIATIVES
There is lots of support for The Big Life Adventure and
people enjoy being part of the focus group for that.
There is also an appreciation for the new brand - it is
felt that Peak15 is an organisation who knows where
they are going!

STAFF
There is a feeling that people would sometimes
like more control over who their key worker is,
particularly for certain things.

WHAT WOULD EVERYONE LIKE TO SEE
IN THE FUTURE?
A MASSIVE PARTY/AWARDS CEREMONY!
There is an unanimous desire for more get-togethers.
There are lots of ideas about how that might happen
(an annual black-tie ceremony was very popular!)
There is also a real desire for the PWS to be able to
recognise, nominate and contribute towards the
everyday goings-on at Peak15. To be more involved in
focus groups, to have more of a voice in
communications and social media and to be able to
celebrate achievements across Peak15.

It is an interesting shift-change from the previous Strategic Plan. It now feels that independence, privacy and big
ambitions all (rightly so) feel the norm. Now there is a real desire to get involved more in life at Peak15. And to
meet, greet and socialise across Peak15 as much as possible.
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Opportunities
There are currently 1.48 million people working in Social Care over
38,000 settings. Overall it is worth £43 billion to the economy.
And there are 1.5million people living in the UK with a learning
disability.
Most data suggests sustained growth in the need for social care services.
These are some of the opportunities considered by Peak15 as important
to the future of our organisation.

OPPORTUNITY

WHY

WHAT IT MAY MEAN

PEAK15 - A
CHALLENGER
BRAND

Use our platform for the greater good direct the narrative and drive forward
change.

Greater exposure for the PWS, our staff and the
industry to challenge misconceptions.
A voice on the public stage to promote doing the
right thing.

THE POSTCOVID
WORLD

Covid-19 has accelerated some changes
in the social care industry and the way
we work. There is a more favourable
public perception of Social Care based
on these recent experiences.

More sympathy of the work that social care
professionals do.
Better technology and use of that technology.
Flexible working and remote access for the people
we support.
Less competition in the marketplace.

GROWTH AND
DIVERSIFICATION

An increase in the requirement for
specialists in adult social care across
various different models.

PEAK15
TRAINING AND
EDUCATION

Peak15 is now an established 'learning
organisation', delivering outstanding
clinical training.

An opportunity for taking the Peak15 model to
other geographical areas.
Look into other sub-sectors of social care (i.e.
specialist children's care, retired community,
respite).
Transitional Supported Living is a relatively
untapped area and it is good for society and good
for support hours.
Deliver training to other providers.
The Education sector could offer up new
opportunities for us.
Become the 'face of outstanding' - help other
organisations with CQC inspections.
New demographics and opening up new routes to
market.
May allow us to become profitable and thus support
staff better.
A BLA 'shop front' offering visibility and accessibility.
BLA into colleges, training centres and other care
settings.

BIG LIFE

The Big Life Trio, specifically the Big Life
Adventure (BLA) has the ability to
revolutionise social care and become the
gold standard.

CONNECTIVITY

Emerging
opportunities
for
working
together across the Social Care sector.

Shared resource, shared voice, shared vision equalling
better results.

PWS WORK

Plenty of good examples of social
enterprise and innovative business ideas.

Shops, cafés, sale of goods and services.
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Threats
The operating environment for Social Care
continues to be challenging. Below are some of the
key threats and challenges we will face as an
organisation over the coming years:
Brexit
Isn't going away. There are very real economic
threats from Brexit. The cost of living may go up
and this will have a negative knock-on effect for
our staff and have budgeting implications for the
people we support. It will also impact on our
recruitment. It will be harder for overseas staff to
obtain a visa and we may need to apply for special
licences for people coming from abroad.
Covid-19
The pandemic has challenged every aspect of
working life. Although at time of writing the
vaccination programme appears to be success for
the UK there are still many unknowns. And a legal
requirement to be vaccinated in care settings will
negatively impact our staffing levels. We still don't
know what will happen over the coming months
and whether new variants will cause cases to
increase. And as a company we will have many
months of catch-up, ensuring people feel safe and
supported to get back into their routines
Recruitment
The workforce crisis in care continues unabated.
Even with high levels of unemployment we haven't
managed to fill all open vacancies and if we see a
rise in unemployment this may affect us further.
We may now see providers competing for the best
staff. It is crucial that Peak15 retains the excellent
staff that work with us and is able to focus on
developmental career pathways, ensuring people
move upwards if they are ready and want to.

