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How to capitalize on the value of your brand
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A company ’s brand is of ten-
t imes an underpr ized as -
set .

Brand gets confused 
with market ing — t ied up in bud-
gets, used only to inform the look 
and feel of communicat ions.

As the sum of a company ’s touch 
points, brand is a constant and 
cr it ical lever to help companies 
achieve their business strate -
gies. Execut ives have an essent ial 
stake in ensuring a brand cont in -
ues to appreciate by embedding 
it into ever ything the company 
does — from decision-making to 
culture to communicat ions.

The brands we 
know that reach 
the promised 
land of “envi -
able” (Apple, 
Google, Coca -
Cola) get there 
because the 
focus begins at 
the top — in the 
execut ive suite.

Many organizat ions look at 
brand as secondar y to a strategy. 
I f brand is something you evalu-
ate in a react ive manner, you are 
not capital iz ing on its value.

Organizat ions (and execut ives) 

need to make expl icit ef for ts 
to leverage the brand to inform 
corporate strategy (what is our 
brand potent ial) and ensure that 
the strategy can be achieved as a 
result of the brand (how do we ef -
fect ively use our brand to achieve 
our strategy). A ny other way and 
you are just wast ing your capital , 
your energy and your employees’ 
t ime.

“Brand is about sel f -awareness, 
understanding the essence of the 
business and what you want to ac -
complish,” says Jane Park, CEO 
and founder of Julep Nail Parlor.

Park opened the “social nai l 
parlor” reta i l concept in spr ing of 
2007 and has now grown it to four 
stores across 
the Puget 
Sound area 
and to a fast-
growing on-
l ine products 
business, a 
feat consider -
ing the discre -
t ionar y nature 
of the nail 
business.

“Our reason for being is about 
creat ing girl f r iend connected-
ness. Ever ything we do promotes 
that — from how we greet you at 
the f ront desk to l it t le deta i ls in 
our parlors that one might not 
not ice, l ike our modular furniture 
that a l lows for both a social or a 
quiet experience for our guests,” 
she says.

Brands are built f rom the inside 
out. Organizations are l ike people. 
They have personalit ies, values 
and beliefs, and we connect with 
them dif ferently — posit ively or 
negatively — based on the experi -
ences the organization delivers.

Trusted brands create last ing, 
consistent experiences that we 
rely on. Execut ives have the op -
por tunity to foster strong brands 
f rom the inside and to capture 

employees’ passion to help move a 
company ’s business strategy for -
ward.

Being a “must work with or work 
for” company strengthens brand 
reputat ion, allowing you to at tract 
both top talent and targeted cli -
ents. Just as your customer expe -
riences need to be based on what 
is authentic and to resonate with 
your target audiences, so does 
your employment brand.

For L of t9, a star tup consult-
ing f irm based in Bellevue that 
focuses on business analy t ics and 
project coordinat ion, brand was a 
cr it ical f irst investment in their 
growth strategy.

 “ We leveraged 10 percent of 

our star t ing capital to ensure our 
brand was def ined for both our 
cl ients and associates,” says Mark 
Birzel l , co -founder/par tner of 
the f irm, which began in Januar y 
2010. “Our brand ser ves as a f i lter 
for decision-making — at the end 
of the day, it keeps us honest .”

The results of a strong brand 
are measurable and last ing. 
W hether your strategy is about 
increasing your customer base, 
reta ining employees, seeking 
funding or creat ing a new class of 
ser v ice, your brand mat ters and 
must be put to work i f you want to 
achieve your goals. 

LAUR A YURDIN i s direc tor and MARY 
WEISNEWSKI  i s pr incipal of Kite Brand 
Studio in Seat t l e .  The y can be r eached at 
206.387.3701.
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How to capitalize on the value of your brand

Infusing brand into strategy
— do you understand the value of brand?
— as the Ceo, are you accountable for the 
value of your brand in the marketplace?
— What is the interplay between brand 
and strategy? do you know the potential of 
your brand? How are you using your brand 
to help you achieve your strategy? 
— Can you define what your brand is and 
what it means to your target audiences? 
— do you know how to promote brand 
stewardship in your organization? does 
your leadership team support and invest in 
brand related activities? How do you sup-
port and reinforce this?

Communication focus
— does your culture reinforce the value of 
your brand experience?
— Can every employee articulate what 
is expected as a contributor to the many 

touch points that cumulatively make up 
your brand over time? 
— are you authentically delivering an ex-
perience that is aligned with what you are 
saying?
— are you focusing on connecting with 
customers and prospects that care about 
the same things your brand delivers?

