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A

Acquisitions. See Mergers and acquisitions

Action, brands as shortcuts to, 6-7

Action plan, for communicating employer
brand, 201, 202

Advertising: brand identity made by, 31-33;
examining, in diagnosis phase, 86;
looking at, when developing employer
brand, 104, 134; recruitment, 165-173

Advertising agency, support from, 96

Agenda, for employer brand team’s work,
107-108

Alumni, continuing relationship with
company, 189, 191, 192

Amazon, 127, 146, 147, 153

American Apparel, 144, 146, 152

American Express, 138, 152

Anheuser-Busch, 6, 127, 147, 150, 152

Apple, 9, 145

Applying employer brand, 158-194; doc-
umentation of effects of, to funda-
mental business systems, 221-222;
essential steps for, 194; functional and
emotional dimensions of, 193; man-
aged as change process, 222-224;
stage-by-stage approach to, 158-160,
192-193; when employee leaves,
189-191; when former employee
remembers, 192; when new employee
begins working, 183-189; when new
employee joins your business,
179-183; when prospect applies for
job, 173-178; when prospect considers
your business, 165-173; when prospect
notices your business, 160-165

Aspirations, 143-154; about diversity,
149-150; about expected employee
experience, 145-147; about legacy of
business, 147-148; about prospective
employees, 147; about social respon-
sibilities, 150-153; about work-life

balance, 153-154; “What’s in it for me?”
(WIIFM) as statement of, 143-145
Assessment. Sec Diagnosing employer brand
Authenticity: employee’s belief in, of
brand, 34; of employer brand, 48;
tested at touch points, 7

B

Barriers, as component of business case,
94-95

Benefits: applying employer brand to com-
munication about, 188-189, 206;
companies’ statements about, 144—145;
introducing, programs, 45, 185, 188

“Best of” business lists, 85, 234

Big idea: connecting brand with cus-
tomers, 8-9, 127-128; employer brand
as true to, 106

Blogs, monitoring, 165

BMW, 19

The Body Shop, 9, 16

Boeing, 132, 146, 148, 153, 204

Boff, L., 18, 21, 111, 129, 183-184, 222

BP, 127-128, 132-133

Brand advisory group, 226

Brand guide, 218-220

Brand identity, 31-33, 128-130

Brand loyalty, 13-15

Brand promise, 7, 8

Brands: as aid to selling, 6-7; childhood
memories of, 3—-4, 121; as collective
experiences, 15; customer choices
influenced by, 7; customer experience
defined by, 8; customers connected by,
to essence of business, 8-9; emotional
connections created by, 11-13; first
jobs and, 4, 5; as language, 16-17;
power of, 5, 8-12; simplification by,
ix, 5, 19-20; timelessness of, 10-11;
universality of, 6. See also Customer
brands; Employer brands
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Browdy, A., 22

Brymer, C., 16, 17, 36, 40

Burger King, 8

Business case, for building/rebuilding
employer brand, 92-96

Business strategy, employer brand sup-
porting, 25-26

Businesses: assessing engagement of
employees with, 82-85; brand as
expression of work environment at,
17-19, 43-44; connection to big idea
of, 8-9, 106, 127-128; crises for,
employer brand and, 31; needs of,
from employees, 31-35; possible sce-
narios in, and health of employer
brand, 89-90; promise by, to employ-
ees, as employer brand, 23-24; univer-
sal possession of brands/employer
brands by, 6, 17-19, 23

Buzz: as ultimate result of brand, 16-17;
using employer brand to create, 170

C

Cappelli, P, 75

Care, hotel company focused on, 25

Carmax, 30

Change: constancy of employer brand
during, 187; managing brand applica-
tion as process of, 222-224

Childhood, brand memories of, 3-4, 121

Chili’s, 30

Choices: applying employer brand to
strengthen sense of, 170; brands as
about, 17; brands as shortcuts to, 6-7;
employee, employer brand as focusing
on, 39-40; made by customers at touch
points, 7; simplified by brands, 5

