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 This report analyze the relationship between corporate branding, corporate culture, strategic design and the employee experience, it’s role within business success, and in the development of Brazil. The purpose is to prove the importance of the internal brand culture to the sustainable development and strengthen of corporate brands and the creation of a cultural change tool for brazilian companies that holistically approach the employee experience and help companies to deliver the brand promise.
 Design / Methodology Approach
 The methodology was composed of 6 phases: Discover, Define, Develop, Ideate and deliver. A total of 13 interviews were conducted with experts from Brazil, UK and Netherlands in the field of Branding, Brand Engagement, Design Management, Corporate Culture, Design Research and Innovation. In addition, a survey was conducted with Generation Y Employees to identify views and trends.
 Principal Findings
 u To increase their competitive power, brazilian companies need to transform business into brand-led business.
 u Brand programmes need to influence the organizational performance by integrating the brand values into the corporate culture.
 u To develop brands that deliver the brand promise organizations need to give to employees tools to understand the Brand Essence, what is the role of the Brand within business and what is theirs own role in delivering the Brand Promise.
 u Employees are demanding more, they are looking for meaningful interactions with organizations.
 Conclusions
 u The key challenge for Brazil is build trust.
 u Before implementing a brand strategy an evaluation stage is key to make the company aware of the required changes.
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u The best way to drive employee engagement is to start enabling them to participate of the changing process.
 Recommendations
 This research offers a design-led toolkit for companies that are aiming to implement a new brand strategy and design and branding consultancies that might support them in this process to identify the required change inside the company to align and connect employees to the brand values, enhance employee ownership and identification with the brand and support and inform the decision making process.
 Limitations of the report
 To the use and application of this toolkit further usability research within real companies is required.
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 Brazil is in the spot light, living a moment of fast economic growing and hosting the next two big events 2014 World Cup and 2016 Olympic Games. Although the optimism within the country is high, there is a historical lack of trust. It is expected that the emergent economy will somehow reduce its growth rate and stagnate. This reflects directly in the number of innovative companies, products and brands.
 At the same time, the powerful and accessible information and communication technology raised consumers expectations. They are now demanding transparency, authenticity andconsistency. The alignment of the internal brand culture to the external brand messageis now more important than it ever has been. That is why companies need to turn their attention to one of the most valuable assets: employees.
 Based in this scenario the hypothesis of this research is that brazilian companies need to deliver brand promise by aligning their internal culture with brand values in order
 to build strong brands. This led to the key question: How to design employee experience based inbrand values in order to enhance brand culture? The aim of this research is to develop a design-led tool for brazilian companies to build internal brand culture by holistically approaching the employee experience.
 The methodology of this research is called Triple Diamond. Based on Design Council double diamond, it is composed of 6 phases, Discover, Define, Develop, Ideation, Evaluation and Deliver. Based on primary and secondary research it explored the areas of Brand Strategy, Brand Engagement, Culture Change, Innovation, Employee Engagement and Design Management.
 To use brands as a tool to leverage the business it is essential to transform business into brand-led business by integrating the brand values into the corporate culture. Hence, investing in Internal Brand Engagement is key. To deliver the Brand Promise companies need to give to employees - from top management to frontline - tools
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to understand the Brand Essence, what is the role of the Brand within business and what is theirs own role in delivering the Brand Promise.
 In addition, when implementing a brand strategy, the company need to be aware of the amount of change required to make the Brand Values a real part of the organisational work. For that reason, before the internal and external launch an evaluation stage is key to make the company aware of the required changes. This stage is also ideal to integrate employees in the brand building process and let them discover for themselves how the brand values are relevant for their day-to-day work.
 This research offers a design-led toolkit for companies that are aiming to implement a new brand strategy and design and branding consultancies that might support them in this process to identify the required change inside the company to align and connect employees to the brand values, enhance employee ownership and identification with the brand and support and inform the decision making process.
 Brazil is very quick to embrace change and the ambitious companies that realise the value strategic design and branding brings will come out ahead.
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 In the end of 2008, during my undergraduate course, I started a journey that is culminating now when I deliver my dissertation thesis and finally will enter for the world of design and branding. In these year two things happened that determined the course of my life.
 First, I started working in the institutional communications department of a organisation called Grupo Águas do Brasil, a private water and sewerage group which is a monopolist organisation where the expressions ‘competition’ and ‘buying decision’ do not have the same meaning as for other companies. Their consumers do not decide to buy products or which company will provide the service, they simply consume water according to their needs and most of them do not have any other option.
 At this point of my life I watched a very inspiring talk presented by Lorena Castellan, a brand consultant at Tátil Design, about branding and it’s power to transform business. From this moment I felt in love with branding and figure out that this was exactly what I wanted to do for my life.
 Working at Grupo Águas do Brasil for 3 years, I became project manager of visual standardisation with the objective of implementing the new logo and new visual identity in the whole group. It was a great experience of huge importance for my career and for the group, but I knew that graphic design could not alone promote a real transformation within the organisation. Design needed to be applied in a deeper level, the strategy, and together with branding they would have power to make the real transformation and build strong brands that will led organisations to a sustainable development.
 For that reason, I decided to move to london and develop my skills through the Design and Branding Strategy Master Course at Brunel University. My research was developed with the aim of transforming companies from inside and enabling employees to live the brand on a daily basis as I believe this is the only way of building sustainable brands that deliver their promise and build reliable relationships with people.
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 As services became the core the Brazilian economy, as with other major industrialised countries and organisations are now more transparent because of the grow of internet and social media, internal brand engagement is increasing it’s importance. To build radical differentiation and great customer experience companies need to move quickly, in a unison. That is why it is essential to increase the attention to one of the most valuable intangible assets: employees. They have opinions and emotions and more than never are willing to express and behave accordingly to them. Companies now need to, based inpurpose and values, design a culture that support the brand strategy and emotionally connect their employees - the Brand Culture.
 We are living in new times. In the knowledge Era many traditional competition barriers were broken, there is no safety for business. The management model that preferred the measurable over the meaningful had successfully transformed quality into a commodity and created distrustful customers, disengaged employees and suspicious communities.
 Meanwhile, brands evolved from keeping consistency of products to the role of helping people shape their own identity.
 This scenario of deep technological and social changes is also shaking the global economy. While United States and Europe suffers a strong crisis, the BRIC countries - Brazil, Russia, India and China - are becoming increasingly relevant on the world’s economic stage. Brazil has an emergent economy, a strong optimism within the country and a growing middle class. A fertile setting for brands to flourish, but also a paradise for international brands.
 The Design Council (2011) defines a brand as a set of associations that a person - or group of people - makes with a company, product, service, individual or organisation. These associations may be intentional – that is, they may be actively promoted via marketing and corporate identity, for example – or they may be outside the company’s control. In addition, it defines the branding as an attempt to harness, generate, influence and control the [brand’s]
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associations to help the business perform better. Corporate branding is a specific field of branding that, in this unpredictable Era, attempt to brand not products or services, but the whole corporation, as a way to increase stakeholders’ admiration and loyalty. Based in this concept, design and branding consultancies started offering new design solutions to redefine brands strategies and strengthen company’s image with the objective of delivering real value to customers and help them shape their brand’s associations.
 In the last ten years, Brazil has improved a lot in the vision about design and brand management at corporations. Brazil has created a methodology that is developing tangible outputs. However, as Lorena Castellan, a brand consultant at Tátil Design, states, there is still a lot to develop in order to transform “branding” in a corporate culture that assumes intangibles - brands and the people behind them - as the most important thing for the organisation.
 Although Brazilian Brands improved a lot in the last few years, they still
 are not strong enough to compete with top global brands. The hypothesis of this research is that Brazilian companies need to deliver brand promise by aligning their internal culture with brand values to strengthen their brands.
 To make the corporate brand live it’s full potential it is needed more than a brand strategy that defines a set of words that everyone inside the company ignores. Corporate branding is also much more than defining a new logo or visual identity or giving strategic direction to communications. It is about integrating the brand values into the corporate culture and truly living the brand. But corporate culture is about employees values and beliefs that determine individual and collective behaviour. It’s the employee experience that shapes the corporate culture. Hence, to design a brand culture companies should integrate brand values into the employee experience and design the Branded Employee Experience (expression created by Doug Hewett, associate director at Interbrand, London).
 This led to the research key question, ‘how to design employee experience based in brand values in order to enhance brand culture?’. To answer this question the research focused in the study of 4 topic areas: Corporate Branding, Corporate Culture, Employee Experience and Strategic Design. The intent of this research is to prove the importance of the internal brand culture to the sustainable development and strengthen of corporate brands and the creation of a cultural change tool for brazilian companies that holistically approach the employee experience and help companies to deliver the brand promise.
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 Key Research QuestionHow to design employee experience based in brand values in order to enhance brand culture?
 AimTo develop a design-led toolkit for brazilian companies to build internal brand culture by holistically approaching the employee experience.
 Objectivesu To investigate the challenges facing Brazilian Brands and their level of awareness about strategic design and branding
 u To identify the value and relevance of a strong internal brand culture to business success
 u To find out the role of design and design thinking within brand culture building
 u To assess the design tools / methods used to uncover employees latent needs and create brand ownership
 u To develop a design-led toolkit to build Branded Employee Experience and enhance brand culture
 Benefits and BeneficiariesThis research will benefit companies that are aiming to implement a new brand strategy and design and branding consultancies that might support them in this process. The main benefits are to visualize the brand strategy in practice; identify the required change inside the company to align and connect employees to the brand values; enhance employee ownership and identification with the brand; evaluate business capability to implement changes and support and inform the decision making process.
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 Methodology Overview
 Based on the Design Council Double Diamond (Design Council, 2007) that is formed of four distinct phases Discover, Define, Develop and Deliver (see pag 60 - 61), the Triple Diamond Methodology (figure 1) was designed to conduct this research. At the Triple Diamond the concept of expanding knowledge during the divergent lines (Discover and Develop) and making decisions and refining the
 information during the convergent lines (Define and Deliver) remains the same as the Double Diamond, however two more stages (Ideate and Evaluate) were included to better demonstrate the real process of developing this research. In addition a mix of quantitative and qualitative methods were chosen in order to be the best fit for the research project purpose.
 Figure 1 - Triple Diamond Methodology
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 Figure 2 - Methodological Framework
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 Phase one: Discover
 The main objective of the first phase of this research was to investigate the challenges facing brazilian brands and their level of awareness about strategic design and branding. This was a stage of expanding knowledge and uncovering issues and gaps in the area of branding that would require deeper exploration and led to a research topic that is challenging and relevant to contemporary professional needs.
 A combination of qualitative primary and secondary methods were used to investigate about existing work in the research area, broader the theoretical knowledge about design and branding, identify best practices industry examples and the main challenges that design and branding professionals face at Brazil. The methods applied were Literature Review, Case Studies and Interviews with Brazilian Design and Branding Experts.
 Literature Review
 At the initial phases secondary research was predominantly used to form the context and knowledge of the research. A wide selection of books, reports, electronic databases and specific key articles have been analyzed in the fields of Strategic Design, Brand Management, Internal Branding and Brand Valuation. In addition, the brazilian economy and brazilian brands were also studied to delineate the context and scenario of this research.
 Case Studies
 Although not presented in the final version of this research few case studies samples from companies that were successful in developing a strong internal brand culture were studied in order to identify best practices. They were HSBC, Barclays and ASDA. All the case studies were based in the research “The Brand Inside” (Brooke, 2002).
 Experts Interview [Brazilian Design and Branding Experts]
 In this research, qualitative approach was used to conduct interviews with some brazilian design and branding experts whose background varied from different fields. Each gave different perspectives on the challenges facing brazilian brands, the relevance of internal brand culture and the role of strategic design. It is not possible to convert the purpose into numbers, so therefore the qualitative approach fits this study better. The primary data was collected by email and Skype interviews (Figure 3 provides the list of interviewees with a short bio).
 Phase two: Define
 This was a critical stage for the research where all the data gathered was analysed and refined. With the application of creative thinking the research topic and the areas of study were defined and the scope and methodology were designed. Brainstorming Sessions, Mind Maps
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Lorena Castellan is brand consultant at Tatil Design with 11 years of experience in branding, brand strategy and planning for clients such as Coca-Cola, Procter & Gamble, Natura, Vale, Tim, Nokia, Philips, among others. Raquel Goulart is a Branding Director at Dia Comunicacao. She holds a Master’s degree in Image and Communication by PUC-Rio and Communication by svvUniversità degli Studi di Genova. Her work included strategic project management at Brazil and abroad with focus on branding and design, trends and consumption research, planning, market analysis. International Correspondent of Future Concept Lab, she worked between 2005 and 2011 as Branding Director at Ana Couto Branding & Design.
 Henrique Gomes is a brand thinking specialist. He holds a MBA in Branding by Faculdades Integradas Rio Branco. He was branding strategy consultant at Ana Couto Branding & Design between 2009 and 2010 and at Gad’branding between 2008 and 2009.
 Eduardo Tomiya is General Manager at BrandAnalytics and responsible for the ranking of most valuable brands in Brazil. He holds a MS in Industrial Engineering and PhD (ABD Polytechnic School of USP). Between 2000 and 2006, he was Director of Brand Valuation at Interbrand for Latin America, Portugal and Spain. He was also responsible for the ranking of most valuable brands in Brazil, Chile, Argentina, Mexico, Spain and Portugal.
