


Brand Engagement

Beyond internal communications and brand training



Agenda brand engagement
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deliverables



APPROACH

AFFECT

Promotions & events

Aims to create memorable moments
with fun events that help raise
awareness; temporary effect.

Training & internal
comms

Builds awareness through campaigns;
one-way in delivery; does not promote
dialogue or identification; more telling

than promoting thinking.

Process management

Operations focus to change.
Consultants and/or internal central team
create plans for business process
change and cascade. People focus is to
get employees to carry out ops plan.

Culture/Brand
leadership

Uses some of the above approaches,
but focuses on creating opportunities
for employees to identify with and
Implement the values/vision in a
supported setting; facilitating their
leadership and getting involvement.



Meaning
Understanding
Identification
Actions



Meaning

Brands are a way of generating meaning for why
and how we do things in the workplace.

They communicate our personality, our way of
doing things as a company.

They are not recipes for behaviour, but
guides.

Meaning in the brand is generated collectively.



When Re-branding: a change or revitalisation of your
brand position/vision

Mergers/takeovers: build cohesion &
identification with the parent brand

Lack of internal brand awareness
or comprehension within the company

Mismatch between external messages and
experience with customers & staff

Lack of identification with the company goals
& values



Inside Out Culture & brand reflect & influence each other.
Not the same, but they need to be in sync.
Risks when misaligned.

Start well with an authentic but not overly
prescriptive brand.

Descriptions of internal behaviour & narratives
help build your brand.

Attention to actions that are in line with your
brand promise and the systems that support it.



Corporate Identity: ~Your people

EpfoEl Epall Egthd bisiitants
Designers
Organisational consultants



Case in point What have you heard about the Abbey rebrand
prior to the purchase by Santander?



ABBLEY
NATIONAL







Key

Involve your staff early on.

They need to understand the vision, how it
arose, its purpose & begin relating to It.

Communication is two way.
Get into some detail.
Staff actions are a strong message.

The best ideas are not good ideas if no one is
behind them.






What’s the problem?®
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_ Where we spend
Problematic ' most of our effort &
factors concentration

sSuccess
factors

Fven though we create visions, most
effort is spent on looking for problems.



Limitations of Focuses the company®s ¢

traditional problem Detailed view, but not a system view.

solving
Attention iIs in creating fewer errors, not on

creating more successes.



Success 1s not achieved by
the absence of problems.



Another way...



Implement actions
prioritized

Discover what works
on brand now & in
the past

Build understanding,

meaning & insights

What do we need
to do to make it
happen

-------------- P> Growth

What will it look like
when we act to the
brand vision
(behaviours,
systems)



Benefits of this
process

Systematic view
Focus on creating more success
Insights into the experiences of success

Insights into patterns of behaviour that need to
be different

Motivating & empowering versus push approach

Historical focus creates confidence for
employees to move into the future by hanging
on to what they are already doing that works.



GE Money

We ®r e hel ping
develop greater customer
centricity across teams while
engaging senior management
on shaping the culture toward

' ABN-AMRO Ell ERNST & YOUNG

@& helpbal brielge the new After the Enron fiasco, we
strategy of - b betpedig&Ystaff dortsider
house bankd® t o new waysty approach risk
actions that can be taken by  across their offices worldwide.

staff and new initiatives that  The programme focused on

a -nnoon s ense® brsanprdnanvagemenbrolled out internal communications and

across Dutch operations. online training.



Bank of Ireland

We helped Bol encourage
greater customer empathy
between staff and customers,
utilising a series of narratives
that were already present in
the brand.

NEHBOS

We are helping Clerical
Medical plan initiatives to
embed the values that will
shape and deliver on the new
customer propositions; a plan
that will engage levels of
management to customer
facing employees.

upc

We helped identify greater
meaning behind the new
brand strategy for cross
functional staff across 12
European countries. We
developed communications,
events, training and coaching
Initiatives across Europe.



An example



Plans & patterns



A big international Re-brand
bank Previously little knowledge/recognition internally
Not a brand led culture

Operations driven



Plang are formulaic,
numan change never is



Why don’t people just do
what I say!



Cultural patterns are the
spoken and unspoken rules;
the way we do things
around here



We need to uncover these
cultural patterns before we
execute our plans



Need to find the patterns
that create success and
hinder progress



Patterns are systemic, they
are created by the group



Don’t subvert






Need to create a forum
where dialogue can take
place in a safe way



T'he right people need to
discuss these patterns



Key role of outsiders