Cinnabon, 30

CitiBank, 152

Clark-Santos, L., 21, 24, 97, 201

Coach, 127, 147

Coca-Cola, 10, 14, 56, 129, 152

Cocktail-party effect, 42, 47, 139

Colgate, 10

Collaboration: as essential for employer
brands, 98; handling resistance to,
108-109, 114; needed for applying
employer brand, 159-160; needed for
building employer brand, x—xi

Collins, J., 109

Communicating employer brand, 195-217;
action plan for, 201, 202; assessment of

process for, 85-87; avoiding spinning
when, 207-209; essential steps for, 217;
experience as first step in, 197, 198-202;
manager and supervisor training in,
213-214; media used for, 195-196;
through on-brand behavior by senior
leaders, 212-213; to prospective and
current employees, 59, 162; to public,
217; rethinking approach to employee
communication when, 204—207; reveal-
ing potential for emotional relationship
with business when, 203-204; sequence
to follow for, 198, 200-201; setting tone
of voice for, 210-212; by using personal-
ity, 216; “what’s in it for me?” in every
message for, 214-215

Communications: about acquisition, to
employees, 210-211; about benefits,
applying employer brand to, 188-189;
brands as language for, between cus-
tomer and business, 16—17; buzz as,
16-17; embedding employer brand in,
225-226; importance of, to employer
brand, 59; internal, employment brand
team’s need to look at, 104; looking at,
when developing employer brand, 140,
142; to prospective employees, 163-164,
195-196, 197; rethinking approach to,
to employees, 204-207; time employees
have to absorb, 207; understanding
work environment before issuing, to
employees, 209; of “what’s in it for me?”
within company, 153. See also Corporate
Communications

Community, effect of strong employer
brand in, 56-57

Compensation: importance of, 187; as
insufficient for employee motivation
and satisfaction, 79, 83; as less impor-
tant than pride, 115; redesign of, pro-
gram, 57

Consultants: employer brand champions
as, 119; HR, support from, for building
employer brand, 96

Consumers. See Customers

The Container Store, 137-138, 147, 150, 164

Corporate Communications: measuring
contributions of, to employer brand,
236; representation of, on employer
brand team, 98, 100, 102. See also
Communicating employer brand;
Communications



Cramer, J., 243

Crayola, 9

Creating employer brand. See Developing
employer brand

Crispin, G., 167, 169

Culture: as barrier to building employer
brand, 95; blending, in mergers, 175;
impact on employer brand, 59; sup-
porting high-performance, 185-187;
survey of, at Yahoo!, 88

Customer brands: connection between
employer brands and, 37-39; emo-
tional connection created by, 21;
employee actions to deliver, to cus-
tomers, 69-71; employee understand-
ing and belief in promises of, 67-69;
new, connecting employees with, 91;
retooling, with employee volunteer
efforts, 56; as source of information
when developing employer brand,
126-128

Customer experience: brand as defining,
8; disconnect between customer expec-
tations and, 73; employer brand as
defining, 27-31; focusing on, when
communicating with prospective
employees, 164-165; looking at, when
developing employer brand, 134-138;
measuring impact of employer brand
on, 228-230; upgrading, as aid to
recruitment and retention, 169

Customer Service, representation from,
on employer brand team, 101

Customers: brand loyalty of, 13-15; com-
plaints by, 84; connected to essence of
businesses, 8-9, 127-128; connecting
with, via Internet, 8; emotional con-
nection with, 9, 11-13; employer
brand team’s need to look at data on,
104; horror stories from, 120, 121;
interviews with, 72, 164, 230; letters
from, 216, 229; as pool for new
employees, 161; positive experiences
with employees reported by, 225;
promises made to, in customer brand,
126; touch points for, 28-31

D
Dairy Queen, 5
Danziger, P., 14
Dell, M., 11
Dell, 19, 127, 150
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Departing employees, applying employer
brand to, 160, 189-191

Developing employer brand, 119-157;
clarification of ground rules for,
121-125; documentation of, 218-220;
employer brand champion’s role in,
119; essential steps for, 157; sources of
clues to examine when, 126-142; stat-
ing aspirations when, 143-154; stating
employer brand when, 154-156

