AN ARTICLE ON “EMPLOYER BRANDING”

I talked to some brand and marketing colleagues recently who are working for a client to design and deliver a customer experience program.  I was a bit surprised to hear that they had not considered the employee experience at all in their equation of all of the brand strategy development work they had done.  They had done all of the typical brand training - what's a brand? why a brand is important? how it relates to customers? why we need to create a brand experience with our customers, etc.  Sounds like lots of conceptual stuff to me vs. actual process work that gives employees what they need to deliver an experience.

The fact that they did all of that without an audit of the culture who is expected to deliver a customer experience is kind of beyond belief to me.  As far as I am concerned they missed a key ingredient for their client.  They have trained every level in the company in the above mentioned stuff and are now getting to the level who actually interacts with the customer.

My take though is that it is difficult if not impossible for employees to deliver a customer experience if they in fact are not operating and living in a culture that offers them a really cool, compelling, beautiful, inspiring — whatever kind of experience you want to create with your brand — simultaneous internal employee experience.

I suggest a stronger relationship with Branding/Marketing/OD and HR professionals in the development of a coordinated and focused approach to  aligning the employee experience and customer experience.  Usually the things that cause employees the most grief and the most disengagement are the lack of challenging career experiences and working for bad managers.  Two types of initiatitves that need to support internal brand engagement are career development and leadership development.  These need to be designed and delivered with the same tone, volume, energy, creativity and brand guidelines as the customer experience