 Antonio Roberto de Oliveira is coordinator of the MBA - Branding of Faculdades Integradas Rio Branco. Master’s degree in Visual Design by FAU - USP, PhD in Compulsive Consumer Behaviour at USP Faculty of Medicine, coordinator of Branding International Week that happen every year at Brunel University - London, Professor of Branding and Strategic Design at many brazilian universities, Founder of LidBrand + Experience, Partner at Managic Institute and Member of DMI - Design Management Institute.
 and Shared Spaces were the tools used to critically analyse all the information and generate insights.
 Phase three: Develop
 After defining the scope of the research, it was time to deepen the knowledge in the areas of Brand Culture, Employee Experience and Strategic Design. The objectives of the develop stage were to identify the value and relevance of a strong internal brand culture to business success; to find out the role of design and design thinking within brand culture building and to assess the design tools / methods used to uncover employees latent needs and create brand ownership. The methods used to achieve those objectives were Literature Review, Case Studies, Interviews with Branding e Design Experts and a Survey with Generation Y Brazilian Employees.
 Interviewees
 Figure
 3 - L
 ist
 of
 inte
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 Literature Review
 Although the use of primary research was predominant in this research stage, the publication of new articles and news and the challenges that were arising led to the use of secondary research throughout all stages. Books, reports, journals and articles have been consulted and analyzed predominantly in the fields of Corporate Culture, Employee Engagement, Design Thinking and Design Tools and Methods.
 Case Studies
 Three case studies were analyzed to understand in practice how companies deal with their internal culture, what are the benefits of having a internal culture aligned with the brand values, how culture can become a constrain on strategy, what companies can do to overcome this situation and the impact of having a corporate culture that do not support the brand strategy and do not deliver the brand promise. They were Innocent (Creating and sustaining a brand culture), Twycross Zoo (Changing a corporate culture) and BP (Failing to Deliver the Brand Promise).
 Experts Interview [Branding, Design and Corporate Culture Experts]
 To achieve the given objectives a qualitative primary research composed of 8 Experts Interviews with Brand Engagement, Design Management, Culture Change, Design Research and Innovation Experts from Brazil, UK and Netherlands was conducted. The interviews were semi-structured; conducted in-person, by video conference, telephone or email with 30 min to 1 hour of duration (except for the email interviews). The questions were about the role of design and branding within employee engagement; the impact of the entrance of generation Y at the workforce; employees drivers and motivations; tools and methods used at internal brand engagement initiatives; and case studies. The interviews were recorded and transcribed to facilitate the analysis process (Figure 5 provides the list of interviewees with a short bio).
 Figure 4 - left: Interview with Stephanie Matthews and Doug Hewett right: Interview with Bernhard Dusch
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Cris Beswick is an author, speaker, thought leader, and strategic advisor on innovation at UK. With over a decade of experience in the design industry as the founder of award-winning design & strategy companies. He is also the author of ‘The Road to Innovation’, has featured numerous times on BBC radio and TV and has authored articles for The Times, Financial Times, The Independent, CEO Magazine, Director Magazine, Changeboard among others.
 Sorena Veerman is a design management consultant at PARK Advanced Design Management, Netherlands. She has wide range of experience in international manufacturing companies handling strategic process and organizational challenges, focusing on maximizing the value of innovation and design for customers and other (external and internal) stakeholders.
 Derek Bishop is director at Culture Consultancy - organizational culture change and employee engagement specialists at UK. Derek has over twenty years experience in leadership roles and a proven track record of delivering business results in high volume and complex environments, whilst leading individuals and teams through change and creating performance based cultures.
 Stephanie Matthews is Associate Director of Brand Engagement and Consulting at Interbrand UK. She has eight years of consulting experience, predominantly with government and NGO clients in the U.K. and Switzerland. Stephanie specializes in developing organizational development and change programs and brings a wealth of knowledge and experience to the Interbrand brand engagement practice.
 Doug Hewett is an Associate Director and Brand Engagement Specialist at Interbrand London. A former Partner at Engage Group, his experience brings together branding, corporate culture, and employee engagement. A champion of collaborative communities and social business, you can follow him on Twitter @doughewett
 Bernhard Dusch is a Design Management Doctoral Student at Cambridge University, UK. He holds a Diploma in Communication Design and a Master in Industrial Design from Sheffield Hallam University . He had been working as a Designer for the German based design consultancy MetaDesign before he joined the IFM in May 2009.
 Marcia Ballariny is director at Planning Estratégia de Comunicaçāo at Brazil. Working with planning of communications since 1989 her focus is brand building. She develop strategies of internal communications, management, launching and positioning of products and services. Coordinator of the course P4B (Planning for Branding), an specialization of communications planning and teacher at the MBA in Communications with the market at ESPM.
 Ricardo Guimaraes is president of Thymus Brand Identity Consulting at Brazil. Recognized as pioneer in introducing the concepts of branding as a management approach for companies in fast moving markets. He supported the biggest brazilian branding cases: Natura at London Business School, and Banco Real at Harvard Business School. His clients include Santander Group Brazil, TAM, Vivo, Toyota, Globo Organizations and Afroreggae among others.
 Interviewees
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 Survey [GEN Y Brazilian Employees]
 To identify views and trends of employees drivers and motivations a survey was conducted with brazilian generation Y employees - born between 1977 and 1997. The survey received a total of 59 respondents, however 3 responses had to be excluded according to the ageing profile. It was composed of 22 open and closed questions.
 Phase four: Ideate
 The objective of this stage was to develop a design-led toolkit to build Branded Employee Experience and enhance brand culture. It consisted in the analysis of all data gathered and the application of creative thinking to generate ideas and solutions for the key problems identified in the research.
 The conclusion of this stage consisted in the development and prototyping of the first version of the Branded Employee Experience Toolkit. (Image 6 shows the toolkit prototype)
 Phase five: Evaluate
 The objective of this stage was to evaluate the toolkit to develop the final version. To achieve this objective a Focus Group was conducted with 5 Master Design Strategy Students from Brunel University. The Focus Group consisted in the presentation of the toolkit followed by the Brainstorming Session “ The questions every company should ask about their employee experience”, a open discussion and a feedback session. In addition, Expert Opinion was used to evaluate the toolkit, but in the given time only two feedbacks were received. (Image 7 shows the Master Focus Group)
 Phase six: Deliver
 The final stage of this research consist in the delivering of the final version of the Branded Employee Experience Toolkit.
 Figure 6 - Toolkit prototype

Page 21
						

Figure 7 - Master Focus Group
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 Findings
 New times
 “Today there’s no safe ground in business. The old barriers to competition - ownership of factories, access to capital, technology patents, regulatory protection, distribution chokeholds, customer ignorance - are rapidly collapsing.” (Neumeier, 2009)
 The powerful information and communication technology has transformed our world in an irreversible way. The internet and mobile developed a global network where each connected individual has the power to access, produce and publish anything, anytime, anywhere, this is the Knowledge Era. Citizens are better informed and demanding more as consumers. In this scenario companies that build their image based in bad products or services are revealing their incompetence. Companies no longer have power over their image, it can be built or destroyed by millions of small voices united through the web. Neumeier (2009) claims that the last obsession of the 20th century, Six Sigma, the
 total-quality movement, has been so successful that quality has virtually become a commodity. Consumers now expect every product and service to be reliable, affording no single company a competitive advantage.
 On the other hand, when we look around and see today’s companies and brands beset by distrustful customers, disengaged employees and suspicious communities, we can link these problems to a legacy management style that lacks any real humanity. The business mindset preferred the measurable over the meaningful. The assembly line was intentionally blind to morality, emotions, and human aspiration - all the better to make your competitors and costumer lose so you can win. Yet business, at bottom, is not mechanical but human. Today we’re finding that innovation without emotion is uninteresting. Products without aesthetics are uncompelling. Brands without meaning are undesirable. And business without ethics is unsustainable. The management model that got us here is underpowered to move us forward. (Neumeier, 2009)s
 ce
 na
 rio
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Brands
 The idea of brand has been around for at least 5,000 years. (Neumeier, 2006) According to Olins (2003) brands were simple household goods - soap, tea, washing powder, shoe polish, boring everyday products that were used up and replaced. The brand was a symbol of consistency. At a time of product adulteration, unreliable performance and variable pricing, it stood for standard quality, quantity and price. The brand’s image projected and sustained the product.
 But according to Neumeier (2006) brands highly increased their importance as our society moved from an economy of mass production to an economy of mass customisation, with multiplied purchasing choices. As we became information-rich and time-poor, the old method of judging products - by comparing features and benefits - no longer works. The situation is exacerbated by competitors who copy each others’ features as soon as they’re introduced, and by advances in manufacturing that make quality issues moot. Today we
 base our choices more on symbolic and emotional attributes. Brands are still about image, but it is no longer just their own image - it is also about our image. (Olins, 2003)
 Olins (2003) claims that the brand has become so significant a phenomenon of out time that it is almost impossible to express any ideas, or even delineate personalities, without branding them. Even people who would shudder at the thought that they had anything to do with branding are trapped by it. Simply because in a world that is bewildering in terms of competitive clamour, in which rational choice has become almost impossible, brands represent clarity, reassurance, consistency, status, membership - everything that enables human beings to help define themselves. Brands represent identity.
 BRICS & Brazil
 The term BRIC, created in 2003 by Jim O’Neill of the Goldman Sachs investment bank, refers to the first letters of Brazil, Russia, India, and China, the emerging countries with the largest growth potential and
 whose economies are becoming increasingly relevant on the world’s economic stage. That is because the emerging world is experiencing the largest growth in history. Its participation in the worldwide GDP, in purchasing power parity, increased from 36 percent in 1980 to 45 percent in 2008, and is projected to reach 51 percent in 2014. (Kiss, Bezerra, Deos; 2011) According to the 2012 BrandZTop 100 Most Valuable Global Brands report during the past decade, these markets served as the mostly dependable engines of global economic growth. And even during the economic crisis of 2008 and 2009, the total value of the brands from fast growing markets continued their steady climb.
 In 2012 Brazil overtook United Kingdom and became the sixth-largest economy in the world. Now, according to the Global Monitor study of The Futures Company, around 70 percent of Brazilians believe that the country’s financial situation is going “well” or “fairly well,” compared with a global average of 39 percent. The underlying optimism is based on several factors that transformed the
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 Brazilian economy and accelerated the growth of brands during the past decade including: consistent government focus on improving social and economic equality; a thriving economy, despite the current slowdown; increased availability of credit; and national cohesiveness and pride with growing excitement in anticipation of the 2016 Olympics and World Cup in 2014.
 Brazil’s population spending power substantially increased in the last few years and as a consequence, there are many potential consumers what makes the country very attractive.
 The government organises the population into hierarchical economic classes, A to D, wealthiest to poorest. As in many societies, the wealthiest individuals remain well off or even become wealthier. The distinction in Brazil, over the past decade, is the broadening of the middle class, or in Brazilian categories, the ascendency of people from D to C and from C to B. Since 2003, roughly 40 million Brazilians—out of a population of 200 million—have entered the middle class. The C class now includes about half of Brazil’s population according to TGI. This demonstration of national conscience and self-sufficiency hasburnished the nation’s self-image and unleashed spending that impacts brands across all categories, with credit widely available from credit cards, government programs and through employers. (BrandZTop 100 Most Valuable Global Brands 2012)
 In addition, the brazilian currency, Real, is worth more than double what it was 10 years ago, what favours the price of international competitors inside the country. The combination of huge natural resources and significant growth in manufacturing and services has meant Brazil is one
 of the most attractive places for the world’s super rich, and that includes corporations, to park their money. (Inman, 2012) While United States and Europe live a strong social and economical crisis Brazil became a paradise for the international brands.
 Brazilian Brands Challenges
 Besides new market challenges arising from Brazil’s economic moment such as fusions, acquisitions and increase in the competition, brazilian companies also need to learn how to survive and differentiate in the new Era. Henrique Gomes, a brand thinking specialist thinks that the competition with international brands within the country is one of the biggest challenges for brazilian brands. Gomes states “Those international brands that are coming are consolidated and better aligned. The brazilian brands might lose their space and will have to compete by price.” Most brazilian companies do not know their purpose yet.
 According to Francisco Carvalho, CEO & Managing Director Burson-Marsteller Brazil, until the 1990s,
 Figure 8 - The Economist Special Report on Brazil, November 14th 2009
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Brazilian companies didn’t have to worry about foreign competition. Now international brands increasingly invest in Brazil. This trend is further fuelled by Brazil’s role as host of the World Cup in 2014 and the 2016 Olympic Games. Brazil needs to have strong brands to compete not only domestically but also in the global economy. Although the degree of internationalization of Brazilian companies has increased in recent years, they remain relatively unknown abroad. As figure 9 shows brazilian brands do not figure yet in the Interbrand’s ranking of the Best Global Brands. ‘Brazilian companies should invest more in promoting their corporate reputation and their brands overseas’ affirms Carvalho. In the report ‘What about brazilian brands?’ Interbrand stresses that it’s only a matter of time before brazilian companies make the Best Global Brands ranking. Brazil is talking to the world, telling people that it is fun loving and highly adaptable, with a flair for improvisation - but always backed by numbers, strategy and lots of hard work. (Interbrand, 2011)
 Figure 9 - 2011 Interbrand Best Global Brands Report
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 Discussion
 Although Brazil is sailing in the good waves of economic figures and trends and the optimism inside the country is high, a lot still have to be done until its consolidation in the global scene and the recognition of Brazil as a economic power ready to compete with United States and Western European countries. Many people would mention crime, infant mortality, poor public education, environmental issues or basic infrastructure as the most important improvement for the development of Brazil. Certainly, all these areas
 are essential and need a lot of improvements until it become a developed country. However, this research consider the most important improvement for Brazil as building trust.