Diageo: community commitment of, 57;
connection to customer at, 195;
expected employee experience at, 147;
heritage of, 148; importance of
employer brand to recruitment at,
168-169; performance management at,
184-185; reputation of, as commercial
lever, 128; statement on web site of,
195; values of, 57, 132, 184-185, 227

Diagnosing employer brand, 63-91; check-
ing employee engagement with business
when, 82-85; checking employee under-
standing and belief in customer brand
when, 67-69; checking employee under-
standing and belief in employer brand
when, 71-73; determining whether
employer brand is in crisis when, 87-90;
essential steps for, 91; examining com-
munication of employer brand when,
85-87; examining employer brand’s
support for recruitment when, 80-82;
importance of, 64-65; looking at
employee actions to deliver brand to
customers when, 69-71; looking at
employer brand’s support for talent
strategy when, 73-79; looking at previ-
ous efforts to build employer brand
when, 66-67

DIRECTV, 17

Disasters, 35, b4

Disney, 9, 10, 19

Diversity, commitment to, 149-150

Documentation: of application of
employer brand to fundamental busi-
ness systems, 221-222; of development
of employer brand, 218-220

Dowdy, C., 15

E
eBay, 57, 127, 146
Emotional connection: brand loyalty and,
13-14; created by brands, 11-12, 21, 22;
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Emotional connection (continued)
with customers, 9, 11-13; as driving
prospective employees, 78; with
employees, 50-54; revealing, when
communicating employer brand,
203-204

Emotional dimension: in applying
employer brand, 193; balance between
functional and, 108; of customer expe-
rience, 229; of employee experience,
232; of employee’s belief in brand, 35

Employee experience: articulating
expected, 145-147; customers report-
ing positive, 225; embedding employer
brand in programs that form, 225;
employer brand as reflecting, 37-39;
gap between expectations and, 82-83;
home videos depicting, 203; measur-
ing impact of employer brand on,
230-235; stages of, with your business,
160; value of working for company evi-
dent in, 79

Employee Retirement Income Security Act
(ERISA), 206

Employees: asking, about problems, 67;
assessing engagement of, with busi-
ness, 82-85; checking thoughts of,
about brand, 138-140, 141; choices of,
focusing on, 39-40; compensation as
insufficient motivator for, 79, 83; con-
necting, with new customer brand, 91;
defining what business needs from,
31-35; emotional connection with,
50-54; levels of knowledge of, of
employer brand, 106; looking at cus-
tomer interactions with, 120-121,
135-138; promise to, 23-24; spheres of
interest of, 207; stating “What’s in it for
me?” (WIIFM) for, 40-42, 143-145;
support for customer brand by, 56, 73,
89-90; support for employer brand by,
226-227; understanding and belief of,
in customer brand, 67-69; under-
standing and belief of, in employer
brand, 71-73. See also Departing
employees; Former employees; New
employees; Prospective employees

Employer brand champion: importance of
work of, 116; as internal consultant,
119; preparation by, for employer
brand team’s work, 107-109; tips for,

on keeping employer brand alive,
236-237; words of encouragement for,
241-243

Employer brand health check. See Diag-
nosing employer brand

Employer brand team: collaboration
problems on, 114; completed work to
be looked at by, 103-104; creating
Southwest’s freedom employer brand,
115; involving different viewpoints on,
102; preparing for work by, 107-109;
priority identification by, 104-106;
putting together, 97-102; when to
assemble, 90

Employer brands: as articulating way of
being, 57-59; assessing support by, for
talent strategy, 73-79; basic facts about,
23-59; connection between customer
brands and, 37-39; defined, viii; emo-
tional connection created by, 22;
employee belief and understanding of,
71-73; global interest in, 22; impor-
tance of, 18, 21-22; levels of knowl-
edge about, 106; measures of, 69, 85;
universality of, 17-19, 63. See also
Applying employer brand; Communi-
cating employer brand; Developing
employer brand; Diagnosing employer
brand; Nurturing employer brand;
Preparing for employer brand work

Employment decisions: emotional con-
nection and, 50-54; trust and, 49-50

Engagement: of employees, 40, 82-85,
104, 231-232; of leadership, 96,
109-111

Eskew, M., 198

Estée Lauder, 11, 13

Evaluation: of success of development of
employer brand, 69, 71. See also Mea-
suring impact of employer brand

