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The Relevance of Your Brand 

External Internal 

• Enterprise 

• Products 

• Services 
 

• Attract/Recruit 

• Engage/Retain 

• Align 

Brands Live in the Minds of Customers and Employees. 
The Brand is reborn in every task, interaction and transaction 

 

Create a differentiated and engaging customer and 
employee experience 



 

First, Define Who You Are 

 



Why Who You Are Matters 

OK, but who cares and why should they? 

• Be purposeful in defining who you are 

• Make who you are relevant  

• Connect emotionally 

• Make sure your message will resonate with a broad range of 
constituents including employees and recruits! 



Make What You Do Matter 

What they do: 

They identify and protect premises, products and people with 
labels, signs, safety devices, printing systems and software, 
and die-cut materials. 

 

What they say: 

We are there in the delivery room when a mother first sees 
her child. We are part of the fight when a pandemic or an oil 
spill threatens life and the environment. We’ve been to space. 



Tell a Compelling Story 

What they do: 

Donnelly is a short-run manufacturer of precision injection 
molded parts. 

 

What they say: 

With 2,800 active molds, more than 600 different materials 
and over 11,000 changeovers a year, our dedicated team of 
employees manages a level of complexity that most others 
can’t handle. At Donnelly, we’re up to the challenge. Ours is a 
culture that requires and rewards hard-working people with a 
can-do-attitude. And every day we work together to deliver 
results that set the standard for how short run is done.  



 

Next, Use Your Brand  

to Attract & Recruit  

 



Bring Your Brand to Life 

Create a brand personality 
and use it  

• Speak to what people are interested 
in and care about 

• Don’t tell me what you do. Tell me 
what you’ll do for me 

• A robust online environment is 
FUNDAMENTAL 

• Use younger people, good photos 
and video to make it real 

• Don’t be boring…to a 20 year-old 

• Bring the technologies and 
innovations in your business to your 
story 

 



Tell a Compelling Story 

http://www.donnmfg.com/


Bringing Opportunity to the Forefront 

http://clients.trefoilgroup.com/milacron/bemoreatmilacron/index.html


Have a Good Story to Tell 

Give people a reason to want to talk to you 

• Be a thought leader. Drive conversations that people will 
want to join 

• Create a future people will want to be part of 

• Say why you matter. Be important 

• Be different. Not the same as your competitors 

• Create a personality that’s engaging, connects emotionally 
and appeals to people’s interests 

 

The Good News: What appeals to customers most often 
appeals to employees and potential employees 

 



Use Technology to Attract Younger Tech-Savvy Audiences 

To win the next generation of employees, manufacturers are going high tech 
and gadget crazy. And it looks like it’s starting to work. 

 

 



Use Social Media to Connect & Build Your Reputation 

Make it easy for great employees to find and 

connect with you 

• 21% of job seekers have found their “favorite or best” job 
through an online social network  

• 59% of recruiters rate candidates from social networks as 
“highest quality” 

• 76% of social job seekers found their current job position 
through Facebook 

• 4 year college grads use social media to vet prospective 
employers’ company culture 

 



Use PR to Connect & Build Your Reputation 
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Then Drive  Engagement 
and Alignment Through 
Effective Communication 



Once You’ve Got ‘Em, Keep ‘Em 



Communicate and Live Your Culture 

Define your culture…or your culture will 
define you 

• It’s more than a competitive advantage. It’s the #1 reason 
people leave and what recruits value most 

− Essential in competing for talent 

− Helps you hire the right fit people 

• Allows people to self-select (both in and out) 

• Motivates employees to get behind you and help you win 

• If you don’t have a great culture, start to build one 

• If you have one, showcase it, nurture it, grow it 

 





 
We INSPIRE and CONNECT with 
people to unleash their potential 



 
That’s how we deliver EXCELLENCE 
from Start to Finish 



 

    Grow as individuals.  
                  Win as a team. 











Pivotal Communications: Too Often a Missed Opportunity 

Messaging should be transparent, 
timely and relevant to what your 
audiences care about.  

 
At pivotal junctures, 
companies often fail 
to communicate or 
capitalize on the 

opportunity to tell a 
good story.  

 

Employee engagement 
and alignment before 

pivotal junctures, 

helps make change 
quicker and easier 

and allows 

employees to help 

lead the change. 

• Change in leadership Vision 

• M&A communications to all 
stakeholder groups  Future 

• Organizational restructuring  Winning 

• Change in company strategy 
and direction  Evolving 



An Engaged Workforce is a Committed Workforce 



5 Key Takeaways 

1 Your brand is important to both 
external and internal audiences. 
 

2 You need to tell a good story and bring it to 
life in a way that connects with people 
personally. 

3 Speak externally to engage 
employees internally. 

4 Create a work environment that is 
a foundation for a great culture. 

5 Use your success internally to create success 
externally. 



Thank You. 