 Everyone bets in Brazil, and some bets high, but yet few are the ones that truly believe in the development of the country. It is expected that the emergent economy will reduce its growth rate and stagnate leaving the “country of the future”, once again, in a far away future that will never arrive. As Rebeca Dreicon, director of The Futures Company, advises that many observers are worried
 about the risk of Brazil’s boom overheating into a bubble, and as a result, have put Brazil high on their watchlist of emerging economies that may be growing beyond any capacity to sustain themselves.
 The lack of trust is also reflected in the public sector, entrepreneurship and in the consumer behaviour. First of all, Brazilian people are so used to corruption that it is already considered something ordinary as scandals feature in the news everyday. The situation is so serious that in a recent official sentence about the bribe case ‘Havelange and Teixeira’ FIFA assumed that “bribery
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payments belong to the usual salary of the majority of the population”. Brazilians, although presenting a high government acceptance, are always prepared for the next corruption scandal. They also do not believe yet in themselves and tend to think that technology, products, brands, researches, ideas, everything that is produced in the developed countries are better than the national ones. As a consequence Brazil possesses few innovative companies, products and brands. Consumers tend to project more value in the foreign companies and imported products.
 However, this situation is already presenting signs of changing. According to data gathered by Endeavor Brazil, an organisation working to promote high-growth entrepreneurship in the country, young businesses play a crucial role in Brazil’s economic and social future. Currently, small and medium size-enterprises - SMEs - are responsible for 96% of the jobs in and comprise 98% of all companies in the country. The increase of new companies in Brazil, according to Luiz Carlos Barbosa, director of the
 Brazilian Micro-Enterprise and Small Business Support Service - SEBRAE - is directly related to Brazilians’ growing entrepreneurial spirit. The country’s efforts to boost its culture of innovation and entrepreneurship promise to sustain its growth in the coming years.(Ortmans, 2012)
 To become a economic power and consolidate it’s image Brazil needs to focus on building innovative brands that brings meaning for people’s life and help them shape their identities. But not just within the country, to impact the Brazil’s global image it need to find means of increasing the global presence. This will bring trust for the country, increasing not only the nation pride but also the investments in all the areas and will make people believe that Brazil is not only “the country of future” but a country of our present, structured, consolidated and a fertile setting for business to flourish.
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 Findings
 Branding
 ‘Overall, because Branding is about creating and sustaining trust, it means delivering on promises. The best and most successful brands are completely coherent. Every aspect of what they do and what they are reinforces everything else.’ (Olins, 2003)
 Regardless the awareness and the attempt to manage it, all organizations have a brand. The Design Council (2011) defines brand as a set of associations that a person - or group of people - makes with a company, product, service, individual or organization. These associations may be intentional – that is, they may be actively promoted via marketing and corporate identity, for example – or they may be outside the company’s control. The attempt to harness, generate, influence and control the brand’s associations to help the business perform is called branding.
 Olins (2008) points out that branding has now become a significant mainstream management activity
 that usually involves a complex, multi-faceted and multi-disciplinary process. It can be a marketing resource, a design resource, a communications resource and a behavioral resource. All this makes it pretty difficult to define, but according to Olins (2008) branding activity is generally associated with a few simple rules described bellow:
 Branding...
 u is a design, marketing, human resources and communication tool
 u should influence every part of the organization and every audience of the organization all the time u is a co-ordinating resource because it makes the corporation’s activities coherent u above all makes the strategy of the organization visible and palpable for all audiences to see.
 Branding has moved far beyond its commercial origins that its impact is virtually immeasurable in social and cultural terms. It has spread into education, sport, fashion, travel,
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art, theatre, literature, the region, the nation and virtually anywhere else you can think of. Brands and the idea of branding are the most significant gifts that commerce has ever made to popular culture. (Olins, 2003)
 Corporate Brand Management
 Brand management is simple: is a case of make a promise, keep a promise. (Ian Ryder cited in Brooke, 2002) Brand Management, according to the brandchannel glossary (2012), involves managing the tangible and intangible aspects of the brand. For product brands the tangibles are the product itself, the packaging, the price, etc. For service brands, the tangibles are to do with the customer experience - the retail environment, interface with salespeople, overall satisfaction, etc. For product, service and corporate brands, the intangibles are the same and refer to the emotional connections derived as a result of experience, identity, communication and people. Intangibles are therefore managed via the manipulation of identity,
 communication and people skills.
 The value to businesses of owning strong brands is incontestable and it’s asset value is now widely recognized, not just by brand owners but by investors. Brands can generate high-quality earnings that can directly affect the overall performance of the business and thus influence the share price. Thus, brands can be classed as productive assets in exactly the same way as any other, more traditional assets of a business. (Interbrand, 2004)
 Stephanie Matthews, director of brand engagement at Interbrand, explains that as brands are something that can can be valued and quantified, it needs to be managed in the same way as any other business asset. She concludes that Brand Management is about how to make sure that this value is sustained and grows over time and also how to maintain the leading high quality application across all the touch-points that a brand would be engaging the people, internally and externally, making sure that the brand is completely consistent in it’s voice and the way it’s delivered.
 Brands that keep their promise attract loyal buyers who will return to them at regular intervals. The benefit to the brand owner is that forecasting cash flows becomes easier, and it becomes possible to plan and manage the development of the business with greater confidence. (Interbrand, 2004)
 However, as Hatch and Schultz (2001) advises in an era when companies can no longer base their strategy on a predictable market or a stable preferential product range, the ground rules for competition change. Differentiation requires positioning, not products, but the whole corporation. Accordingly, the values and emotions symbolised by the organisation become key elements of differentiation strategies, and the corporation itself moves center stage.
 Olins (2008) asserts that being as good as the best of the competition is now sufficient only to enable an organization to stay in the race. In such situations, emotional factors - being liked, admired or respected more than the competition - help the organization to win. And that’s why
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 so many organizations now invest so heavily in what is increasingly being called ‘corporate branding’. They want a complete and overlapping range of audiences - both internal and external - to respect and admire then. And that is why we now have a situation in which corporate brands exist side by side with product brands.
 Hatch and Schultz (2003) stresses that corporate branding brings to marketing the ability to use the vision and culture of the company explicitly as part of its unique selling proposition and contributes not only to customer-based images of the organisation, but to the images formed and held by all its stakeholders attracting and orienting them around the recognizable values and symbols that differentiate the organization. However, as they observe corporate branding is not only about differentiation, it is also about belonging. They explain that, when successful, corporate branding expresses the values and/or sources of desire that attract key stakeholders to the organisation and encourage them to feel a sense of belonging to it, which affects the
 decisions and behaviours on which a company is built.
 Olins (2008) observes that in today’s world every department, from marketing to purchasing to human resources, should incorporate brand management into its thinking, behavior patterns and actions. But he also advises that although in some areas brand management will have a warmish welcome, in others it will initially be frosty because the
 new methodology will be seen to threaten an existing culture. Only if an organization takes its brand management truly seriously will it achieve its maximum potential.
 Hatch and Schultz (2003) support that successful corporate branding rests on a foundation of interplay between strategic vision, organizational culture and corporate image as shown in the framework bellow:
 Figure 10 - Corporate Branding Framework based on Hatch and Schultz (2003)
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Strategic vision – the central idea behind the company that embodies and expresses top management’s aspiration for what the company will achieve in the future.
 Organisational culture – the internal values, beliefs and basic assumptions that embody the heritage of the company and communicate its meanings to its members; culture manifests itself in the ways employees all through the ranks feel about the company theyare working for.
 Corporate images – views of the organisation developed by its stakeholders; the outside world’s overall impression of the company including the views of customers, shareholders, the media, the general public, and so on.
 To align the company strategic vision, the organizational culture and the corporate images to a brand proposition that will generate recognizable values and symbols that differentiate and promote a sense of belonging to the organization for the internal and external stakeholders the company
 need to invest in three branding disciplines - Brand Strategy, Internal Brand Engagement and Brand Communications.
 Brand Strategy
 “Brand Strategy provides the structure and discipline needed to have successful business strategy.” (Aaker, 2004)
 Brand Strategy, according to the brandchannel glossary (2012), is a plan for the systematic development of a brand to enable it to meet its agreed objectives. The strategy should be rooted in the brand’s vision and driven by the principles of differentiation and sustained consumer appeal. The brand strategy should influence the total operation of a business to ensure consistent brand behaviors and brand experiences.
 Matthews (2012) supports that good brands are single minded, they have single thoughts that unifies the whole experience whether for customers or employees. This is usually called Big Idea or Core Idea, the brand main concept that is in
 the center of the corporate brand building and management process. Design Council (2012) recommends that the few key aspects bellow should be considered in the Brand Strategy with clarity and consistency to have the basis for developing a strong brand.
 The big idea – what lies at the heart of your company?
 A uniting concept that can hold together an otherwise disparate set of activities. Ideally, it will inform everything the company do, big or small, including customer service,
 John Boult © 2011
 Simple Brand Model
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 advertising, corporate identity and so on. It should encapsulate what makes the brand different, what it offers, why it is doing it and how it is going to present it.
 Values – what do you believe in?
 The code by which the brand lives. The brand values act as a benchmark to measure behaviors and performance.
 Vision – where are you going?
 Generating a vision for your company means thinking about the future, where you want to be, looking at ways to challenge the market or transform a sector. A vision may be grand and large-scale, or may be as simple as offering an existing product in a completely new way, or even changing the emphasis of your business from one core area to another.
 Personality – how do you want to come across?
 The attribution of human personality traits (seriousness, warmth, imagination, etc.) to a brand as a way to achieve differentiation. Usually done through
 long-term above-the-line advertising and appropriate packaging and graphics. These traits inform brand behavior through both prepared communication/packaging, etc., and through the people who represent the brand - its employees.
 Internal Brand Engagement
 The central problem of brand-building is getting a complex organisation to execute a bold idea. First, you have to identify and articulate the right idea. Next, you have to get hundreds or even thousands of people to act on it - in unison. (Neumeier, 2009)
 Brand Engagement according to Matthews (2012) is about making sure that employees are involved in the process of activating the brand. The objective is to guarantee that they understand and believe in the Brand Strategy, and know how to deliver the Brand Promise in their everyday decisions. Marcia Ballariny (2011) identifies that it is the companies’ main homework, to align people for the brand’s speech and make them exercise in a daily basis the assets they would like to build.
 Also called as Internal branding it was defined by MacLaverty, McQuillan and Oddie (2007) as a set of strategic processes that align and empower employees to deliver the appropriate customer experience in a consistent fashion. These processes include, but are not limited to, internal communications, training support, leadership practices, reward & recognition programs, recruitment practices and sustainability factors.
 Brazilian Branding
 “Transforming business in brand-driven business is vital.” (Goulard, 2012)
 Branding is a very new discipline for Brazil. Raquel Goulart, a branding consultant and anthropology researcher, explains that the culture of brand thinking on a ongoing basis is not so strong in Brazil as it is in another countries. Goulart states, “Talk about branding is assuming that there are intangible gains for the brand and this concept confuses the decision makers. The macro thinking of brand management as a tool to leverage the business strategy and consequently enhance the communication strategy need to be built.” There are cases in which neither the business strategy
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or communication is clear yet. Lorena Castellan, a brand consultant at Tátil Design, thinks that Brazil have a big challenge and also a big opportunity that is rethink the brands as vectors of growing and catalysts between business and people.
 Brazil is a country with a strong heritage in advertising and Branding is still seen as image. That is why, according to Gomes (2012) the major investments are usually placed in media, in channels like Veja magazine and Globo TV, the brazilians main television network. Lorena Castellan, a brand consultant at Tátil Design, explains that Globo represents the truth for the majority of brazilian people.
 Antonio Roberto de Oliveira, MBA Branding coordinator at Rio Branco University, notes that many rebranding projects developed at Brazil came from a competition analysis. Castellan agrees, “Companies invest when the leaderships realise that other companies already invested in branding and were successful or when they can understand the truly value of this type of project. However, my view is that everything is a big lottery, a big betting.” Oliveira reveals that it is unusual to find clients
 aiming to apply the branding as a tool to transform and define the business. What many brazilian companies want is someone to make the graphic project, the logo and visual identity. For Goulart in some cases the brand manager is missing within the companies. She states, “sometimes this lack made the Brand Strategy partially implemented or implemented without continuity or even incorrectly. It is essential give to employees tools to understand the role
 the brand plays in business and, more important, their own role in the business success. Transforming business in brand-driven business is vital.”