Political
The 'wheel of fortune' regarding local authority
funding is a constant thorn in our side. There is a
big division between well-run and innovative
authorities and others. Sadly Surrey is a
challenging environment at the moment. Funding
constraints directly impact what we are able to
pay our staff. We expect more and more from our
staff whilst the cost of living rises.
We also expect to see the publication of the longawaited Green Paper on 'Adult Social Care' (an indepth review into how social care is funded)
although this has been delayed several times and
still no agreed date for this to be published.
Regulatory
We may see a change to DoLS (Deprivation of
Liberty Safeguards) to LPS which will put more
responsibility on the Managers with new
assessments and assessors.
Environmental
Changes in upcoming legislation may impact how
we can run our homes. It may require investment
in green initiatives such as more electric vehicles
which will require a large up-front cost.
Peak15 Reputation
As with any business, it's important that our
reputation remains strong as that ultimately
determines our future opportunities. Any negative
incident or damning report would be a threat to
our organisation.
Our properties
Some of our properties have an element of risk
attached to them particularly if they aren't Peak15
owned.
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Value Creation
.

Value creation across the three different touchpoints
(value for people, value for society and value for the
organisation) should be the primary aim of any business
entity. It is crucial to Peak15.
Value creation should be purposeful and responsible underpinned by an authentic and sincere relationship
between the 3 elements and aligned with the overall
objectives of the business.
Historically, there was a widely held view that people
with learning disabilities were takers from society. They
were excluded, less visible, less able to speak up for their
rights. This concept of being takers put people in a
position of weakness.
As a campaigning organisation we strive to use our
business resources to give visibility to the people we
support and ensure their voices are heard. We wish to
see this view flipped so that people are seen as
contributors.

Empower, support and enable Peak People to become fully integrated and
active contributors to society. Take every opportunity to add value and
change perceptions.
As an organisation we
will ensure we exercise
our social and corporate
responsibilities to the
max. We will create
organisational value
through:
1) the lives of the people
we support and therefore
enhancing our business
proposition and 2)
ensuring a strong
commercial presence
which allows us to grow,
be profitable and offer
more opportunities to the
people (employees and
customers) associated
with Peak15.
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People

CREATING
VALUE
Organisation

We aspire to see Peak
People participating in
society without
discrimination,
contributing
economically and thus
leading to greater
independence. General
society will therefore be
enriched and improved.
Through changed
perceptions of what
people with learning
disabilities can offer
society, it will overtime,
become richer, more
diverse, more tolerant
and more equal.

Society

Emerging Themes
Seven key themes emerged
strongly from our planning
process

PEAK15
A CHALLENGER BRAND
DRIVING
SOCIAL GOOD

PEAK15

PEAK15

WHERE PEOPLE

BRINGING

SELF-ADVOCATE AND

'BIG LIFE'

SHAPE THEIR OWN LIVES

TO LIFE

PEAK15

PEAK15

WHERE STAFF ARE

WHERE

VALUED AND

SURROUNDINGS

EMPOWERED

MATTER

PEAK15

PEAK15

REVOLUTIONISING

PRIMED FOR

THE WAY WE

RESPONSIBLE

TRAIN AND DEVELOP

GROWTH
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Peak15 - a place where...

WE ARE A CHALLENGER BRAND DRIVING SOCIAL GOOD
Where we are a campaigning organisation. With a
desire to educate, motivate and empower within the
social care sector. To be a force for good. To use our
resources, our creativity and our voice to innovate and
drive change.

STAFF ARE VALUED AND
EMPOWERED
Where we ensure staff are
respected for the role they do. To
see staff up-skilled and
encouraged to specialise within
their role, offering reward for that
extra responsibility.

PEOPLE SELF-ADVOCATE AND SHAPE THEIR
OWN LIVES
Where we ensure that Peak People have the
means, opportunity and platform to speak
up for themselves and express their
interests, wishes, hopes, desires and
aspirations. To ensure everyone understands
what that means and how it applies to them
and their lives.