Expectations: business, 42; customer, 8, 34,
73; employee, 18-19, 82-83

Experience: brands as collective, 15; exec-
utive, measuring impact of employer
brand on, 235; as first step in commu-
nicating employer brand, 197, 198-202;
internal-external parallel, of company,
23, 40; reputation as lens for viewing,
46-47; work, as recruiting tool, 166,
171. See also Customer experience;
Employee experience



F

FedEx, 43: brand identity of, 129; brand
loyalty to, 14; cocktail-party effect of
working at, 47; emotional response
elicited by employer brand of, 18;
essence of, 58; importance of people
at, 24, 100; manager training in Purple
Promise of, 213; on-brand behavior
defined by, 36; Purple Promise of,
32-33, 50, 131-132, 158; treatment of
employees as key to success of, 29, 41

Feedback, to measure impact of employer
brand, 227-235

Filo, D., 11, 38

Financial rewards. See Compensation

Focus groups, employee, 209, 233

Follow-up. See Nurturing employer brand

Ford, 128

Former employees, applying employer
brand to, 160, 192

Full-circle feedback, on employer brand,
228-235, 236

Functional dimension: in applying
employer brand, 193; balance between
emotional and, 108; of connecting
with customers, 9; of customer experi-
ence, 229; of employee experience,
232; of employee’s belief in brand, 35;
of employment decisions, 50. See also
Emotional dimension

G

Gap, 13, 56, 127, 136, 146, 150

Gates, B., 178

General Electric (GE), 10, 129, 150, 183-184

General Mills, 127, 133, 150, 153

Getting ready. See Preparing for employer
brand work

Gibbon, T., 112

Gillette, 144, 146, 152, 210-211

Goals: setting performance, 184; specify-
ing, when developing employer brand,
124-125

Gobé, M., 10, 11, 12, 13

H
Half Price Books, 152
Hall,D., 9
Hallmark, 43; brand guidelines at, 220;
Brand Week celebrations at, 198-199;
card pack given employees of, 27-28;
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connection to essence of, 9; efforts to
support employer brand at, 226-227;
employee feedback on brand at, 228;
employer brand team at, 99; first
impressions of, as place to work,
161-162; honoring heritage of, 148;
message to employees of, about
brands, 7, 12, 15, 16; need to proac-
tively manage brand of, 88-89; per-
sonality conveyed by customer brand
of, 127; product line expansion by, 12;
research done at, when developing
employer brand, 126; values repre-
sented by brand of, 33-34, 131;
“What’s in it for me?” (WIIFM) for
employees of, 145

Halo effect: created by brand, 9; of strong
employer brand in community, 57

Harley-Davidson, 12, 126

Health care costs, explained to employees,
189

Heineken, 133, 144, 152

Heinz, H. J., 148

Heinz, 126, 148, 150, 152

Heritage: brand’s celebration of, to stand
test of time, 11; of companies in merg-
ers, 149; importance of, 47; looking at
appreciation of, 147-148; need for
employees to understand, 34

Hewlett-Packard, 11, 126, 153

Hiring, 68, 80. See also Recruitment

History. See Heritage

Hodes Global Employer Brand study: on
employer brand as aid to recruitment
and retention, 45, 55-57; on employer
brand as aiding visibility of company
values, 48; on employer brand as
framework for HR activity, 158; on HR
people as leaders of employer brand
efforts, 97; on interest in employer
branding, 21-22; on media for com-
municating employer brand, 196; on
prevalence of informal employer
brand initiatives, 63

HSBC, 149

Human Resources (HR): employer brand
as framework for processes of,
183-189; measuring contributions of,
to employer brand, 236; metrics
employed by, 234-235; representation
of, on employer brand team, 98, 99,
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Human Resources (HR) (continued)
101, 102; role of, in applying employer
brand, 159; support from consultants
in, for building employer brand, 96