 Discussion
 Figures 12 shows a framework for understanding the inter-relationships of the disciplines that compose the Corporate Brand Management.
 Figure 12 - Corporate Brand Management Framework
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 The corporate brand is based in a tripod, the brand’s promise, it’s image and culture. To manage it effectively companies should invest in three disciplines, the Brand Strategy, the Internal Brand Engagement and the Brand Communications. If one of those areas do not receive the required attention the brand will not live its full potential and might be compromised as described bellow:
 As branding at Brazil is still seen as image, most of the companies are only looking for logo redesign, visual identity and advertising. There is a imbalance in the investments and attention placed in the Brand Management disciplines, with a strong emphasis in the Brand Communications but just few investments that aim to define the Brand Strategy and almost none attention for Internal Brand Engagement.
 The consequence is seen in the Brand Valuation reports were Brazilian brands are showing some progression, however still are far from reaching its full potential and do not have power yet to compete with top global brands.
 Brazilian companies usually invest in branding projects after a competition analysis. If their main competitors already invested and had substantial results
 Lack of Brand Strategy
 If a company invest in Internal Branding and Brand Communications without a strategy the results could be a real disaster. All the effort will probably be fragmented with different messages being sent to the internal and external stakeholders. The results in a short-term may vary, but it is almost certain that in a long-term this situation is unsustainable.
 Lack of Internal Brand Engagement
 When a company invest in Brand Strategy and Brand Communications it is developing and communicating the brand’s promise. The promise can enhance the consumer expectation and might have short-term results such as an increase in the sales. However, if the same effort is not placed in the Internal Brand the customer experience might be compromised which will reflect in the brand image in medium to long-term.
 Lack of Brand Communications
 When a company invest in Brand Strategy and Internal Brand it is making a real effort to deliver a great customer experience. If it is done correctly, the results should be loyal stakeholders that will love and recommend your brand. However, if it don’t place enough attention in communicating the brand’s promise probably few customers will know the brand’s benefit and the sales result could not be the expected one.
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they are inclined to make the same. However, as usually the brand manager is missing inside the companies those projects became restricted to the Brand Strategy. When the consultancies finish the project and left the company the brand guidelines are not strictly followed being sometimes not implemented or implemented incorrectly.
 Although the Brand Manager is essential within the company to manage the development and implementation of the Brand Strategy, one professional (or even a department) alone will not be able to make the Brand live it’s full potential. The Brand needs to operate cross-silos and involve and influence all the departments of a company. Hence, it is very important to give to employees tools to understand the Brand Essence, what is the role of the Brand within business and what is theirs own role in delivering the Brand Promise. All the employees, from top management to frontline need to understand, believe and engage with the Brand.
 Whether the global brands competition is increasing within Brazil, companies need to rethink their strategies and it’s implementation. Those global brands are usually better aligned and consolidated.
 If the brazilian brands do not align their promise with the delivering they will be threatened to lose market and brand value. Hence, brazilian companies should invest in Brand Management to increase their competitive power. It is essential to transform business into brand-led business.
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 Findings
 Culture, like brand, is misunderstood and often discounted as a touchy-feely component of business that belongs to HR. It’s not intangible or fluffy, it’s not a vibe or the office décor. It’s one of the most important drivers that has to be set or adjusted to push long-term, sustainable success. (Parr, 2012)
 According to Shawn Parr (2012) culture is the environment in which your strategy and your brand thrives or dies a slow death. A vibrant culture provides a cooperative and collaborative environment for a brand to thrive in. He claims that the brand is the single most important asset to differentiate companies consistently over time, and it needs to be nurtured, evolved, and invigorated by the people entrusted to keep it true and alive.
 Edgar Schein (2009) explains that in order to manage culture it is essential to understand what culture is, what content culture covers, and how to assess it. He advises that it is dangerous to oversimplify this concept because of the illusion that one is managing culture when one is, in fact, managing
 only a manifestation of culture and, therefore, not achieving one’s change goals.
 Stanford (2010) observes that when business people talk about organisational culture they tend to “label” it as, for example, the New York times described Apple’s culture as “a culture of secrecy” or The Economist described Walmart’s as “an austere culture built by an old man Walton”. She explains that a label of culture is not the culture but a severely abbreviated verbal description. Confusion and sometimes conflict arise because too little is done to create shared meaning around what the label stands for. She describes that a “culture of collaboration” will mean different things to different people unless there are explicit and shared explanations and expectations around the label.
 To understand Corporate Culture Schein (2009) proposes that it is made up of three layers — artefact, espoused values, and shared tacit assumptions — and we must understand and manage even the deeper ones.
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Artefacts are the more visible elements of culture: dress code, environment, and behaviour, for example.
 Espoused Values are the values the company claims to hold. These can be changed to support changing objectives, and they are not always true to the company’s core values.
 Shared Tacit Assumptions are the deeply held but mostly unconscious and invisible beliefs that inform the other two layers of culture. These assumptions have been reinforced and institutionalised over the course of a company’s collective history.
 Schein (2009) also explains that the essence of culture is the jointly learned values and beliefs that, although originally came from the head of founders and leaders, became shared and taken for granted only as the new members of the organisation realised that they led to organisational success. He concludes that culture is a powerful, tacit, and often unconscious set of forces that determine both our individual and collective behaviour, ways of perceiving, thought patterns, and values and within organisations it determines strategy, goals, and modes of operating.
 Parr (2012) claims that a vibrant and alive culture offers the benefits bellow:
 Focus: Aligns the entire company towards achieving its vision, mission, and goals.
 Motivation: Builds higher employee motivation and loyalty.
 Connection: Builds team cohesiveness among the company’s various departments and divisions. Cohesion: Builds consistency and encourages coordination and control within the company. Spirit: Shapes employee behavior at work, enabling the organization to be more efficient and alive.
 Brand Culture
 “Brand is culture because to manage culture is about managing meanings. And brand is the meaning from the experiences with the culture.” (Guimaraes, 2012)
 Derek Bishop, director of Culture Consultancy observes that often people think that brand is just about the external image. However, the actual brand is alive by the culture within the business,
 he claims “Brand and culture are yin and yang”. Marcia Ballariny, director of Planning, stresses that beyond defining strategies and giving direction to the product offer, brand is connected to culture, that is, the business capability to deliver it’s brand promise and connect to the customer. Hence, culture is the foundation to Brand Management. She exemplifies “You cannot promise agility if all the employees are not committed to think in each investment in order to ensure the speed in provision of the service”.
 Ind (2004) reports that many organizations have well constructed brand statements. Some even have well-produced booklets or brochures about their brands. However, few move beyond the presentation to deliver substance. He points out that it’s easier to talk about the brand than to live it because living the brand requires commitment and sincerity and that means it has to permeate the whole organization. Sorena Veerman, a design management consultant at PARK thinks that a lot of companies do not really live the brand. She observes “I work for a lot of global companies and they really don’t pay attention to it”.
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 Ricardo Guimaraes et al. (2010) explains that the concept of ‘organisational culture’ came from the humanisation and evolution of the ‘bureaucracy’ concept. He proposes that when the market recognises the value of an organisational culture and adopt them as good for their management and lifestyle, we can not call it as an organisational culture, but a Brand Culture. This recognised value, that is not in the balance sheet, is called market value.
 The Brand Culture - when dealing with the meaning of things, process, and the attitudes within the process of market value building - is the higher level of the organisational culture that allows a
 better understanding and management of corporate problems such as traditional power and interest conflicts which features the organisational culture. (Guimaraes et al., 2010)
 According to Nicholas Ind (2004) brand programs have little relevance if they simply define a set of words that everyone, apart perhaps from the marketing department, ignores. To move from words into meaning the brand needs to acquire substance, to affect organization performance. The fundamental requirement is to integrate the values into the culture, so that they became interdependent. The values should derive from the culture, so that they should help to nurture it through use on a daily basis as a guide to action.
 Culture Audit / Assessment
 Key elements of the corporate culture can become a serious constraint on learning and change. The organization clings to whatever made it a success. The very culture that created the success makes it difficult for members of the organization to perceive changes in the environment that require new responses. Culture becomes a constraint on strategy. (Schein, 2009)
 According to Schein (2009) the assessment of culture’s strengths and weaknesses becomes important when the organisation is trying to change strategy or business processes. Culture assessment can then be geared to the business changes that are being proposed in order to discover how the present culture and subcultures will aid or hinder the proposed changes. He clarifies that the potential insights that culture can bring to you will occur only when you discover that some problem you are trying to solve or some change that you are trying to make depends very much on cultural forces operating within the organization.
 Derek Bishop, director of Culture Consultancy, reveals that at his consultancy the process of culture assessment is based on four different attitudes: Leadership, Management, Employee and External Stakeholders. He explains “We are going to look at what the brand and the brand values are saying, them we are going to look at the performance of the business and the culture of the organization to identify whether the culture of the organization is living that brand, or actually if there is a disconnect between the internal and the external brand message”. When a
 Figure 13 - Corporate culture pyramid based on (Ricardo Guimaraes et al., 2010)
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misalignment is identified the company need to decide if they want to change the company culture to align it to the brand or if they want to change the brand to align it to the culture or even if they would like to make improvements to both culture and brand. He explains “sometimes it is brand, sometimes it is culture that drives the need to change”.
 However, Schein (2009) advises that the things describable as necessary “culture changes” will, actually, involve only parts of the culture, and most of the culture will actually help you in making those changes.
 Cris Beswick, strategic advisor on innovation recommends that when a company is defining it’s Brand Strategy an evaluation phase is essential to make sure that all the change required to make the Brand Values a reality can actually be made by the company. Cris warns that if business do not have the capability to change it will be necessary to rethink the strategy before you communicate anything. Otherwise, if you communicate to employees that you are going to change something and you actually do not do it the engagement will be compromised. He insistis “without engagement you do not
 get any creativity, any different thinking and you don’t get any innovation”.
 According to Schein (2009) a culture assessment is of little value unless it is tied to some organizational problem or issue. He explains that diagnosing a culture for its own sake is not only too vast a problem but also may be viewed as boring and useless. On the other hand, Schein concludes that if a organization has a purpose, a new strategy, or a problem to be solved, then to determine how culture impacts the issue is not only useful but in most cases necessary.
 Culture Change
 In order to transform an organizational culture into a Brand Culture aligned with the business and the brand strategy Ballariny (2012) recommends that long-term projects are key because changing a culture requires persistence and commitment, it do not change from a day to another. She explains that it is essential to have clear values, not only described in a wall, but also performed in Human Resources programs such as performance analysis, reward and recognition systems and attraction and recruitment policies.
 Beswick (2012) describes that what happen to many organizations is that they come up with a set of values that look and sound great, but they undervalue the amount of change that needs to happen inside to make those values a real part of the organization work. For Beswick this is the reason why a lot of change and engagement programs do not work. He explains “after setting the value for the brand strategy such as collaboration it is essential to look at the whole organization and see where collaboration stops and identify the main barriers. Part of the change program will be removing those barriers, process and procedures that stop collaboration in order to start to drive it”.
 However, Schein (2009) advises that culture-change programs that focus narrowly on how employees currently perceive their organization versus how they would like the organization to be are unlikely to work because they ignore other elements of culture that are more deeply embedded and may not even be noticed. For him the importance of understanding the assumption level derives from the insight that, unless you understand the shared tacit assumptions, you cannot explain the discrepancies that almost always surface
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 between espoused values and observed behavioral artifacts.
 Matthews (2012) notes that if you try to address the Brand Culture directly it is so vast and deep that will be extremely difficult to find a start point. For that reason she suggests that it’s better to focus in trying to transform different bits of the organization such as the employee engagement in a day-to-day basis. If consistent and committed those changes will have a side effect in generating a brand culture. Ind (2004) supports that one of the key process aspects is not to over-emphasize communicating the values to employees. Although this is a necessary first step, for most people, the word “brand” will have connections to advertising and logos, and values will be seen as ‘fluffy’ or irrelevant. Hence, the engagement will only be achieved if they are experienced by individuals and they discover for themselves how the values are relevant to their day-to-day work.
 This requires people to work together in teams and identify actions that are accountable to the values. (Ind, 2004) According to Veerman (2012) it’s about cooperation and ensuring that people
 across the organization listen to each other and work together, and not from the silos. She explains that within companies there’s a lot of background issues and departments silos where there’s not an integration of teams working on problems. She concludes “The brand values need to be drivers that people together have to go for. It’s about building passion”.
 The Role of Leadership
 According to Parr (2012) a vibrant culture is fueled and inspired by leadership that is actively involved and informed about the realities of the business. They genuinely care about the company’s role in the world and are passionately engaged. They are great communicators and motivators who set out a clearly communicated vision, mission, values, and goals and create an environment for them to come alive.
 Ind (2004) describes the role of management as to clearly state what it believes in and to provide a framework in which individuals can flourish. The former will help to ensure that the organization and the potential employee are the right match for each other - that identification is not only possible but
 likely. The latter is about trusting the individual. Veerman (2012) claims that top management and management need also to give the example of how employees should behave. She states “if the CEO is not living the brand than its very difficult for the employees to live the brand. The management layer has to give a good example”.