WE BRING THE 'BIG LIFE' TO LIFE
Where we see the BL Adventure Trio changing the way individuals think
about their true wants and desires. To facilitate a myriad of opportunities
throughout all areas of life.

YOUR SURROUNDINGS MATTER
Where every property is fit for purpose, maintained to a high
standard and future proofed to consider the environmental
impact as well as being ready for emerging technology.

WE REVOLUTIONISE THE WAY WE TRAIN AND DEVELOP
Where we are at the forefront of a revolution around
diversity and offer truly exceptional and inclusive
training not just within Peak15 but externally as well.

WE ARE PRIMED FOR
RESPONSIBLE GROWTH
Where we ensure our organisational
resilience through diversification and
growth in our target markets.
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Our Strategic Objectives
It is important to define strategic objectives. They bridge the gap
between our vision and how we are planning to get there, and
they provide structure to the Management Team to allow them to
set departmental goals and the KPI (key performance indicators)
required to meet the goals.
A good strategic objective will align with one of the key themes
and priorities identified during the planning process. It will be
broad, it will have a 3 year implementation cycle and it will tell
the organisation what to focus on.
We have defined 7 strategic objectives to drive Peak15 forward
over the next 3 years:
1) Peak15 - A challenger brand driving social good.
Strategic Outcome: To increase the authority of the Peak15 brand. To be recognised as a campaigning
organisation and a beacon for social good.
i) Leveraging our culture, values and confidence to always challenge people to do the right thing:
through every touchpoint (Marketing, HR, Operationally) we will challenge, question and raise awareness
of what we believe to be right.
ii) Leading the wider conversation to challenge the status quo: Use our public profile to support and raise
awareness of the key issues with Social Care and actively engage with drivers of change such as the
Reinventing Social Care programme.
iii) Placing purpose before profit: ensure people have equal opportunity and equal access above anything
else.
iv) Building the Peak15 community voice and perception around societal contribution: direct the narrative
around how people who have a learning disability contribute to society and change perceptions.
v) Enhanced Brand Awareness and appealing to the hyperconnected consumer: Have a bold, progressive
and innovative branding strategy that uses digital disruption, effective story-telling and design-led
communications that speak to our vision. Develop a strong online presence and ensure our digital
strategy appeals to the new hyperconnected consumer as well as ensuring new social technology is
available to the people we support.
vi) Exercising Social Responsibility beyond our boundaries: develop a corporate and social responsibility
programme within the organisation.

2) Peak15 - Where people self-advocate and shape their own lives.
Strategic Outcome: To empower the people we support to advocate for themselves and live the lives
they choose.
i) Development of self advocacy across Peak15: to help people understand fully where, why and what
sort of decisions they can make and how they can assert their views.
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Our Strategic Objectives
ii) Progressing our support models and processes: to ensure that people have the opportunity to lead
their support as much as possible and continuously ensure that we have access to the best enabling
technology to do that.
iii) The Creative Use of Technology to promote self-advocacy: ensuring Peak People are far more
involved in leading their own support and shaping their own lives.
3) Peak15 - Bringing Big Life to life.
Strategic Outcome:
disabilities.