Hutchison, L.: on employer brand infused
in employee communications, 199; on
goal setting at WaMu, 184; on heritage
of WaMu, 34; on hiring by WaMu, 55;
on importance of good boss for
employees, 111; on introduction of
new brand by WaMu, 201; on need for
authenticity, 48; on personality pro-
jected by WaMu, 34; on social respon-
sibility program of WaMu, 151; on
values of WaMu, 58, 131

I

IKEA, 13, 133, 136, 145

Implementing employer brand. See Apply-
ing employer brand

Intel, 14, 55, 129, 147

Internet. See Web sites

Interviews: with customers, 72, 164, 230;
job, 168,172, 176-177, 178

Intranet, 207, 212

Investment, as component of business
case, 96

iPod, 17

J

Jackson, E.: on cocktail-party effect, 47;
on emotional response elicited by
employer brand, 18; on essence of
FedEx, 58; on FedEx’s brand identity,
129; on FedEx’s Purple Promise, 32-33,
158; on importance of people at FedEx,
24, 100; on manager training in Purple
Promise, 213; on treating employees
right as key to success, 29, 41

JetBlue, 55, 147, 150

Jobs: best ways to find, 165; first, brand
memories from, 4, 5; interviews for,
168, 172, 176-177, 178

Johnson & Johnson, 132, 144, 150, 195

JWT Specialized Communications, on best
ways to find job, 164-165

K
Kania, D., 16
Kashi, 13
Katzenbach, J. R., 115, 185
Kelleher, H., 11, 47, 167, 179, 213

Kellogg, W. K., 148

Kellogg’s, 10, 136, 147, 148, 149-150, 152
Kentucky Fried Chicken, 10

Kleenex, 10

Kraft, 6, 127

Krispy Kreme, 13, 30

L

Language, brands as, 16-17

Larkin, Y.: on alignment of employer
brand with business strategy, 25; on
authenticity of employer brand, 48; on
Diageo’s reputation as commercial
lever, 128; on employee loyalty, 74; on
employer brand as aid to HR and busi-
ness strategy, 99; on importance of
employer brand for recruitment at
Diageo, 168-169; on importance of
leadership’s commitment to brand,
111; on performance management at
Diageo, 184-185; on slow evidence of
progress, 235; on time required for
creating employer brand, 113; on val-
ues of Diageo, 57, 132, 184-185

Leadership: as barrier to building employer
brand, 95; engaging, in employer
brand effort, 96, 109-111; failure of
employer brand due to, 111, 112;
importance of trust in, 109-112; mea-
suring contributions of, to employer
brand, 236; measuring impact of
employer brand on, 235; senior, on-
brand behaviors by, 212-213, 224-225

Legacy. See Heritage

Levering, R, 111

Linkletter, A., 196

M

Managers, training, to communicate
employer brand, 213-214

Marketing: materials from, for employer
brand team to look at, 103; metrics
available to, 234; representation of,
on employer brand team, 98, 100,
101, 102

Marketing employer brand. See Commu-
nicating employer brand

Marriott, 5

Mary Kay, 4

MasterCard, 16

Maxwell House, 128

McDonald’s, 14, 30



Measuring impact of employer brand,
227-235; on customer experience,
228-230; on employee experience,
230-235; on executive experience, 235;
by looking at contributions of primary
partners, 236. See also Evaluation

Media: changing portrayal of business
in, 231; exposure in, as measure of
employer brand, 85; monitoring cov-
erage of business in, 86, 165, 230; rich,
used for recruitment, 171-173; used to
communicate employer brand, 196.
See also Web sites

Mercedes-Benz, 57

Merck, 144-145, 149, 151

Mergers and acquisitions: electronic
forums for gossip about, 165; heritage
of companies in, 149; meshing diver-
gent cultures after, 175; recruitment
perspective employed with talent in,
77; revising employee communication
function after, 204; soothing reactions
of acquired employees in, 200; strong
employer brand’s role in avoiding, 31;
welcoming acquired employees after,
210-211

