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The following set of questions are designed 
to get you thinking about what Ashley 
House stands for. Your answers will help us 
shape a more focussed experience of the 
Ashley House brand for ourselves, our 
business partners and stakeholders.

Please set some time aside to answer each 
question to the best of your ability. This will 
help us get the most out of our workshop 
on the 14th of June.
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Number the following lists in order of importance, cross out those you don’t agree 
with and add any you think should be on the list. 

1.  What do you consider the attributes of the Ashley House brand? What are the 
properties and assets of our brand?

  

  

  

  

  

  

  

  

  

2.  What are the benefi ts of working with Ashley House? Why choose Ashley House 
over competitors? What benefi ts does the brand deliver in rational and emotional 
terms?

  

  

  

  

  

  

  

  

  

Socially responsible (       )

Person-centred (       )

Relationship-driven (       )

Steady growth (       )

Competitive pricing (       )

Sustainable (       )

Community-minded (       )

Highly specialised (       )

Deeply experienced (       )

Guaranteed results (       )

Standards-compliant (       )

Innovative solutions (       )

Adaptable (       )

Customer fi t (       )

Forward-thinking (       )

Process-driven (       )

Holistic approach (       )

Thought-leadership (       )

Local knowledge (       )

Extensive network (       )

Complete service (       )

High standards (       )

Well-connected (       )

Long-term relationships (       )

Track record (       )

Attention to detail (       )

Highly creative (       )

Reliable (       )

Fixed price (       )
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3.  What are Ashley House’s values? What values do you believe makes us who we are? 
What are the principles behind our actions? What is the guiding ethos and standards 
of behaviour? Try to avoid ‘given’ values such as honesty and integrity. ‘Given’ values 
are values critical to any business.

  

  

  

  

  

  

  

  

  

4.  How would you describe the personality of the Ashley House brand in human 
terms?

  

  

  

  

  

  

5.  Would you consider the following description the innermost attribute or ‘core 
DNA’ of the Ashley House brand? If not, please provide in a single line a concise 
description of our business that also positions Ashley House in the market. Try to 
include what you consider a stand-out feature in your description. 

 

 

 

Responsive (       )

Proactive (       )

Personal commitment (       )

Nurturing (       )

Security (       )

Compliance (       )

Sustainability (       )

Longevity (       )

Optimisation (       )

Tailor-made (       )

Flexibility (       )

Empathetic (       )

Analytical (       )

Cautious (       )

Principled (       )

Pragmatic (       )

Insightful (       )

Generous (       )

Tenacitious (       )

Energetic (       )

Adaptive (       )

Business and property partners to the primary and community healthcare 
sector, delivering innovative primary, social and community care 
infrastructure and clinical services.
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6.  Do you agree with the following abbreviated description of the scope of our 
business? This should include the most pertinent range of business activities. If you 
don’t agree please supply an equivalent description.

 

 

 

Number answers to the following questions in order of importance, cross out those 
you don’t agree with and add any you think should be on the list. Avoid qualifying 
answers with technical details or jargon.

7.  Is there a recognisable way that we do things at Ashley House? Is there an ‘Ashley 
House way’? Does Ashley House have a ‘house-style’ that offers a point of difference 
in the way we conduct business, or the way in which we design and deliver 
projects? 

 

 

 

 

 

8.  When do we know that something is right for our organisation? What aspect do we 
focus on that helps us decide whether we should be involved or not? What is the 
basis on which we make decisions?

 

 

 

 

 

Healthcare infrastructure: design & construction and management services

Mutual success (       )

Improving relationships (       )

Towards greatest health (       )

Optimal conditions (       )

Always fi nding better ways (       )

Doing more with less (       )

The whole picture considered (       )

Designing new possibilities (       )



ASHLEY HOUSE – BRAND PLATFORM

PRE-WORKSHOP QUESTIONNAIRE

2 JUNE 2011

PAGE 5

9.  What is our mission? What status do we want to achieve? How do we intend to excel 
so that we can make a claim to be the ‘most [something]’?

 

 

 

 

 

10.  What sort of company will we be? What sort of environment will we create for 
ourselves so that we can perform at our best?

 

 

 

 

 

11.  What do we want to achieve? What ambition defi nes us? What idea, notion or 
concept inspires us to reach beyond our current framework of doing things? 
Consider, especially, ideas that have multiple meanings.

 

 

 

 

 

12.  Is there a creative idea that we can own or champion? Is there an idea that might 
underpin or help to organise everything we do? Consider, especially, ideas that 
have multiple meanings.

 

 

 

 

 

The most trusted partner (       )

The most sophisticated provider (       )

The most considerate solutions  (       )

Nurturing solutions (       )

Always fi nding better environments (       )

Stimulating and structured (       )

Transformative environments (       )

Building care (       )

Transforming properties (       )

Built with care (       )

Emotional intelligence (       )

Care in co-operation (       )