To revolutionise life opportunities and experiences for people with learning

i) Launching the Big Life Adventure: Finalising the research and technology development and then
launching a product of which we are proud across the organisation for testing. Furthermore, explore
commercial ventures to roll out the product externally.
ii) Radical Role Development and Training: Flip training on its head and launch a radical new training
solution focused around 'exploring the conversation' between Guides (especially trained support
workers) and the Adventurers (the people we support) simultaneously for maximum effect.
iii) Meaningful Opportunities: via the Big Life Opportunity platform, support limitless lives and open up
previously unexplored avenues for Peak People around employment and self-improvement.
iv) Social and Cultural: use the Big Life Events platform to provide diverse and limitless opportunities.
4) Peak15 - A place where staff are valued and empowered.
Strategic Outcome: To build high performing teams and leaders of real impact.
i) Recruiting and retaining the very best people: ensure we have the best people for the job and they
want to stay with us.
ii) Giving fair reward for a skilled and challenging role: challenge the funding of social care whilst
looking for ever-more creative ways to reward our staff. Celebrate the small successes and applaud
giving things a go.
iii) Reimagining the support worker role as enabler and teacher: let's no longer be constrained by old
terminology and out-dated ideas of what our people do - let's reimagine our own future and train as
appropriate.
iv) Effective Succession Planning: Ensure, as an organisation, people are really supported in their
career pathways and encouraged to develop their careers at Peak15. Support people to become
outstanding leaders.
v) Compassionate Leadership: foster an environment of listening, learning, encouragement, mutual
trust and respect. Strive to enhance the happiness and well-being of all those associated with the
organisation.
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Our Strategic Objectives
5) Peak15 - Where your surroundings matter.
Strategic Outcome: To invest
transformational environments.

in

high

specification,

i) Shaping our housing stock to be fit for purpose: times
change and we must change with it. The people we
support should have the freedom to access reliable WiFi
services and the appropriate facilities.
ii) Maintaining our properties to a high standard:
continuously audit and monitor our properties to ensure
good standards across the board and respond to
maintenance needs promptly.
iii) Minimising environmental impact and future proofing:
We commit as an organisation to consider the
environmental impact of everything we do and always
look for a more sustainable, 'greener' approach to our
housing stock.
6) Peak15 - Revolutionising the way we train and develop.
Strategic Outcome: Develop groundbreaking learning initiatives internally and externally.
i) Developing new and innovative training and development models: see a shift in direction for our
training from 'covering what needs to be covered' to areas of wider interest.
ii) Expanding training delivered to third-parties: become an accredited organisation that delivers first
class Peak15 training across various settings, ranging from general awareness and understanding of
learning disabilities to specialised academic thinking.
7) Peak15 - Primed for responsible growth.
Strategic Outcome: Ensure financial sustainability whilst balancing purpose with profit.
i) Making a fair reasonable return: sufficient to secure financial viability and facilitate future
development.
ii) Growing in target markets: through organic development and acquisition, because growth serves to
energise the organisation, provide opportunities and build organisational resilience.
iii) Continuing the diversification strategy: diversity provides options and protection and can add value
to the business, the people associated with that business and society as a whole.
iv) Expanding ownership: to build long term resilience and fair reward.
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Executing the plan
"However beautiful the strategy, you should
occasionally look at the results"
Winston Churchill

Managing the execution of the Strategic Plan ultimately comes down to the Chairman and Senior
Team. There will be clear accountability for each strategic objective. There will also be subobjectives, also with clear accountability. Each business unit will have a clear business plan that
links to each strategic objective.
For the plan to succeed, we will need to empower people within the organisation. The success of a
plan will depend on every individual understanding why we are doing something and how that
will ultimately benefit the mission. Communication will be key, as will the integration of our
values.
The actions and accountabilities will be linked fundamentally to the appraisal process that will
also be closely linked to our values and the realisation of those.
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Our future
Peak15 Vision Statement
"To be a driving force for true equality of
opportunity and social good"

BY THE END OF 2024
What is good for society is good for business and good for our employees.
We will be a respected and authentic campaigning organisation which speaks confidently and
proactively around our vision of exceptional social care, challenging the status quo and
accelerating purposeful change. Our branding will be exciting, dynamic and brave and will
speak to and support this vision, as will our communication strategy.
Peak People (the guys! the people we support!) will confidently advocate for the way they want
their life to be and be empowered to take leadership roles throughout the organisation to drive
forward change in the things that matter to them.
The Big Life Trio will have revolutionised the opportunities for people with learning disabilities
and will be publicly challenging conventional ideas of what can and should be possible. There
will be a central hub that allows people the opportunity to come together to research, meet,
plan and innovate.
The way we structure our staff teams will be completely different. People will be in roles that
are designed to empower them and the people we support. There will be greater emphasis on
specialism and up-skilling and we will find even more creative ways to reward our staff based
on their demonstration of the Peak15 values. Through this and an innovative recruitment
process we will have an exceptional value driven staff team and great staff retention.
We will have invested and developed several progressive new services designed to create value
for people for whom there isn't a suitable service at the moment. The majority of our services
will be rated Outstanding and all Peak15 properties will be fully tech-enabled.
Peak15 will be an accredited training organisation widely considered to be a leading authority
on learning disabilities and behaviour. We will offer several different training programmes both
inside and outside the organisation, one of which will be BLA specific and another will be a
structured development and support programme for Management.
We will have expanded the Peak15 offering into another geographical area and ensured our
organisational resilience and financial security through diversification and growth.
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Appendix
APPENDIX 1: OPERATIONAL PLANNING AND ACCOUNTABILITIES
STRATEGIC OUTCOME