Microsoft, 178

Minute Maid, 4

Mission, corporate, 103

Money. See Compensation

Morris Air, 175

Mortimer, R., 59, 114

Moskowitz, M., 111

Motorola, 127, 204

Mrs. Fields, 11, 30

Mustang, 16

N

Needs: business, 93; you never knew you
had, 17

New employees: beginning work, 160,
183-189; joining your business, 160,
179-183

Nike, 18-19, 55, 57, 147, 149

Nissan, 13

Nokia, 129

Nordstrom, 138, 146

Nurturing employer brand, 218-238; by
developing sustained support for
brand, 224-227; with documentation,
218-222; essential steps for, 237-238; by

managing brand implementation as
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change process, 222-224; by measuring
impact of employer brand, 227-235;
with patience and persistence, 235-237

o
Oakner, L., 12-13, 26, 35, 57, 210
Objectives, clarifying, when developing
employer brand, 123-124
Onboarding, applying employer brand to,
68, 179-183
On-brand behavior: employer brand as
defining, 36-37; looking at, when
developing employer brand, 135; by
senior leaders, 212-213, 224-225

Operations, people from, on employer
brand team, 98, 100, 101

Outsourcing, orientation for vendors
when, 53

|

Pepsi, 10, 13, 126

Performance management, employer
brand applied to, 184-187

Personality: brand’s projection of, to stand
test of time, 10; communicating
employer brand using, 216; employee
understanding of, projected by brand,
34; evident in letter to new hires, 237;
looking at, conveyed by customer
brand, 127; recruitment advertising to
appeal to types of, 167

Pet Rock, 17

Pfizer, 10, 129, 144, 145, 148, 149

Pizutti, T.: on Employee Relations Index
at UPS, 227; on internal expression of
UPS brand, 17-18; on launch of new
logo by UPS, 197-198; on official
brand resource at UPS, 220; on social
responsibility program of UPS, 151; on
UPS’s promise to customers, 7; on val-
ues of UPS employees, 24

Pizza Hut, 144, 148

Place to work: employer brand as expres-
sion of business as, 17-19, 43—44; expe-
riencing, before communicating with
employees, 209; prospect notices busi-
ness as, 160-165; reputation as, 44-47,;
value as, as recruitment tool, 166, 171

Porsche, 132, 144, 195, 204

Power: of brands, 5, 8-12; of employer
brands, 26
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Preparing for employer brand work,
92-116; caution on avoiding shortcuts
in, 113-114; developing business case
when, 92-96; engaging leadership
when, 109-111; essential steps for, 116;
getting ready for employer brand
team’s work when, 107-109; identify-
ing priorities when, 104-106; looking
at work already done when, 103-104;
planning how to involve different view-
points when, 102; putting together
employer brand team when, 97-102

Pride, 115, 205, 216

Procter & Gamble (P&G), 43: brand
brought to life by employees of, 31; com-
mitment to employees by, 56; connection
of retirees and alumni with, 189; cus-
tomer experience defined at, 8; employ-
ees treated as consumers by, 40; heritage
of, 11; onboarding at, 179; on-brand
behavior defined by, 36; on opportuni-
ties for employees to demonstrate brand,
28; social responsibility programs of, 151;
umbrella brand of, 6; values and culture
of, 24, 58; welcoming new employees to,
after acquisition, 210-211

Products: multiple, umbrella brand for, 6;
new, brand loyalty and, 14

Promises: brand, 7, 8; in business case, 94; to
customers, 27, 126; to employees, 23-24

Prospective employees: applying for jobs,
160, 173-178; aspirations about, 147;
considering your business, 160,
165—173; evolution of communication
with, 195-196, 197; marketing employer
brand to, 59, 162; noticing your busi-
ness, 160-165. See also Recruitment;
Talent

Pulse surveys, 232

Purpose, statement of, employer brand as,
49-51

Q

Quaker Oats, 4

R
Recruitment: advertising used for, 86,
165-173; from customer pool, 161;
employer brand as aid to, 55; employer
brand as support for, 55, 80-82; and
mergers, 77; reputation as important to,
45; separate employer brands used for,

77; surveys of experiences in, 232-233;
upgrading customer experience as aid
to, 169. See also Prospective employees

Reputation: articulating, as place to work,
44-47; increased importance of, 49-50