 Although considering the support of senior manager a ‘must have’ for a successful brand-to-life program Ind (2004) reports that boards of directors are not always comprised of brand enthusiasts, and indeed there may be a reasonable number of cynics. He explains that for them the brand may have a business value, but engaging employees in the brand may appear time-consuming and ultimately of little real benefit. Nevertheless he urges “the brand will not realize its potential if it is not actively lived by employees, and employees will not live it if the signals from management suggest it is unimportant”.
 Edgar Schein (2009) thinks that as we don’t know where globalism and technological evolution will lead us, the leader and manager of the future will notice that the managerial occupational
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culture is itself evolving toward taking seriously the management of less controllable forces. Hence, he suggest that the culture leader of the future must be prepared to be more culturally intelligent—more motivated to understand others and more flexible in his or her own behavioural repertoire.
 Discussion
 The foundation to Brand Management, culture is fundamentally the business capability to deliver the brand promise. As one of the biggest drivers for sustainable success, its essence lyes on the employees jointly learned values and beliefs. Managing culture and brands is about managing meanings, for that reason it is essential to understand them deeply.
 However, the research shows that few are the companies that pay the required attention to culture. This happens because it is much more easier to talk about brands than to live them. When rebranding or defining new strategic directions to the brand many companies undervalue the amount of change required inside the companies to fully implement the brand strategy and make the brand values a reality. As a consequence, many brand programmes fail to deliver real changes and become limited to a new logo or a new visual identity which has little relevance. To use brands as a tool to leverage the business, brand programmes need to influence the organisational performance by integrating the brand values to the corporate culture.
 Hence, after defining a brand strategy and before implementing it an evaluation stage is extremely important to guarantee that the company is ready to implement all the required changes. This might include a cultural assessment to identify the positive and negative aspects of the corporate culture and analyse if any aspect is a constrain on the new strategy. This is also the ideal moment to engage employees in the brand building process. To connect with brand and commit to think in each investment in order to ensure the deliver of the brand promise, employees need to discover for themselves how the values are relevant to their day-today work. This requires teamwork in order to identify a behavioural repertoire that is accountable to the brand values.
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 Findings
 A Need for Change
 According to Elton Mayo (1945) the workplace has evolved to favour rationality, machinery and processes at the cost of employee concerns and emotionality. Increased industrialisation combined with evolving management theory that focused on the greatest extraction of energy and productivity from employees, stripped emotion from the workplace. Hence, according to Lisa Cox (2008), today’s organisations are full of employees who don’t feel connected to or valued by these organisations.
 Cox (2008) supports that the employee experience impacts the delivery of services for an organisation. If an organisation’s employees are emotionally disconnected, the likelihood that they will be able to engage and connect with customers is greatly diminished. On the other hand, Ind (2004) claims that when people are engaged with the organisation’s purpose then they generate new ways of working, share knowledge, stimulate innovation and help build brands. It enables organisations to adapt to
 changing circumstances, develop plans that are founded in organisational reality and deliver bottom-line value.
 Organizations are collections of people joined together in pursuit of a common cause and it is people who create value. (Ind, 2004) Assuming that creating value with employees is the first step to creating value with customers and combing it with its organisational offerings, organizations can recognize a competitive advantage that is valuable, rare, inimitable and non-substitutable. (Cox, 2008)
 Employee’s Motivations
 Brands can come to life if organisations engage with people’s deeper needs and if they help to fill the vacuum that has emerged within the lives of many. However, to achieve this, business leaders need to understand what motivates employees to join a business, what makes them stay and what encourages them to identify with the organisational goals. (Ind, 2004)
 The Maslow’s hierarchy of needs postulated that human needs fall into following five different categories:
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uPhysiological needs: hunger, thirst, sex and sleep. Food and drinks manufacturers operate to satisfy needs in this area, as do prostitutes and tobacco growers.
 u Safety needs: job security, protection from harm and the avoidance of risk. At this level an individual’s thoughts turn to insurance, burglar alarms and savings deposits.
 u Social needs: the affection of family and friendship. These are satisfied by such things as weddings, sophisticated restaurants and telecommunications.
 u Esteem needs (also called ego needs), divided into internal needs, such as self-respect and sense of achievement, and external needs, such as status and recognition. Industries focused on this level include the sports industry and activity holidays.
 u Self-actualisation: This involves doing things such as going to art galleries, climbing mountains and writing novels. The theatre, cinema and music industries are all focused on this level. Self-actualisation is different from the other levels of need in at least one important respect. It is never finished, never fully satisfied. Needs in the lower categories
 have to be satisfied before needs in the higher ones can act as motivators. The extent to which social needs are met in the workplace, for instance, varies according to culture. (Hindle, 2008)
 Nicholas Ind (2004) supports that although the basic needs for safety and security are formidable drivers for going to work they do not of themselves encourage people to identify with organizations. He explains that the safety-and-security view of life and indeed work prevailed for the first half of the century and it led to ideas of scientific management: that people were simply cogs in the production process
 and could be ordered and managed. If they met the requirements they would be rewarded for their output. If they did not they were discarded. There was little sense of a commonly pursued agenda.
 According to Ind (2004) Maslow’s hierarchy of needs is an apt metaphor for why individuals need purpose and values at work. It demonstrates that individuals do not only seek the basic needs in life but also what might be termed higher, spiritual needs. Lisa Cox (2008) remarks that employees seek emotionally meaningful interactions with organisations. The organisation serves as an important source for social and emotional resources, such as respect and caring, as well as tangible benefits, such as wages and benefits. Being regarded highly by the organisation helps to meet employees’ emotional needs for approval, esteem and affiliation. Positive valuation by the organisation also provides an indication that increased effort will be acknowledge and rewarded. This in turn makes employees take a more active interest in how the organisation regards them. Employees have an expectation to find meaningful and interesting work within their organisations.
 Figure 14 - Maslow’s hierarchy of needs cited in (Hindle, 2008)

Page 44
						

44
 However, what seems surprising for Ind (2004) is that people’s desires to learn and develop are still not meet in large part by organizations. He suggests that understanding employees motivations, organisations can build people-centred businesses where the full intellectual capacity of individuals is used. Rather than employees who are presented in body but not spirit, you can create ‘brand evangelists’: people who believe and will preach for the organisation.
 Employee Engagement
 “Engagement is an employee’s choice and has a direct impact on customer service and personal satisfaction.” (Sir Winfried Bischoff, chair of Lloyds Banking group cited in Geraghty and Beswick, 2012)
 According to MacLeod and Clarke (2009) employee engagement is a workplace approach designed to ensure that employees are committed to their organization’s goals and values, motivated to contribute to organizational success, and are able at the same time to enhance their own sense of well-being. Geraghty and Beswick (2012) thinks that it is about alignment of the needs of each employee with the needs of the
 organization in relation to its vision, purpose and beliefs. Gallup (2012) supports that the world’s top-performing organizations understand that employee engagement is a force that drives business outcomes. According to them research shows that engaged employees are more productive employees. They are more profitable, more customer-focused, safer, and more likely to withstand temptations to leave the organization. In the best organizations, employee engagement transcends a human resources initiative — it is the way they do business.
 Cris Beswick (2012) observes that employee engagement is being around for many years, but only in the past few years people actually started talking about it as a strategic way of pushing a organization forward. However, he believes that everyone also started to overcomplicate it. Now there are lots of companies that talk about employee engagement and have tools and programs to enhance it, but the reality is that employee engagement is nothing more than running a really cool company. He states “It’s not rocket science, it’s simple. It’s about running a god company, treating people fairly, giving employees a voice
 and living by the values that you set”. If organizations don’t pay well, don’t look after the safety of their employees and provide a meaningful environment for their people, it will be difficult - if not impossible - for employees to be engaged. They may go through the motions to get their paycheck but forget the desire to develop, improve and show discretionary effort. (Geraghty and Beswick, 2012)
 Beswick (2012) explains that some companies are starting to talk to employees, ask about what drives their motivations, trying to find out everything they possibly can think about the company. But he warns that the danger is when the company do not do anything with the information. This is a factor that reduces engagement. Derek Bishop, director of Culture Consultancy, explains that the engagement level is about how actively people get involved in activities such as discussion groups, internal communications, online forms and so on. If an organization have all those tools available and employees do not use them it demonstrates that the level of employee engagement is not strong as it could be. People are not contributing to the organization as much as they could.
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According to Geraghty and Beswick (2012), in many cases there is now a misalignment between organisations, their people and their customers. In the same way as customers and consumers are now ultra-savvy, employees are also demanding more. But, in the right circumstances they are also prepared
 Talents vs. Robots
 One of the biggest barriers to transforming an organizations culture is when employees view their position as just a job. Their ‘belief’ has gone along with their willingness to contribute the good stuff. The organization has now become merely a wage provider. At this point an organization has an army of robots. Employers cannot force people to be engaged, it’s a choice and its their choice. As employers you can bind employees to provide what they are contractually obliged to do but it’s the ‘stuff’ over and above that which creates amazing organizations but that requires an emotional attachment.
 “One of the best ways to transform an organization and make the change sustainable is to enable employees to do the changing.”
 Empowering people to change systems, processes and procedures, in effect the ‘HOW’ you do what you do is the most compelling reason for employees to step up to the mark. It’s also a perfect way for middle management to demonstrate empowerment, mentoring and support in a ‘hands-ready’ way. Increasing autonomy and trust in employees is exactly what the good ones want. They want to be challenged and show that they have more to give, that’s part, of what engages them. After all, isn’t that why we look to employ talent not robots?
 to give more. The key to sustainable performance is keeping talent within an organisation and that means building an amazing place to work.
 The role of the brand within employee engagement changes accordingly to the company approach. For companies
 that attempt to manage their culture it might be the main engagement factor representing emotions such as pride and meaning to the day-today work. Beswick (2012) stresses that the brand is important as long as the values are being lived and demonstrated everyday, because employees will then buy in the brand and the values of the organization. However, employees might devalue the brand if the values and principles are not demonstrated everyday. In this case the brand is just a marketing tool.
 Generation Y
 A strong reason for organisations to increase their attention to the corporateculture and the employee experience is that the Millennials are now entering theworkforce. This generation that grew up in the digital world is promoting a revolution inside companies.
 As a product of technological evolution, those young are used to frequent changes and look for faster feedbacks, results and promotions. They expect to find an corporate environment with freedom to communicate and challenge that is similar to their personal life. They also look for an open dialogue and desire to reduce the hierarchical barriers. Not
 (Geraghty and Beswick, 2012)
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 to mention that if the organisations do not meet their expectations, they areprepared to leave and find another job. Meaning, purpose and values are the key words to retain this employee.
 According to Giang (2012) by 2025, millennials or Gen Y - those born between 1977 and 1997 - will make up roughly 75 percent of the world’s employees. For that reason, companies cannot ignore them. Cris Beswick (2012) stresses that the major conflicts in the workplace might arise from the very different way in which this generation work. He states “They will probably want flat organisations structures, less divisions between employees, managers and leaders. More responsibility and autonomy which means that engagement needs to be even higher”. Derek Bishop (2012) explains that the Gen Y employees are looking to fulfill their own purposes, their loyalty is not about the organization, but about pursuing their dreams. As a consequence they would move between organizations as much as they want to. It’s expect a lot more transit in terms of the workforce.
 According to David Lee, Founder of humanNature@Work, although there are
 generational differences in work styles, Gen Y employees want what employees from other generations want:
 uThe feeling that their work has meaning – Believing that the specific work they do each day, and what their employer brings to the world offers true value and makes a positive impact.
 uTo be treated with respect – Feeling that respect at both a personal and professional level.
 uThe opportunity to make a difference – Being encouraged and empowered to offer their ideas and fresh perspective, and to innovate.
 uTo feel proud of their employer – Believing that who they work for provides a world class product or service and is lead by intelligent, wise, ethical leaders.
 uA positive relationship with their manager – Believing their manager cares about their well-being, their professional development, and them as an individual.
 uOpportunities to grow professionally – Having opportunities to develop their skill portfolio, take on career-enhancing responsibilities, and other avenues of professional growth.
 To identify views and trends of Generation Y employees at Brazil a survey was conducted with 56 respondents employed from small companies to big corporations and ageing from 21 to 35 years old. 70% of the respondents consider the brand and the employer reputation as a strong driver for their engagement at work, while 30% believe that the brand and the employee engagement are actually disconnected. Although 57% affirms that they try to behave accordingly to the brand values, only 14% consider they live the brand values on a daily basis. Yet, 29% of the respondents do not know the brand values of their company or feel completely disconnected with them. When asked about their vision of an ideal place to work the majority would like to have Flexible Hours (86%); Flat Hierarchy (96%); Responsibility and Accountability Management (87.5%); Group Work (89%); Free access to the internet (84%); Multitask (91%) and the Freedom to work from Home-office (77%). (Figures X shows the results from the survey).
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According to Sidnei Oliveira, a brazilian expert in generational conflicts, Generation Y and Z, it is determined to these young people to profoundly change the paradigms and assumptions established. In his book “Geração Y: o nascimento de uma nova versão de líderes (Generation Y: the birth of a new version of leaders)”, he says it is common to that portion of the population to question, be impatient, love challenge, want recognition and revolutionise the workplace. (Valente and Pereira, 2012)
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 Discussion
 As the world change companies need to adapt and change too. A new management model that see employees as assets rather than costs is required. When the company realise that creating value with employees and keep talent within the organisation is essential to create value with customers and develop a sustainable competitive advantage it has to turn it’s attention to the employee experience and engage with employees deeper needs.
