


4 BRAND FROM THE INSIDE

Laughing at Lucy and Ricky as they smoked their favorite cigarettes
(provided, coincidentally, by the sponsors of the show) while chat-
ting with Ethel and Fred. Hearing Dinah Shore sing that we should
“see the USA in your Chevrolet.” Wondering if we needed an appli-
cation to join the Pepsi Generation or if we really could teach the
world to sing in perfect harmony by drinking Coca-Cola. Watching
McDonald’s dot the nation with fast food, Sears and JC Penney
becoming gateways to anything a consumer could want, and Macy’s
putting on a parade long before businesses plastered their names
on stadiums. We defined our lives through our brands. And we
learned, first hand, how to emotionally connect to everything a
brand represents.

With such branded beginnings, it’s no surprise we would land
in branded experiences in our early professional work. Libby
would spend her early HR years in the hallways of the legendary
Mary Kay, two words that instantly evoke images of pink Cadillacs
and successful saleswomen. Mark would write copy and stage new
product events for, among others, Minute Maid and Quaker
Oats—where he came up with the idea to introduce a new cereal
to employees before the debut for customers. After all, he reasoned,
“If we want customers to eat the new cereal we should first let
employees experience the taste.”

We learned from these early years, as brand users and work-
ers, just what a brand can do. How people react to brands. How
brands provide emotional connection. How brands simplify. And
we picked up valuable lessons that, years later, would help us cap-
italize on the power of this most intense business tool to create
emotional connections.

So for you—someone interested in what an employer brand
can do for your business—your first essential is to focus on your
observations, in general, of what brand can do. The power. The
language. The simplicity. Starting with the brand will help you
apply its mystery to the realities of your business. So you can first
absorb the fundamentals of how brands work and what brands can
do, so you fully realize the potential of brands to create emotional
connections with the people who make a difference to your busi-
ness. Your employees.

Here is the short course: fifteen key lessons we have learned
over the years for you to keep in mind as you build your employer
brand from the inside.



















