Research: to do when developing employer
brand, 126-142; employee, 96; on
employee experience, 231-233; human
resources, 234-235; leadership, 96; mar-
keting, 234

Resignation process, applying employer
brand to, 190

Resistance: to collaboration, 108-109; to
doing research when developing
employer brand, 139

Restoration Hardware, 16, 145

Result, as component of business case,
93-94

Retention, 55-57, 81-82, 169

Retirees, continuing relationship with,
189, 191, 192

Retirement process, applying employer
brand to, 190

Rewards: applying employer brand to,
187-188; defined by employer brand,
40-42; financial, 57, 79, 83, 115, 187

Ritz-Carlton, 8, 127

Rodenbough, D.: on authenticity of
employer brand, 38; on brand guide-
lines at Hallmark, 220; on Brand Week
celebrations at Hallmark, 199; on card
packs given to employees, 28; on
efforts to support employer brand,
226-227; on employee feedback on
brand at Hallmark, 228; on employer
brand team at Hallmark, 99; on first
impressions of Hallmark as employer,
161-162; on Hallmark’s “What’s in it
for me?” (WIIFM) statement, 145; on
homework done when developing
employer brand, 126; on honoring
heritage of Hallmark, 148; on need to
proactively manage brand, 88-89; on
what Hallmark brand stands for, 33-34

S
Sales materials, need for employer brand
team to look at, 103
Sanders, T., 120
SAP, 146, 151-152
Satisfaction, customer and employee, 25
Scandals, corporate, 49, 112



Selling, brands as aid to, 6-7, 16

Sewell, C., 13

Shaheen, D.: on business strategy as basis
of employer brand, 25-26; on employ-
ees as making brand, 31; on on-brand
behaviors by leadership, 212; on
opportunities for connecting with cus-
tomers, 15; on P&G’s connection with
retirees and alumni, 189; on P&G’s
heritage, 11; on P&G’s purpose, 56; on
P&G’s social responsibility program,
151; on P&G’s umbrella brand, 6; on
purpose of P&G, 8; on treating
employees as consumers, 40

Shell, 133, 150

Silly Putty, 9

Silos: as barrier to building employer
brand, 95; busting, when putting
together employer brand team, 97-98

Simplification: brands and, in addressing
people issues, 19-20; brands and, of
exchange between customer and busi-
ness, 16-17; brands and, of what it
means to work for company, 41-42;
brands as offering, ix, 5

Social responsibility: communicating
opportunities for, to employees, 153;
disasters and, 54; looking at business’s
view of, 150-153

Southwest Airlines: authors’ experience at,
ix—x; benefits at, 45, 185, 188, 189,
206; communicating HR programs at,
136; company copying branding strat-
egy of, 113; culture and personality of,
59, 127; customer letters circulated at,
216; employee workshop on customer
brand at, 65; evidence of healthy
employer brand at, 222; first meetings
on employer branding at, 100; her-
itage of, 11, 47; job interviews at, 168,
172; manager and supervisor training
at, 214; Morris Air’s merger with, 175;
onboarding and orientation at, 53, 68,
179; as place to work, 18, 43, 166, 171;
recruitment advertising by, 166, 167,
171, 173; retirement process at, 190;
talent strategy at, 68, 74, 144; team
approach to freedoms employer brand
at, 51, 115; trust in, 49-50; uniqueness
of, 22, 27. See also Kelleher, H.

Spinning, avoiding, when communicating
employer brand, 207-209

Inpex 261

Starbucks: as brand that has stood the test
of time, 10; employment ads in, 164;
expected employee experience at, 146;
qualities of employees sought by, 147;
values of, 133; visual image presented
by, 30; work environment at, 43

Steinmetz, A., 40

Sullivan, J., 85

Supervisors, training, to communicate
employer brand, 213-214

Supporting employer brand, approaches
to, 224-227

Surveys, to measure employee experience,
232-233

Swystun, J., 12-13, 26, 35, 57, 210

T

Talent: “branded,” 78; as component of all
business issues, 94; current situation
for attracting and retaining, 74-75;
integrated function for managing, 64.
See also Prospective employees

Talent strategy: assessing employer brand’s
support for, 73-79; employer brand as
core of, 184-185. See also Recruitment;
Retention