 The research shows that employees desire to work with companies that are not merely wage providers. They look for meaningful interactions with organisations to supply not only their basic needs, but also their spiritual needs such as belonging, esteem and self-actualisation. The trend is that Generation Y will revolutionise the workplace with their completely different way of work and their aspiration for flat organisations, flexible work hours, flexible workplace and more freedom and responsibility. They will demand more from organisations, but, on the other hand, they are also prepared to give more. In this new scenario employee
 engagement with the brand values and company goals will be extremely important.
 If Brazilian companies desire to come out ahead they need to pay attention to these trends and start driving changes. And the best way to do in a sustainably manner is to start enabling employees to actually participate of the changing process. In the end, employee engagement is nothing more than running a really cool company, giving employees a voice and living by the values you set.
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 sIn 1998, three men decided to try out a new business venture by selling pure fruit smoothies at a small music festival. They provided two dustbins for customers to deposit their empty cups, one labelled ‘yes’ the other ‘no’. The question on a sign above the bins read ‘should we give up our jobs to make these smoothies?’. By the end of the day, the ‘yes’ bin was overflowing, and Innocent Drinks became a reality.
 Today, with a turnover of £38 million, Innocent’s extensive product range and several brand extensions, the company’s core values and goals remain as clearly defined and strong as they were eight years ago. This consistency has enabled Innocent to become the UK’s fastest growing food and drink company without compromising its creative company culture.
 Either through necessity or intent, Innocent’s company image and brand values grew organically, as, without the input of a specialist agency, the founders developed the
 Creating and Sustaining a Brand Culture: Innocent Drinks
 straightforward, slightly irreverent communications style that soon became the company’s trademark. The fun, easy going, no-nonsense approach suited a small start-up that appeared to be flying in the face of the big corporate drinks manufacturers, and yet, even now Innocent has claimed 63 percent share of the £111 million UK smoothie market, the company has managed to maintain the integrity of its brand values, retaining the trust and support of its employees, customers and retail partners.
 Over time, Innocent’s initial informal approach has become galvanised into something more akin to a formula for success. The company has developed several brand extensions, including a free music festival and the Innocent Foundation (a grant giving charity that works in partnership with community based projects and NGOs in the countries from which Innocent sources its produce) that on the face of it appear to be completely at odds with each other, yet which both manage to
 by Design Council website
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convey the values of honesty and integrity that the brand stood for when Innocent first began trading eight years ago.
 nnocent Drinks’ fun, straightforward, non-corporate and honest brand is not just skin deep.The company has developed an internal creative culture which it has managed to sustain despite an extended period of development, both in the UK and Europe. Skilful recruitment and effective communication lie at the heart of the company’s cultural development, ensuring creative involvement from every department and a company-wide commitment to success.
 Creativity has always been an integral part of Innocent. In the early days, brand development in all its forms was handled by the founders and the then newly appointed brand manager, Dan Germain, with a little help from family and friends. Although Innocent can now afford to outsource some of its creative functions (and sometimes does) a powerful culture of creativity still exists and is actively encouraged among the company’s 120 employees. ‘We invest lots of time finding smart people to come and work at Innocent,’ explains Germain. ‘Smart people are creative, driven, funny, friendly and focused. Without
 great people, Innocent wouldn’t be here today.’ Germain is keen to point out that creativity within the workplace is not just a feature of traditionally creative disciplines such as design and communication. ‘It’s just as pronounced in the way that we come up with new ideas for drinks, or in our operations and logistics teams – they’re the ones who have to solve incredibly complex problems at only a moments notice.’
 Actively encouraging communication and creativity is a core part of company life at Innocent, as Germain explains: ‘If people aren’t involved in all decisions, big and small, then they start to feel unloved and removed from the business and its success. So we get together as a company as much as possible, so that people can share their thoughts and ideas.’ Innocent arranges big quarterly meetings, monthly forums for debates on hot topics and a weekly catch up involving the whole company. ‘These all help to democratise the ideas generation process,’ says Germain. Asked to put a value on Innocents creative culture, Germain is unequivocal is his response: ‘Without great ideas
 Figure 15 - Innocent Founders (Design Council, 2012)
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 that help us to improve the business, we wouldn’t exist as a company. So I’d say that creative culture is worth about £65 million to us. That’s our projected annual turnover for 2006.’
 Innocent has recently been voted a top employer by the Guardian. The leap from three-man start-up to internationally respected employer of choice has been a rewarding challenge for Innocent’s founders, who believe that it’s not so much what they do but who they employ that makes all the difference. Learning to become a good employer is one of the organic developments that characterise the Innocent approach to business, which eschews the formalities of corporate life in favour of a more informal, natural progression of ideas, experience and learning. But Innocent has not become an employer of choice by chance. A deep-seated respect for talent and skill in every area of company life has led the Innocent management team to develop (however unplanned) a positive, modern and democratic approach to employee relations.
 From an outsider’s perspective, it seems as though Innocent develops its workforce by simply cherry-picking the talented individuals who present themselves at the gates, rather than by filling specific gaps in its commercial operations. In reality, it’s a combination of the two, as Head of Creative Dan Germain explains: ‘We hire as many smart, clever people as we can find room for. We hire people who are experts in their field, be that recruitment, ethical procurement, web design or anything else.’ In doing this, Germain believes that a good attitude towards employees comes naturally. ‘If you have truly inspiring and motivated people around you,
 you can do anything – learn to be better managers, learn to be better at business.’
 Innocent’s own appraisal of its abilities as an employer creates a bit of a chicken and egg scenario: which came first, the inspiring people or the inspiring workplace? The answer is probably blurred in company history, but nevertheless, the result is a talent-rich environment, which encourages creativity, communication and the democratisation of innovation and which has enabled Innocent to become the fastest growing food and drinks company in the UK today.
 Figure 16 - Innocent Packaging (Design Council, 2012)
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Changing a Corporate Culture: Twycross Zoo
 Twycross Zoo, a charity and visitor attraction in the UK, was originally established nearly half a century ago. It started with 3/4 acre of land at Hints eventually moving to the much larger Twycross site in 1962, much of the funding for this coming from the adverts produced for PG Tips. At 2010, Susie Boardman the CEO of the Zoo since 2004 had the vision of creating a new £7M visitor welcome, conference and events centre to generate additional income, especially during their quiet season in winter. In spite of her excellent ideas and attention to detail, the project budgets had to be cut but timescales for delivery had to remain unchanged. She was running herself into the ground but she just couldn’t mobilise her leadership team and staff to deliver what she needed from them. To make matters worse the Lehman Brothers crash during the financial crisis had wiped out a significant proportion of the investment. When Susie called Culture Consultancy she realised that the “organisation faced the greatest crisis of its 46 year
 existence. We were beleaguered by a series of seemingly insurmountable problems.”
 Cultural Assessment
 The first thing that we did was conduct a full cultural assessment of the organisation; we needed to see what was going on in every corner and look under the surface of the day to day operations. Through interviewing the staff, management, suppliers and customers as well as looking at hard data we began to form a picture of what worked well and what didn’t work so well within the existing culture.
 Shaping the New Culture
 Next, we held a series of leadership and culture change workshops with the leadership team. We needed the team to enhance their core skills quickly, as well as aligning themselves with each other and the future direction of the Zoo. The culture change workshops focussed on resetting the culture and
 direction of the Zoo and produced outcomes which then shaped the transformation of the Zoo such as resetting the Vision of the organisation and setting the Values that would support this Vision.
 Vision Statement 2010
 At a time when the world’s flora and fauna are under such great pressure, Twycross Zoo - East Midland Zoological Society is an organisation that cares and will strive to make a significant and meaningful difference. Within five years, we will be recognised as being one of the world’s top fifteen zoos for our contribution in the areas of:
 uAnimal Welfare, Research, Conservation, Education and Sustainability.
 uBest business practice; being efficient, focused and productive.
 uOutstanding “Value for Money” for all who visit us. Providing fun, entertainment, learning and above all an opportunity to engage and assist us in achieving our vision.
 uPositive staff experience.
 by Culture Consultancy
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 Brand Values
 uExcellence by Design
 uKnowledge through Innovation
 uIntegrity with Passion
 uEmpowerment and Accountability
 uFinancial Success
 uRespecting and Caring
 The Cultural Challenge
 As a charitable zoo, Twycross Zoo needs to raise funds to support its existence and the work it does in education, conservation and research both in the UK and abroad. Raising funds to support the Vision is as important today as it was in 1962 although it’s obviously no longer done via PG Tips adverts but they still need to be just as creative. Government funding had been orientated primarily towards regional economic development and private sector funding is difficult to come by so Twycross Zoo needed to focus on the commercial arm of their operation in order to fulfil their animal welfare commitments.
 Getting the Twycross Zoo leadership and staff to buy-in to the concept of ‘Financial Success’ was no mean feat. There was an overwhelming sense that anything to do with money was inherently “bad” and that as a not-for profit organisation, they should not be concerned with generating revenue.
 Culture Change
 To get to the bottom of what the Twycross Zoo’s employees thought about their workplace we conducted an employee engagement survey. The 4 priority areas that the staff identified as needing work were:
 uCommunication
 uReward & Policy
 uTeamwork
 uRespect
 From the feedback that we received in the survey we split our approach into things that could be achieved quickly and things that would take a bit more planning. Quick things that we implemented immediately were:
 uCreating a staff only communication hub/subsidised canteen.
 uWe installed an “ask Susie” box for any suggestions and comments;
 uMultiple staff briefings were arranged every month;
 uImproved cascading of important information and key metrics from the daily operational meetings to the teams on the front line;
 uManagement making themselves more accessible to answer staff questions/queries
 uOpenly giving praise on an ongoing basis where deserved
 uCascade briefings by Susie were introduced, enabling everyone to engage directly with her
 We also worked in a long-term basis on:
 uDesigning a full behavioural competency suite for all staff;
 uTraining on the new behavioural competencies;
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uImplementing a full performance management system;
 uImproving Teamwork between Animal Welfare and Commercial Teams;
 uExisting staff training programme;
 uDesign and implementation of a new hire induction programme;
 uImproving policies, procedures & systems by reviewing all the policies to ensure that they were fair to all and that they matched the new culture;
 uEnabling technologies by partnered with a company called VLI to enhance the in-house technology and embed the new culture into the systems;
 uImproving the online experience partnered with a company called Latitude Solutions to help Twycross define a user experience that would encourage potential visitors to see the zoo as a destination of choice.
 Results
 Year on year results show a dramatic improvement in the following areas:
 uEmployee engagement is up 4% and is expected to improve further as the new culture is fully embedded
 uRevenue is up in excess of 30%
 uGift aid sign up rate is up 75%
 uMembership increased by nearly 300%
 All of this has enabled a programme payback period of less than 12 months.
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 Failing to Deliver the Brand Promise: BP
 In July of 2003, BP (formerly British Petroleum) adopted the tagline “Beyond Petroleum”, in an effort to rebrand itself as a socially responsible, environmentally friendly company. This “fresh reassuring, and hopeful” strategic brand positioning was effective in making BP a consistently highly-ranked brand in the minds of consumers throughout the first decade of this century (Heaton, 2010). However, in light of the 2010 Gulf of Mexico oil spill BP’s environmental and corporate social responsibility record has been held under intense scrutiny, revealing a company that does not seem to hold its identity and actions in close alignment with its marketing campaign.
 BP’s “beyond petroleum” campaign began in July of 2000 as a strategy to position the BP brand as a leader in cleaner petroleum and renewable energy. Its acquisition of Solarex (as part of its Amoco purchase) in 1999 gave BP Solar the distinguished honor of being the largest producer of solar panels at
 the time, producing 30 megawatts of solar products per year (BP, 1999). Kotler (2009) reports that after this rebranding, employees of BP felt the company was going in the right direction and had a positive image of the new brand. The campaign was quite successful, according to the Center for Brand Analysis, bringing it’s ranking among other global “Superbrands” to number nine in 2009 and twenty-three in the beginning of 2010.
 Despite its successful brand positioning and strategy, BP was not delivering on the promise of its brand internally. Even in the renewable energy sector it only dedicated 4% of its exploratory budget to some form of renewable energy, a substantial amount and a move in the right direction, but not enough to qualify the entire company as being beyond petroleum (Goodman 2010).
 On the night of April 20th, 2010, abnormal pressure inside a marine riser on the Deepwater Horizon drilling rig (owned by Transocean
 Ltd., operating on a BP-owned well) caused an explosion on the platform, killing 11 workers and injuring 17 others. The ensuing oil spill into the Gulf of Mexico , one of the US’s most economically productive and biologically diverse bodies of water, released as much as 185 million gallons of crude oil, the largest accidental marine oil spill in the history of the oil industry (NYT, 2010). BP’s safety record and procedures came under intense scrutiny, and public outrage built as more was revealed about its disregard for worker and environmental safety. Boycotts of BP gas stations, protests in front of the London BP headquarters, and 24-hour news coverage of the spill (brandishing the name “BP Oil Spill”) helped to degrade trust and belief in the brand image, as well as leading to a 52% drop in stock value (the lowest since 1996).
