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CultureCore Benchmark Platform

The first phase involves a process of exploration of 
the brand, internal culture and operational context 
of the organization. It is essential to establish and 
then contrast the perceptions of the brand and 
internal culture from the point of view of the brand 
owner, typically the executive suite, and from the 
point of view of the workforce. The context of the 
employee environment also must be understood. 

These points of view are obtained using a variety of 
tools, such as:
›› Executive Perspectives:

»» Qualitative insight gathered through interviews 
and brand workshops

»» Documentary articulation of vision, mission, 
BHAGs and strategic goals

»» Enterprise operational competencies  
and activities data

›› Employee Perspectives:
»» Qualitative insight gathered through interviews, 
focus groups and roundtable discussions

»» Quantitative data gathered through surveys
»» Documentary articulation of values and beliefs, 
especially through shared stories or archetypal 
beliefs about the organization, its values  
and history

»» Ambient and environmental observation of  
workplace and workplace activities

›› Employment Context:
»» Audit Communication Channels
»» Review HR reward and recognition systems
»» Review development and training opportunities 
and practices

»» Review HR data, such as disciplinary and 
appraisal protocols

»» Audit employee engagement measures, such  
as employee surveys like Gallup’s Q12.

The data are analyzed and distilled into a benchmark 
against which a strategy of alignment of the internal 
culture and organizational brand can be mapped. In an 
M&A scenario, this exploration must involve a diligent 
understanding of both organizational brands and both 
internal cultures. Too frequently, the dominant orga-
nization considers the merger of the organizational 
brands, but not the internal cultures.

CASE NOTE: Omaha Steaks

Omaha Steaks is a nationally renowned food company 
that boasts an outstanding pedigree, notable com-
munity heritage and fifth-generation family ownership. 
The food processing and distribution industry land-
scape is occupied by thousands of companies with 
total revenues exceeding $100 billion. Omaha Steaks 
recognized the need to reconsider its brand position, 
so that it could expand its consumer audience and 
position itself more appealingly to a broader consumer 
area and twenty-first century marketplace.

A significant part of our process involved examining the 
internal culture and the organizational brand context.  
A broad array of examination activities included:

»» 18 one-on-one owner, operational leader and staff 
interviews with contrasting perspectives  
on culture, operations and the brand.

»» Operational, HR and internal communication 
channel audit.

»» Direct observation of employees in the food 
preparation facilities, retail stores and customer 
service telephone centers.

»» Considering Omaha Steaks’ brand archetype  
of the Lover.
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Our analysis of these different perspectives across the organizational brand, internal culture and business and 
operational contexts revealed several fundamental areas of misalignment.

CASE NOTE: UNMC

Internal culture is not necessarily a singular concept across the organization. At the University of Nebraska 
Medical Center, our initial examination process required dissecting the audience into the student, faculty, 
medical and operational staff populations. Each has a particular perspective and frame of reference in respect 
of shared stories, beliefs, values and commitment, as well as different operational contexts. The insights that 
we gleaned reflected those key points of view.
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CultureCore Culture Momentum

The CultureCore benchmark platform maps out a 
strategy to move the internal culture from detached to 
committed brand advocacy.

Tactics for redirecting a misaligned internal culture will 
frequently address issues around employee engage-
ment. These tactics might include:

Strategy:

The CultureCore insights may require the revisiting of 
business competencies across operational activities, 
talent management and product development. Some-
times, the content or implementation of the whole 
business strategy needs to be reconsidered.

CASE NOTE:

Aligning the internal culture, operations and organiza-
tional brand required Omaha Steaks to reconfigure 
its outbound telephone customer sales structure. 
The brand experience embraces the joy of sharing 
the finest food with friends and loved ones, yet the 
sales experience and organizational structure was 
pressured and intense. By realigning the structure 
and objectives of the telephone sales center to a 
customer-centric model, Omaha Steaks synthesized 
their internal culture with the organizational brand.

Systems:

Considering that studies demonstrate engagement is 
often affected more by non-financial motivators rather 
than financial ones, a re-alignment of human resource 
policies, reward and recognition initiatives, feedback 
mechanisms and talent management practices is 
essential. Establishing HR procedures, systems and 
protocols that are aligned to brand values enables 

employees to identify their values and beliefs in 
synergy with those of the organization.

Similarly, organizational structures may need to 
be revisited, focusing less narrowly on traditional 
chains of production flow and more on structures 
and processes that motivate employees. Contexts 
that motivate in this way may include processes 
allowing employees greater control over their own 
achievement of organizational objectives and, tied 
with organizational development needs, an ability to 
master new skills.

CASE NOTE:

The University of Nebraska Medical Center (UNMC) 
had repositioned its organizational brand, identifying 
its functional and emotional attributes from an exter-
nal perspective. Missing, however, was an alignment 
of that organizational brand with the internal culture, 
which we found to be largely unaware of the core 
brand promise of vitality. Our exploration and diagnos-
tic work resulted in development of tactics illustrating 
how vital every person and element of UNMC’s  
operations were to its success.

Having established a benchmark for future compari-
son against, a variety of tactics to enhance awareness 
were conceived, including an interactive Spirit Week 
competition where employees identified who and 
what was vital to them and uploaded photos to an 
online portal. As awareness is being increased,  
additional tactics are being conceived to encourage 
adoption and alignment by employees of the organiza-
tional brand within the internal culture.

Human resource systems play a key role. The reward 
and recognition systems already powerfully enable 
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employees to acknowledge the contribution of their 
peers through centralized thank you notes. We have 
redesigned these to align with the organizational 
brand promise, allowing employees to use Vital notes 
to recognize how essential their peers are to them,  
to others and to the organization.

Communicating key brand messages:

Institute a campaign of brand events, workshops, 
roadshows, town hall meetings, get togethers and so 
on at which the core cultural tenets of the brand are 
communicated consistently.

Develop a campaign of relevant physical devices, 
visual materials and environmental elements to instill 
core brand messages.

Additionally, for an all around perspective, identifying 
and exploiting an archetypal icon helps an organiza-
tion to understand its story, its central values and its 
personality. The archetype informs all aspects of the 
organization’s decision making, operations, systems, 
communication and messaging.

CASE NOTE:

CBSHOME is the largest real estate broker in the 
state of Nebraska. As a brokerage, its agents are 
self-employed contractors, creating an unusual 
synergy between the brokerage brand owner 
and some 500 brand representatives, each with 
their own brand “flavor.” Not only did the organi-
zational brand require diligent identification and 
articulation, it required clear, appealing explanation 
to the agents. This had to allow each of them, as 
individuals, to identify their own unique brand 
twist within this umbrella organizational brand.

As well as a variety of physical tactics, we took the 
brand on the road and conducted a series of brand 
university workshops. Every agent had the oppor-
tunity to work with us not just in understanding the 
CBSHOME organizational brand, but, more impor-
tantly, conducting exercises that enabled each agent 
to surface their own unique values and business 
context and align those to the organizational brand.

Conclusion
A critical success factor for business is engaged 
employees, with an internal culture that is dedicated 
to the organizational brand. In that alignment lies a 
rich vein of satisfaction for employees and superior 
business performance for the organization. This 
integration of culture and brand will ensure not only 
engagement from employees, but also engagement 
with consumers.
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