1
To increase the authority of the
Peak15 brand - to be recognised
as a campaigning organisation
and a beacon for social good

STRATEGIC GOAL

ACCOUNTABILITY

1.1 Leveraging our culture, values and confidence to
always challenge people to do the right thing

DH

1.2 Leading the wider conversation to challenge the status
quo

NW

1.3 Placing purpose before profit

DH

1.4 Building the Peak15 community voice and perception
around societal contribution

NW

1.5 Enhanced Brand Awareness and appealing to the
hyperconnected consumer

NW

1.6 Exercising Social Responsibility beyond our boundaries

DH

And everyone!

2

2.1 Development of self advocacy across Peak15

MB

To empower the people we
support to advocate for
themselves and live the lives
they choose

2.2 Progressing our support models and processes

MB

2.3 The creative use of technology to promote self-advocacy

MB

3
To revolutionise life
opportunities and
experiences for people with
learning disabliities
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3.1 Launching the Big Life Adventure

AA

3.2 Radical Big Life Adventure roles and training

AA

3.3 Meaningful Opportunities

AA

3.4 Social and Cultural Events

AA

Appendix
CONT./
STRATEGIC OUTCOME

4
To build high performing teams
and leaders of real impact

5
To invest in high specification,
transformational
environments

6
Develop groundbreaking
learning initiatives
internally and externally

7
Ensure financial
sustainability whilst
balancing purpose with
profit

STRATEGIC GOAL

ACCOUNTABILITY

4.1 Recruiting and retaining the very best people

CC

4.2 Giving fair reward for a skilled and challenging role

CC

4.3 Reimagining the support worker as enabler and teacher

MB

4.4 Effective Succession Planning

CC, MB

4.5 Compassionate Leadership

CC

5.1 Shaping our housing stock to be fit for purpose

SK

5.2 Maintaining our properties to a high standard

SK

5.3 Minimising environmental impact and future proofing

DH

6.1 Developing new and innovative training and
development models

MB

6.2 Expanding training delivered to third parties

MB

7.1 Making a fair, reasonable return

MS

7.2 Growing in target markets

DH, AA, RJ

7.3 Continuing the diversification strategy

DH, AA, RJ, SK

7.4 Expanding ownership

DH
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Appendix
APPENDIX 2: THE FINANCIALS

INCOME

2018/19
Actual
£000

2019/20
Actual
£000

2020/21
Draft
£000

2021/22
Forecast
£000

2022/23
Forecast
£000

2023/24
Forecast
£000

8390

10626

11055

12080

13359

14610

GROSS PROFIT

2182

3053

3491

3694

3944

4310

GROSS PROFIT
% OF INCOME

26%

28.70%

31.60%

30.60%

29.50%

29.50%

NET PROFIT BEFORE TAX

519

1083

1358

1620

1736

1900

NET PROFIT % OF INCOME

6.19%

10.19%

12.28%

13.41%

13%

13%

EBITDA

978

1704

1859

2113

2319

2520

%

11.66%

16%

16.80%

17.49%

17.36%

17.25%

APPENDIX 3: RISKS
The salient risks to not delivering on this strategic plan include:
Recruitment
Constrained Government Funding
Senior Management Stability
Lack of suitable acquisition targets or opportunities for diversification
Reputational damage
Peak15 has an organisational contingency plan in place that addresses these and other threats.
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21 Gatwick Metro Centre
Balcombe Road, Horley, RH6 9GA

www.peak15support.co.uk
enquiries@peak15support.co.uk
01293 826200