 BP’s initial reaction to the spill was to downplay the damage, estimating that only 1,000 barrels per day of oil were spilling into the Gulf, and later saying “somewhere between 1,000 and 5,000” after a separate 5,000-barrel-per-day
 by Bean, 2010
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leak was discovered (Slate, 2010). This had the effect of damaging their credibility and trust early on, leaving the public skeptical of future statements. Then CEO Tony Hayward also made a series of unfortunate contradictions and gaffes making the company’s motives appear to be dubious, insincere, and out of touch. Hayward also initially shifted blame to Transocean Ltd., but said they would give full support to the clean-up effort. This was perceived as an avoidance of responsibility
 on BP’s part, further degrading the public trust in its communications (Slate, 2010)
 BP’s branding was initially a success story, becoming one of the most powerful global brands; gaining a positive reputation, and the respect of its customers based on a sustainable social and environmental message. However, it became apparent after the BP Gulf Oil Spill that the company’s operations and management culture did not align
 its identity with this sustainable strategy. The fundamental question BP should have asked itself before aggressively branding the company as moving “beyond petroleum”, as well as during the following decade is “can we and are we delivering on this promise?”. BP had a chance to leverage the goodwill within its company when employees praised it for going in the direction of “beyond petroleum”, however, given its safety and environmental record, and relatively small renewable energy profile, it failed to set an agenda to reverse these trends, or internalize the spirit of the tagline into its operations and management.
 Figure 17 - BP oil Spill - imaged source: Fast Company, 2010.
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 Discussion
 Innocent clearly shows the importance of living the brand and delivering the brand promise. It possess a vibrant and creative culture where employees are seen as their most valuable asset and are involved in the decision making process. As a consequence, they are engaged with the brand values and the company goals which allows the company to grow with integrity, in a sustainable manner and led Innocent to become now one of the most admired UK brands.
 Twycross Zoo is a good example of how the corporate culture might became a constrain on strategy. Although having an workforce engaged with the company success, through a cultural assessment the Zoo found out that because it is a not-for-profit organisation employees had the feeling that anything to do with money was inherently “bad” and they should not be concerned with generating revenue. However, no matter the type of your organisation or the brand values you hold, generating revenue will always be essential to allow the company to develop, improve and grow. For that reason, based on
 workshops conducted with employees Twycross Zoo developed a new strategic vision, and values and designed a huge programme that considered all the aspects of the company with the aim of integrating the new values values to the culture. The result was a grow in the employee engagement and the achievement of the business goals stablished.
 Unfortunately, BP did not learned the same lessons as Innocent and Twycross Zoo. Ten years after launching their rebranding and the slogan “Beyond Petrol” little was done to actually make the company live it’s brand and become a organisation concerned with sustainability and moving beyond petrol to new sources of renewable energy. Although these facts already called the public attention, it was in an oil accident that the corporate culture become strongly exposed and BP rebranding was categorised as one of the biggest brand failures of the history.
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 According to Design Council (2012) design is different from other activities because of four distinctive attributes:
 uThe most obvious attribute of design is that it makes ideas tangible, it takes abstract thoughts and inspirations and makes something concrete.
 uAnother, sometimes less obvious, attribute of design is that it is human-centred. This focus on users inspires great ideas and ensures that solutions meet real needs, whether the users are fully aware of them or not.
 uDesign has also a particular ability to make things simple. Anything that is too complicated to understand, communicate or operate is soon exposed. Perhaps this is why really great design can seem as obvious as common sense.
 uFinally, design is collaborative. The dual qualities of tangibility and human-centeredness mean that the design process is very good at engaging others. Design processes are increasingly being used as a way to enable groups of designers and non-designers to work together to tackle big issues.
 According to Lisa Cox (2008) as the industrialisation of the twentieth century framed design as a process driven practice to create tangible output for organisations the perception of designers as makers of artefacts remains the dominant in the industry. She explains that organisations, familiar with design practices such as graphic and digital design, have primarily viewed design as applied processes to an organisation’s communications and products. However, design and design thinking are evolving as our economy moves from design of tangibles (products and goods), to the design of intangibles (services, experiences and interactions).
 Cox (2008) affirms that the remit of design is no longer limited to influencing how something looks, but expanded to address the experience people have as they live their lives. Design has the ability to positively influence the quality of interactions that affect people’s perceptions of the organisations offering them. No longer solely focused on customers, she proposes that design is uniquely positioned to address the experience of employees inside organisations.
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When future-oriented design disciplines and design thinking are applied at the corporate strategy level, as a source of competitive advantage, influencing the organisation’s direction it is called Strategic Design. Aligned with the current social-cultural transformations and the sustainable development, strategic design can be the survival formula for the today’s global and fast-paced marketplace. Based in an holistic and multi-disciplinary approach it redefines how problems are approached, identifies opportunities for action and guide organisations to not only anticipate change, but to drive it.
 Design Thinking
 “The thinking of the last millennium has been concerned with ‘what is’. This is the thinking of analysis, criticism and argument. What we have not sufficiently developed is the thinking concerned with ‘what can be’ - creating value.” (Press & Cooper, 2003)
 The design thinking is about designing new thoughts, new solutions. It can be described as a discipline that uses the designer’s sensibility and methods to match people’s needs with what is technologically feasible and what a
 viable business strategy can convert into customer value and market opportunity. (Brown, 2008).
 Although being based on designers capabilities, Pinheiro and Alt (2012) clarifies that the design thinking do not intent to exclude business people or simply promote designers as business managers. Instead of that they support that the magic happens when business people are able to acquire the approach and abilities of designers and combine them with their strategic experience.
 They also suggest that designers who would like to embrace design thinking need to broaden their horizons and understand not only about design but also about the business world.
 Design is about people and how you put them in the centre of your business to create value with and for them. Design thinking is the redemption of these core values of design and it’s application at the business strategy, as a way to encourage the systematic production of high relevance offers and positive impact to people. It’s about understanding the meaning of things to people and designing better offers based on those meanings. It’s about addressing wicked problems with a view deeply coloured by the perspective of those that deal with these problems everyday. (Pinheiro and Alt, 2012)
 Figure 18 - Design Thinking Model
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 Future-oriented Design Disciplines
 Service Design addresses the form and functionality of services from the perspective of clients. Service designers visualise, formulate, and choreograph solutions to problems that do not necessarily exist today, they observe and interpret requirements and Behavioural patterns and transform them into possible future services. (Mager, 2006)
 Experience Design is an approach to creating successful experiences for people in any medium. (Shedroff, 2012) The fundamental objective of designing experiences is to create meaningful events that evoke emotional reactions in individuals. (Cox, 2008)
 Interaction Design it’s about facilitating relationships between people and how products and experiences mediate those relationships to reach specific goals and objectives. It doesn’t matter if it’s a document, an artefact, a computer or computer program, a service, a business activity, or an organisational environment. (Buchanan 2004)
 Design Process
 In contrast to the traditional analytical approach which suggests that we should move towards the more reasonable direction to solve problems, the design suggest that we should generate options that will make us find a solution instead of choosing a solution so that you can generate options. (Pinheiro and Alt, 2012).
 The design process consists of a series of activities and methods which are pulled together in a way which meets the requirements of a problem or project. Though there are similarities which can be seen across various case studies referenced by academics and practitioners (Clarkson and Eckert (2004), there are in fact many different design processes which vary depending on the size, scale and nature of the problem. (Design Council, 2007)
 During a research conducted by Design Council about the design process at eleven leading companies including Lego, Starbucks, Virgin and Sony it found out that, although different designers manage the process of design in different ways, there are striking similarities and shared approaches
 among them. As a outcome of this research Design Council developed the Double Diamond, a simple graphical way of describing the design process.
 The double diamond is formed from four distinct phases. These are Discover, Define, Develop and Deliver. Each of the phases consists of a series of iterative loops where exploration and testing of ideas can happen. It places emphasis on the Discover phase as one of the most critical, and the one which makes best use of the designer’s knowledge and skills. (Design Council, 2007) According to Pinheiro and Alt (2012) the divergent lines illustrates the stages to expand the knowledge while the convergent lines represent the moment of making decisions and refining the information. During the stages of expanding the knowledge - discover and develop - the objective is not create a rational logic or develop a solution for the problem but to generate as many options and contexts as possible while in the refinement stages - define and deliver - the aim is to find meaning and relevancy in the information gathered in the previous stage.
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Cris Beswick (2012) thinks that if companies used design as a process for everything they do it would help employees to be part of the process. He explains that what tend to happen in most organizations is that the top management of the company do all the thinking and come up with all the ideas and solutions. As a consequence, they implement them without involving enough the employees. Cris states “Ironically this involvement is one of the biggest drivers of employee
 engagement. If the design process were used within the organization it would allow employees to have an input and to come up with ideas and solutions to what need to be changed in the organization”.
 Design Tools / Methods
 There is a large variety os tools and methods used by designers in order to research and understand the user and the challenge, develop and test
 ideas and co-create within the project team and also, sometimes, even with users. Sorena Veerman (2012), a Design Management Consultant at PARK, suggests that the tools commonly used to analyse customers might also be used to analyse and understand employees and identify what are the moments where you can make a difference or ‘the moments of truth’. But in order to do it she advises that as the tools need changes and different descriptions to be able to be used within the organisations, it is better to focus in few tools and provide more detail information so that people can better understand what it means. For that reason, this section will provide a selection of tools commonly used by designers to understand the user that will be translated to the use with employees in the recommendations chapter.
 Desk Research or Secondary Research
 A design method for finding a range of published information about your customers, your competitors and political, social and economic trends. (Design Council, 2012) The internet is proving to be a source of huge potential, especially after the advent of social media. (Pinheiro and Alt, 2012)
 Figure 19 - Design Council Double Diamond
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 In-depth interviews
 In-depth interviewing is a qualitative research technique that involves conducting intensive individual interviews with a small number of respondents to explore their perspectives on a particular idea, program, or situation. They are useful when you want detailed information about a person’s thoughts and behaviours or want to explore new issues in depth. Interviews are often used to provide context to other data (such as outcome data), offering a more complete picture of what happened in the program and why. The primary advantage of in-depth interviews is that they provide much more detailed information than what is available through other data collection methods, such as surveys. They also may provide a more relaxed atmosphere in which to collect information— people may feel more comfortable having a conversation with you about their program as opposed to filling out a survey. However, there are a few limitations such as being prone to bias, time-intensive, requesting interviewers with appropriate train in interviewing techniques and providing not generalizable data. (Boyce and Neale, 2006)
 Survey or Quantitative Research
 A survey is a systematic method of collecting data from a population ofinterest. It tends to be quantitative in nature and aims to collect informationfrom a sample of the population such that the results are representative of the population within a certain degree of error. The purpose of a survey is to collect quantitative information, usually through the use of a structured and standardized questionnaire. Some of the advantages os surveys are that it can complete structured questions with many stakeholders within a relatively short time frame; it can be completed by telephone, mail, fax, or in-person; it is quantifiable and generalizable to an entire population if the population is sampled appropriately; standardized, structured questionnaire minimizes interviewer bias; tremendous volume of information can be collected in short period of time and it can take less time to analyse than qualitative data. However, some of the disadvantages include the fact that it is more difficult to collect a comprehensive understanding of respondents’ perspective (in-depth information) compared to in-depth interviews or focus groups; it can be very expensive and also requires some
 statistical knowledge, sampling and other specialized skills to process and interpret results. (THCU, 1999)
 Shadowing
 Shadowing is a ethnographic research technique to research people needs in depth in which the researcher follows an user during his journey observing and and recording his experience. The collected data is used for solution generation during main stages of the innovation process. According to Gimmy (2006) the needs identified may be of any kind, like for example current or future, conscious or sub-conscious ones, depending on the innovation objective. Needs refer to desires that improve experiences. Experiences refer to the performance of a series of activities (i.e., to drive, to print, etc.) by people. Based on a ‘shadowing guide’, the project team observes and interacts with a number of people in their real environment. After the observation, the data is analyzed for needs, which are then leveraged for solution generation. Even though Shadowing aims to discover all kinds of needs, its strengths lies in anticipating people’s sub-conscious and future needs. Shadowing hence benefits innovation in that it boosts the quality
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of new solution generation activities, like for example brainstorming. A key success factor is that Shadowing is conducted by the core innovation team, and not delegated to a separate user research team. (Gimmy, 2006)
 User Diaries
 User diaries is a ethnographic research method to gather in-depth information about users’ needs based on self-reports what means enabling users to record information about themselves. According to Design Council (2012) the methodology is to supply users with a diary and ask them to keep a written record of their impressions, circumstances and activities related to the relevant aspects of their lives. Cameras and recorders can also be used. The diary can be kept over a week or sometimes longer. The main advantage is that this is a non-invasive method that capture insights of long-term experiences.