Customer focus
— as the Ceo, are you (not a delegate) 
regularly talking to customers, prospects 
and competitors about your marketplace?
— Have you experienced your brand from 
your customer’s perspective, in relation to 
one of your competitors?
— do you have a realistic view of your cus-
tomers’ needs and experiences? are you 
more than one step ahead of them, leading 
them to want what you will provide next?

— Laura Yurdin and
MarY WeisneWski

CORPORATE 
STRATEGY

laura 
Yurdin 

and
Mary 

Weisnewski

Are you A brAnd-driven leAder?
For CEOs, here are questions to ask yourself and your team.

Trusted brands create lasting, consistent 
experiences that we rely on.

c o m p a n y ’ s 
brand is often-
times an under-
prized asset.

Brand gets confused 
with marketing — tied up 
in budgets, used only to 
inform the look and feel of 
communications.

As the sum of a com-
pany’s touch points, 
brand is a constant and critical lever to help 
companies achieve their business strate-
gies. Executives have an essential stake in  
ensuring a brand continues to appreciate by 
embedding it into everything the company 
does — from decision-making to culture to  
communications.

The brands we know that reach the prom-
ised land of “enviable” (Apple, Google, Coca-
Cola) get there because the focus begins at 
the top — in the executive suite.

Many organizations look at brand as sec-
ondary to a strategy. If brand is something 
you evaluate in a reactive manner, you are 
not capitalizing on its value.

Organizations (and executives) need to 
make explicit efforts to leverage the brand 
to inform corporate strategy (what is our 
brand potential) and ensure that the strategy 
can be achieved as a result of the brand (how 
do we effectively use our brand to achieve 
our strategy). Any other way and you are just 
wasting your capital, your energy and your 
employees’ time.

“Brand is about self-awareness, under-
standing the essence of the business and 
what you want to accomplish,” says Jane 
Park, CEO and founder of Julep Nail Parlor.

Park opened the “social nail parlor” retail 
concept in spring of 2007 and has now grown 
it to four stores across the Puget Sound area 
and to a fast-growing online products busi-
ness, a feat considering the discretionary 
nature of the nail business.

“Our reason for being is about creating 
girlfriend connectedness. Everything we do 
promotes that — from how we greet you at 
the front desk to little details in our parlors 
that one might not notice, like our modular 
furniture that allows for both a social or a 
quiet experience for our guests,” she says.

Brands are built from the inside out.  

Organizations are like people. 
They have personalities, val-
ues and beliefs, and we con-
nect with them differently 
— positively or negatively — based on the 
experiences the organization delivers.

Trusted brands create lasting, consistent 
experiences that we rely on. Executives have 
the opportunity to foster strong brands from 
the inside and to capture employees’ passion 
to help move a company’s business strategy 
forward.

Being a “must work with or work for” com-
pany strengthens brand reputation, allowing 
you to attract both top talent and targeted 
clients. Just as your customer experiences 
need to be based on what is authentic and to 
resonate with your target audiences, so does 
your employment brand.

For Loft9, a startup consulting firm based 
in Bellevue that focuses on business analytics 
and project coordination, brand was a critical 
first investment in their growth strategy.

“We leveraged 10 percent of our starting 
capital to ensure our brand was defined for 
both our clients and associates,” says Mark 
Birzell, co-founder/partner of the firm, 
which began in January 2010. “Our brand 
serves as a filter for decision-making — at 
the end of the day, it keeps us honest.”

The results of a strong brand are measur-
able and lasting. Whether your strategy is 
about increasing your customer base, retain-
ing employees, seeking funding or creating a 
new class of service, your brand matters and 
must be put to work if you want to achieve 
your goals.

MARY WEISNEWSKI is Principal and 
LAURA YURDIN is Director of Kite Brand 
Studio in Seattle. They can be reached at 
206.306.6515 or www.kitebrandstudio.com
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— do you understand the value of brand?
— as the Ceo, are you accountable for the 
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is expected as a contributor to the many 
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your brand over time? 
— are you authentically delivering an ex-
perience that is aligned with what you are 
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— are you focusing on connecting with 
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the same things your brand delivers?

Customer focus
— as the Ceo, are you (not a delegate) 
regularly talking to customers, prospects 
and competitors about your marketplace?
— Have you experienced your brand from 
your customer’s perspective, in relation to 
one of your competitors?
— do you have a realistic view of your cus-
tomers’ needs and experiences? are you 
more than one step ahead of them, leading 
them to want what you will provide next?
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