Target, 164

Team. See Employer brand team

Termination process, applying employer
brand to, 190-191

Tiffany, 144, 146

Time: brands that stand the test of, 10-11;
for employees to absorb communica-
tions, 207; required for creating
employer brand, 113-114

TiVo, 17

Touch points: brands as influencing choices
at, 7; defined, 28-29; for employer
brands, 18; experiences with versus
expectations of, 83; identifying, 72; look-
ing at, when developing employer
brand, 134-138; necessity of employer
brand supporting customer, 29-31

Towers Perrin, 69, 207

Toyota, 152

Training: employee, to deliver brand,
71-72; manager and supervisor, to com-
municate employer brand, 213-214

Trust: employee communication focusing
on, 210; at heart of employer brand,
48-50; importance of, in company’s
leadership, 109-112
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Trusty, J., 32, 38
Truth, employees’ desire to hear, 207-209

U

UPS, 43: brand loyalty to, 14; brand
promise of, 7; diversity commitment
of, 150; Employee Relations Index at,
227; internal expression of brand of,
17-18; new logo launch by, 197-198;
official brand resource at, 220; social
responsibility program of, 151; values
of employees of, 24

A%

Values: alignment of, of employees and
business, 35, 40, 55; brand, as source of
information when developing employer
brand, 131-133; company sticking to,
through bad times, 211; employer brand
as defining, 48-51; leadership’s aban-
donment of, 112; relationship between
employer brand and, 24, 42, 58

Vendors: caution about naming program
after, 188; orientation for, 53

w

Washington Mutual (WaMu): claim made
by brand of, 13; employer brand infused
in employee communications at, 199;
employer brand team at, 97; goal
setting at, 184; heritage of, 34; impor-
tance of good bosses at, 111; new
brand introduced by, 201; people
hired by, 55; personality projected by,
34; social responsibility program of,
151; values of, 58, 131

Web sites: assessing communication of
employer brand on, 85-86; for con-
necting with customers, 8; for connect-
ing with prospective and current
employees, 195-196; design of, 212;
intranet, 207, 212; monitoring mes-
sages about your business on, 165;
recruitment using, 168-169, 171-173

Wells Fargo, 10

Wendy’s, 10

Westin, 30

“What’s in it for me?” (WIIFM): articulat-
ing, for employees, 40-42, 143-145;
communicating, within business, 153;
employees’ home videos about, 203;

included in every communication to
employees, 214-215; used in recruit-
ment communication, 171

‘Whole Foods Market, 30; connection to
essence of, 9; emotional connection of
employees to business at, 203; expected
employee experience at, 146; role of
customers at, 138; social responsibility
view of, 152; values of, 133; work envi-
ronment at, 43

Williams-Sonoma, 128, 144, 146

Work environment. See Place to work

Work Foundation study, on socially
responsible employers, 112

Work-life balance, opportunities for,
153-154

Wrigley, 10

Y

Yahoo!: author’s experience at, x; employer
brand team at, 99; evaluation of devel-
opment of employer brand at, 69,
71; functional-emotional balance in
employer brand of, 108; heritage of,
11, 47; internal and external parallel
experiences at, 23, 40; introduction of
new brand internally at, 130; method
for getting meetings on track at, 121;
personality of, 237; process for clarify-
ing meaning of brand of, 125; process
for defining values of, 130; reinvention
of HR at, 64; response to Hurricane
Katrina by, 54; steps in rebranding
efforts at, 105; story behind purple
color at, 38; survey of cultural health at,
88; trust in, 50; visual image presented
by, 30, 37; work environment at, 42, 43

Yahoo! Hot Jobs: on believing in what com-
pany does, 26; on client interest in
employer branding, 171; on impor-
tance of being able to support brand,
17; on importance of being able to sup-
port company’s values, 48; on job seek-
ers’ expectations of work experience,
183; on match between employee expe-
rience and company promise to cus-
tomers, 27; on reputation’s importance
to recruitment, 45—46; on trust in com-
pany’s leadership, 109; on understand-
ing value of working for company, 23

Yang, J., 11