 Participant Observation
 According Hanington and Martin (2012) participant observation is an immersive, ethnographic method for understanding situations and behaviors through the
 experience of membership participation in an activity, context, culture, or subculture. It is a foundational method of anthropology, adapted for design use. Whereas anthropologists may immerse themselves as participants in a context or culture for extended periods of time, design researchers will typically have a more time-limited engagement. However, the intent is the same, for the designer-researcher to actively participate in the community, forming deep connections and empathy with the people and the things that are important to them, experiencing events in the same way as the people they are studying. Systematic observation and recording are critical, documenting not only what is physically evident in the environment, but the behaviours, interactions, language, motivations, and perceptions of the participants. According to Schensul, Schensul and LeCompte (1999) the main reason for using this method is to identify and guide relationships with informants; to help the researcher get the feel for how things are organized and prioritized, how people interrelate, and what are the cultural parameters; to show the researcher what the cultural members deem to be important in manners, leadership, politics, social interaction,
 and taboos; to help the researcher become known to the cultural members, thereby easing facilitation of the research process; and to provide the researcher with a source of questions to be addressed with participants.
 Personas
 A persona is a design method based on characters which is created to show user research in an easily understandable way. Each persona should bring together lots of information about similar people into one character that represents a group of users. (Design Council, 2011) They consolidate archetypal descriptions of user behaviour patterns into representative profiles, to humanise design focus, test scenarios, and aid design communication. Crafted from information collected from real users through sound field research, personas provide an ideal solution by capturing common behaviours in meaningful and relatable profiles. Their human description facilitates easy empathy and communication, while their distinctions create useful design targets for responsible design. (Hanington and Martin, 2012) Veerman (2012) stresses that it is a very powerful tool to analyse the employees of an organisation.
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 At her consulting work at PARK she creates personas to understand what everybody mind-set is, somebody else way of working and the why and how of patterns of behaving.
 Touchpoint Mapping
 Lisa Cox (2008) explains that the push for business strategies to seek competitive advantage through more integrated offerings has resulted in closer examination of all customer touch points and how they can be optimised.According to InterVox Group (2005) Customer Touchpoints are all of the physical, communication, and human interactions that your customers experience during their relationship lifecycle with your company. Examples of customer Touchpoints include an advertisement, Web site, receptionist, office or store, sales staff, point-of-purchase display, even a receipt or invoice - everything and everybody that a customer comes in contact with while dealing with your business is a Touchpoint.
 Touchpoint Mapping is a design method of research and analysis that can helpyou better view and understand your organization’s relationship with
 customers. Providing a comprehensive view of your brand through the lens of your customer Touchpoints.
 Customer Journey
 In a London Business School study, Voss (2007) examines eight designagencies and consultancies and nine successful experiential service providersto understand better the design of experiences. He found that experientialservices are often designed as a customer journey, rather than as a singleproduct or transaction. The service is seen as the journey, happening over time and consisting of multiple touch points. These touch points need to be carefully designed and managed. The research showed that innovation takes place at each touch point as well as the overall journey itself. (Voss & Zomerdijk, 2007)
 According to Lisa Cox (2008) when designing for employee experience, theemployee journey should be defined in much the same manner. The employeejourney stops only when an employee leaves an organization, so therefore itmust be cultivated on an on going basis.According to Design Council (2012), a customer journey or a User Journey Map
 is a visual representation of a user’s journey through a service, showing all the different interactions they have. This allows us to see what parts of the servicework for the user (magic moments) and what parts might need improving (painpoints). A User Journey Map takes the users point of view and explains theiractual experience of the service.
 Scenarios
 A scenario is a believable narrative, usually set in the future, of a person’s experience as he or she engages with a product or a service. Ultimately, the purpose of writing scenarios is to make design ideas explicit and concrete, so that the design team can empathetically envision the future ways in which a product is likely to be used. When referred back to throughout the development process, scenarios serve as an anchor for the team to revisit the product’s future use. In this way, scenarios help teams avoid the tendency to design toward technical requirements, and instead focus efforts on building culturally meaningful artifacts that augment actual day-to-day human activity. Scenarios are flexible, and take on many variations. Written like a story with few visuals, it is generally agreed
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that scenarios should be written from a persona’s point of view, and focus more on what technology enables than the details of the technology itself. Each persona should get at least one scenario that explores the baseline, status-quo situation for that persona, but writing realistic scenarios about high-stress situations where conditions are less than optimal is also recommended. Once framed by a specific persona’s point of view, scenarios can be written to follow a traditional story arc. The action begins with a trigger event, which sets the scene and preconditions, and ends with the resolution of a task by using an intervening technology that assists (and hopefully delights) the persona. Scenarios, therefore, serve to bring personas to life. (Hanington and Martin, 2012)
 Discussion
 All the companies need design at some point of their development. Logo, visual identity, web, package and product design are some of the many well- known tangible outputs that it can generate to help companies differentiate and create a competitive edge. Although the design have been associated for many years only with aesthetics, it is evolving
 towards intangibles such as services, experiences and interactions. The role of design varies from one company to another and, in some cases, it can play a strategic role.
 The first step to build a corporate culture aligned with the brand values is to replace the thinking concerned with “what is”, the analysis approach, for the thinking concerned with “what can be”, the design thinking. Culture is something very singular, impossible to be copied. That is why benchmarking and general “best practices” will not work for two different companies. Design thinking should be used to rethink the management model and all the business process. It is essential to understand how they impact people, what are their experiences and emotions to design new models and process that are desirable for people, cost effective and technologically feasible. In this process, the best methods to uncover employees latent needs are the ethnographic research methods. Then, interaction design should be applied to facilitate the relationship between employees and the process, systems, artefacts etc to deliver the desired customer experience, the one that represents the brand’s promise.
 When the company turn their view to the employee as a asset rather than a cost it should holistically approach the employee experience by analysing and redesigning all the touch points with a service design perspective. In other words, the experience design need to be considered in a ongoing basis because this relationship just will finish if the employee leave the company. Beyond the day-to-day experiences, it is also important to consider designing memorable experiences such as annual celebrations that emotionally connect the employees with the brand values and make them feel really valued.
 Using design as a process to change the organisational culture and align it with the brand values and the brand strategy will help employees to get involved in the process, giving them a voice and the opportunity to come up with ideas that will improve their own experience and enhance their engagement, generating positive changes for the company and for employees. In addition, their participation in this process will generate brand ownership feeling which might help employees to emotionally connect with the brand and enhance their sense of belonging.
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 “The launch of any new brand should herald the beginning of a new way of operating, evidenced through different and better activities, products, services and customer experiences that can be touched and felt. But so often companies are seduced by the idea of a communications-driven launch, only to see short-lived effects. Beyond the fireworks of the launch, it’s what happens before and after the moment the brand goes live that makes the difference between success and failure.” (Matthews and Shaw, 2012)
 BEE Toolkit is a cultural audit and ideation design tool for companies that are aiming to implement a new brand strategy, as an evaluation stage before the internal and external launch. Although each company is unique and have specific issues that cannot be generalised, there is a set of questions that every company should ask to guarantee that they are aware of all the changes that new Brand Strategy would require to make the employees truly live the brand and deliver Brand Promise. This is the main objective of this toolkit. It’s not a one-size-fits-all solution, but a methodology to uncover employees deeper needs,
 investigate cultural aspects that might support or become a constrain on the new brand strategy, identify gaps and barriers for the brand values and, as a result, inform the decision making process. In addition, the toolkit offers a framework for companies to engage employees in the brand building process and create ownership and identification with the brand.
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The concept BEE | Branded Employee Experience The ideal scenario where the employee experience is perfectly aligned with the brand values and where all the investments, actions and attitudes are done to deliver the brand promise. (Branded Employee Experience is a expression created by Doug Hewett, associate director at Interbrand, London)
 Brand Pollination
 BEE can help the brand to promote pollination which means disseminate the brand values, the brand culture and the brand message to enhance engagement, awareness and recognition. Brand Pollination is benefited from the employee’s word of a mouth that share the meaningful experiences they had with the brand, encourage other employees to engage and align their own behaviours with the brand values and business goals.
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BEE Methodology
 Based on Design Council Double Diamond the BEE Methodology have 4 distinctive stages: Discover the actual employee experience; Define issues and barriers to the new brand strategy; Ideate the Branded Employee Experience; and Identify the required change to inform the decision making process.
 To guide all the four stages and maintain the holistic focus at the employee experience a board was designed with the 6 main stages of the employee journey as showed bellow:
 Before joining the company:
 u Attraction
 u Recruitment
 u Induction
 After becoming an Employee:
 u Engagement
 u Performance
 u Development
 For each stage a question card was designed with specific key questions every company should ask. The question cards might be used to generate discussion around the subject and guide the company to conduct a deeper investigation.
 Figure 20 - BEE Board
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 Figure 21 - Question Cards
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Stage one: Discover
 After primary discussions around the employee experience and it’s relationship with the brand strategy the company might find out that a deeper exploration in specific areas is needed. To help companies in this process the toolkit offers a set of research method cards useful for researching employees needs, drivers and motivation, understanding issues and barriers and delineating the big picture of the actual employee experience. The research methods are: Desk Research; In-depth Interviews; Survey; Employee Diaries; Shadowing; and Participant Observation. Stage two: Define
 After gathering all the data, it is the moment to analyse and define the main issues and barriers to the new brand strategy. To help the project team to analyse, discuss and share their ideas and insights the toolkit provides a set of design methods cards. The design methods are: Personas; Touchpoint Mapping; Employee Journey; and Scenarios.
 Stage three: Ideate
 This stage is based on ideation sessions that will shape the Branded Employee Experience. The research process conducted in the stage one led to a certain level of engagement with employees. The main objective of this stage is to identify key employees that have some empathy or enthusiasm with the idea of brands and branding and bring them to the discussion. According to Sorena Veerman (2012) it is very relevant to have a group of people that is a good representation of the company, people that are passionate about the brand, to analyse the culture and come up with ideas to change. She explains that although discussing with a bigger group of people might be a longer process than a small team analysing and coming up with solutions, at the brand strategy implementation the process will be much quicker and natural because when analysing and developing solutions people already understand what the purpose is, and what they need to do. In addition, it is important that employees themselves come up with the ideas to change because if others come up with the ideas for them, in practice, they will never going to use it.
 To support the ideation sessions the toolkit will provide Brand Values Sticky Notes and plain sticky notes to be used in combination with the BEE Board. The Company’s brand values should be written at the Brand Values Sticky Notes and placed in the centre of the BEE Board to represent the Branded Employee Experience - an employee experience that has brand values at the centre. Than the plain sticky notes might be used to write insights generated by the group about the changes, investments, actions, attitudes and behaviours aligned with the brand values that would support the brand strategy.
 Stage four: Inform
 After discovering the actual employee experience and ideating the Branded Employee Experience the last stage is to compare them and identify the required change in order to inform the decision making process. If the business do not have the capability to implement the required changes it will be necessary to rethink the brand strategy.
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 Figure 22 - Research Method Cards
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Figure 23 - Design Method Cards
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 Figure 24- Sticky Notes
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 Limitations and Indications for future research
 Although the research methodology included an evaluation stage composed of a MA focus group and experts opinion, the main limitation of this research is that it did not include the evaluation of the toolkit within a real company. This is considered essential to test the usability of the tool and identify issues and barriers in this process, but in the given time was not possible to be done. To the real use and application of this tool further usability research is required.
 Further research on this topic should consider the investigation of Generation Z as they are beginning to enter the workforce and already affecting some companies.
 Conclusion
 The key challenge for Brazil is build trust. Although it is fast improving socially and economically there is still a lot to be done until it become a developed country. But many people believe that this is a far away future that will never arrive. The lack of
 trust is reflected in the number of innovative companies, products and brands. However, the situation is changing and young business play a crucial role in Brazil’s economic and social future. To transform “the country of the future” into the country of our present, structured and consolidated Brazil needs to build innovative and consistent brands.
 To develop consistent brands that ‘walk the talk’ and deliver the brand promise organisations need to invest not only in brand strategy and brand communications but also in internal brand engagement. It is very important to give to employees tools to understand the Brand Essence, what is the role of the Brand within business and what is theirs own role in delivering the Brand Promise. All the employees, from top management to frontline need to understand, believe and engage with the Brand. Hence, if brazilian companies intent to increase their competitive power, they need to transform business into brand-led business.
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To use brands as a tool to leverage the business, brand programmes need to influence the organisational performance by integrating the brand values into the corporate culture. For that reason, before implementing a brand strategy an evaluation stage is key to make the company aware of the required changes. This stage is also ideal to integrate employees in the brand building process and let them discover for themselves how the brand values are relevant for their day-to-day work.
 Companies need to engage with employees deeper needs to grow sustainably. They are demanding more from organisations, looking for meaningful interactions to supply not only their basic needs, but also their spiritual needs such as belonging, esteem and self-actualisation. And the best way to drive it is to start enabling employees to participate of the changing process. Design is strategically positioned to address this problem. By involving employees in the process of idea generation and problem-solving it will generate brand ownership feeling and might help employees to emotionally connect with the brand and enhance
 their sense of belonging.
 This research offers a design-led toolkit for companies that are aiming to implement a new brand strategy and design and branding consultancies that might support them in this process to identify the required change inside the company to align and connect employees to the brand values, enhance employee ownership and identification with the brand and support and inform the decision making process.
 Few brazilian companies recognised the value of infusing design in the business strategy, a powerful tool to build radical differentiation and great customer experience. But Brazil is very quick to embrace change and the ambitious companies that realise the value strategic design and branding brings will come out ahead.
 Word Count: 23. 077
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