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Success Through Strategy 

____________________________________ 

 

Branding Through Your Employees 

 

A company’s brand is a lot like an individual’s personality. It’s how the outside world views your business 

and the image that comes into their minds when they think about your organization. Your brand is deeper 

than how you consciously present yourself to the public through advertising and other marketing 

strategies, although those elements are certainly important in any branding effort. 

 

Branding, however, involves much subtler elements than putting an ad on TV or the radio. A brand can 

take years to develop or change. It can take just a moment to destroy! The quality of your products or 

services and the experience of your customers when dealing with your organization are important factors 

that will help determine your ultimate brand image. One of the most often overlooked, yet inarguably the 

most important means of molding your brand is through your employees. Your employees are often the 

most visible and impactful aspects of your organization.  
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Following are some tips and strategies any business can use to utilize the power of employees on the 

organization’s brand image. 

 
Clearly Define your Brand 
 
Too many organizations attempt to dive into crafting their branding strategy without first putting time into 

the natural starting point in the branding process: defining the brand. This means more than simply 

coming up with a handful of catchy characteristics you’d like people to associate with your business. 

Think critically about your company’s capabilities and where it is relative to its competitors. While most 

businesses would like to be seen as both the low-cost option and the quality leader, these two goals are 

often at odds. Be realistic about your abilities and your core competencies. If you run a relatively efficient 

service organization, you might want to brand yourself as providing fast results. If you or your employees 

are experts in a particular field, brand yourself as the knowledge leader in that space. It’s much simpler 

and more effective to build a brand around a business than to build a business around a desired brand. 

 

Educate your Employees about the Brand 

Your brand does little good to your organization if it lives only in your mind. Once you have taken the time 

to sit down to define and refine your brand strategy, put it in writing. Display your intended branding 

strategy prominently to employees. Your employees can’t be expected to represent your company’s 

brand if they aren’t fully aware of what that entails. 

 

Simply informing your employees what the brand is will never be enough, of course. Take the time to train 

employees around the brand. If a follow-up phone call is company policy for post-service activities, make 

sure employees understand that this practice is key to the customer service element of your brand. This 

practice not only reinforces the importance of the brand in your organization, but helps employees 

connect the dots between their responsibilities and the desired outcome and encourage greater buy-in. 
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Make your Brand a Part of Company Culture 

Because a company’s brand is created over years of day-to-day actions and behavior rather than a 

handful of distinct marketing efforts, you must strive to engrain your brand firmly into your company 

culture. Simply creating a set of aspirational company characteristics and telling your employees to 

represent those traits to customers will not work in the long run. It may even make customer’s view your 

organization as phony. 

 

Simply telling employees what your desired culture is will rarely work. You need to create incentives for 

employees to adopt that culture. If you want to promote your organization as the most knowledgeable 

human resources consulting firm, work towards developing a culture that actively develops and maintains 

that expertise. Create incentives for employees to stay abreast of new developments in your field. If you 

want to create a brand image around customer relations, make it easy for customers to provide feedback 

and reward those employees who consistently generate positive feedback. 

 
Constantly Remind Employees that they Represent the Company 
 
Most employees may subconsciously be aware that they do represent the company; however, by being 

diligent about reminding employees of this it will keep that fact top of mind when dealing with customers, 

when employees are at client lunches or even when they are outside of work and talking about their jobs. 

This doesn’t mean that your employees need to be “on” 24/7, raving about your organization; but it does 

mean that whenever they are in any way representing that they are affiliated with your organization that 

they should be acting in a professional manner. 

 

Consider making “representation of the company brand” an element of performance reviews. Publicly 

recognize employees who embody the brand and point out specific accomplishments that have earned 

them recognition. This will not only regularly reinforce what it means to promote the brand, but will add 
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some teeth to the notion that employees need to consider their impact on the company brand in every 

aspect of their job. 

 
Pay Close Attention to “Touch Points” 
 
Some employee job functions are more significant than others when it comes to demonstrating your 

brand. These functions are those that involve what are called “touch points.” A touch point is any instance 

in which a customer directly interacts with your organization. For example, in most restaurants, preparing 

the food is not a touch point, while serving the food to the customer is. However, if part of the dining 

experience involves the customer watching the food being prepared – such as at a sushi bar – this 

element of the business becomes a touch point. Similarly, internal accounting for management purposes 

would not be a touch point, but the process of presenting a client or customer with a bill would be. 

 

Any business can benefit by creating a process map of the activities of the organization from start to finish 

and locating the touch points on that map. If you put time and effort into this exercise, and include 

employees in the task, you and your organization may be surprised how many touch points actually exist 

in your business and how many opportunities you have to reinforce your brand. 

 
Consider your Brand when Making Hiring Decisions 
 
While educating and training employees around your brand is important and can be very effective, it is 

often much easier to simply hire the types of employees who already understand your brand and are 

capable of embodying it. Put your brand in job postings. Check resumes, cover letters and letters of 

recommendation against the elements of your brand. Ask questions related to your desired brand in 

interviews and contact references to see if they believe this employee could effectively represent your 

brand.  
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Don’t simply pay lip service to this hiring policy. You may find that you are interviewing a very capable 

employee who simply doesn’t fit well within your organization, and that’s okay. In the long run, you will be 

better off finding an applicant with a better understanding and appreciation of your brand. 

 

Branding can take many forms, and your employees are only one of the tools at your disposal to 

demonstrate and reinforce that brand. However, employees are often the first and most significant point 

of contact between your business and the market in which it operates. It makes sense, therefore, that you 

should utilize this crucial resource as much as possible when creating and executing your brand strategy. 

You should constantly strive towards creating an environment where your employees are your brand and 

representing that brand is simply just another part of the job. 

 

 

 

 

Need help? Let us know. linda@stratcommunications.com 
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