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Brand Clarity

If someone asks you what your bank stands for, or what makes it special, 

can you explain it in 20 seconds or less? 

Does your bank have a story that clearly sets it apart? 

Can you describe how your bank creates value

for your customers compared to other banks?

Can you articulate your bank’s purpose or reason for being?

2              1             0

Why is this important?

Great brands create a shorthand for customers. They “save mental real estate” and make it easier to compare/contrast. 

They crystallize what’s different about your company, product or service. 

Just like people, well-established and expertly articulated brands have personalities. They can be smart, thoughtful, cheeky, 

clever, beguiling or offbeat. Your personality breathes life into your communications and helps people to identify with you.

Strong brands often have compelling “creation stories.” Nike started with the waffle sole, invented on a waffle iron by 

a track coach pursuing performance. Perrier derives from a natural spring first visited by prehistoric man. These stories 

help your audience to understand where you came from, why you care about what you do and the values that you use to 

operate daily.

Smart, effective brand strategies are built on a solid foundation—the attribute(s) that are unique, sustainable and “reasons 

to buy.” We call these the U.S.A.s and without them, your bank could blend in with the crowd and be subject to the whims 

of your competitors’ offerings. Your U.S.A.s should always be obvious to your customers and prospects.

Great brands have a definite purpose, reason for being or “why they exist.” Southwest Airlines, for example, exists to 

“democratize the skies.” Apple exists to make technology that is simple to use and does not break. Think about the “why” 

for your bank and make sure to address this in your communications.

All aspects of your marketing communications should clearly and consistently convey your brand promise, U.S.A.s and 

values. Make sure that these important brand attributes have been clearly identified and articulated both inside and  

outside of your bank!

TOTAL SCORE

QUESTIONS SCORING YES       SORT OF       NO

2

2

2

2

1

1

1

1 0

0

0

0
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Brand Style

Do you have a style guide or uniform set of standards that includes the treatment of 

your logo, typefaces for your brochures and print ads, and standard Pantone® colors? 

Do you have defined design elements that are part of every marketing piece?

Does everything you share/market adhere to your defined brand style?

Does your style reflect your bank’s personality?

Can you name five adjectives that describe the personality of your bank? 

Does your advertising, website, public relations activity and sales support material tell  

a consistent story and project a consistent tone?

Why is this important?

In this world of information overload, ensuring that your bank’s messaging is identifiable and clearly reflects its 

style and personality across all points of engagement from website to inbank signage is a requirement.  

Effective visual branding creates memorability and recognition — and can attract your target market in ways that 

go deep into the psyche. Evaluate your visual messaging frequently and make sure it is uniform and attractive.

TOTAL SCORE

2              1             0QUESTIONS SCORING YES       SORT OF       NO
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Brand Culture

Is your management team—from the CEO on down—in lockstep agreement 

on your brand positioning, brand values and business purpose? 

Is your entire employee team on the same page regarding your brand story, brand 

purpose and unique value proposition? Can every employee state these clearly? 

Does your bank’s culture and values  inform your approach 

to recruiting, training and retaining employees? 

Does your bank have a reward or recognition program tied 

to the mission, vision, values, or culture of the bank?

Does your bank articulate and train for specific 

employee behaviors that align with the culture?

Why is this important?

An effective brand is not simply a marketing framework; it is a leadership principle. A great brand helps guide 

organizational behavior. But a brand can never reach such a pinnacle without the complete investment of the senior team. 

Second to leadership, the most effective ambassadors of any brand are the employees themselves. Nobody speaks more 

persuasively for—or against—the brand. And many voices speaking in unison are exponentially more powerful than a 

cacophony of disparate conversations.

Once brand definition becomes strong enough, it begins to inform how you develop your workforce. A brand that is  

driven by an ethic of servanthood doesn’t hire surly, angry rebels. A brand that is driven by the spirit of Rock-n-Roll  

seeks out tat-covered, spiky-haired individualists. Culture becomes an important element of customer training and reward 

and recognition. 

In short, a strong brand means a strong culture for your bank.

TOTAL SCORE

2              1             0QUESTIONS SCORING YES       SORT OF       NO

2

2

2

2

2

1

1

1

1

1

0

0

0

0

0



THOMA THOMA

Brand Strength

Do you know the market shares of your brand and your 

competitors’ brands in your top geographic markets?  

Are your customers willing to pay more for your product or service?

Are you consistently attracting talent and gaining 

customers based on your bank’s unique appeal?

Do you know the Net Promoter Score of your bank, and how 

it compares to industry peers’ or specific competitors’?

Do you regularly measure customer loyalty, referability, 

satisfaction, experience and/or brand advocacy?  

Do your physical and digital places of doing business 

express the same brand values and personality? 

Why is this important?

Brand strength is a measure of how well you are integrating your brand into your marketing strategy, 

your customer experience and your communication tactics to generate true results in the marketplace. 

The most informative indicators of your success are market share and your Net Promoter Score. 

Market share is where the rubber meets the road. If you are gaining and keeping customers, you are 

succeeding, so knowing where you stand against your competitors is important, and setting clear growth 

goals is key. Your brand should be supporting these goals and helping to make them a reality as you clearly 

articulate your brand promise and deliver on that with aligned customer service and experience. 

The Net Promoter Score (NPS) is an excellent proxy for brand equity and has been demonstrated via 

significant research to be the most powerful predictor of future market share growth. Your business

should aim for a minimum NPS score of 50. An NPS in the 60s or 70s indicates a highly desirable, highly

recommended bank — a high bar but one that a well branded and culturally optimized bank can achieve.

TOTAL SCORE

2              1             0QUESTIONS SCORING YES       SORT OF       NO

2

2

2

2

2

2

1

1

1

1

1

1

0

0

0

0

0

0



THOMA THOMA

CLARITY  

27 OR BELOW  

STYLE

28-32

CULTURE

33 - 37

STRENGTH  

38 - 42  

YOUR POINTSTOTAL AVAILABLE

Scoring/Percentage

SCORE

OVERALL PERCENTAGE

OVERALL

SCORE

If you scored half the points in any of these sections, 

you need to prioritize developing that section. 

8

12

10

12

POOR - Time to roll up your sleeves; there is 

important work to do for your bank. 

GOOD - A solid performance for your organization; this mid-range

score clearly indicates opportunities for growth. Look at your 

lowest-performing dimensions for greatest opportunity. 

VERY GOOD - Nicely done! Your bank is in the upper echelon of well-branded, 

differentiated organizations. You should be experiencing significant payoffs for your 

efforts. Improving on any low-performing dimensions may still afford significant upside.

EXCELLENT - Great work! Your bank is in the vanguard and should be outperforming 

its competitors. Did the rating expose any opportunities for growth?

© 2022 Thoma Thoma All rights reserved. Please do not reproduce or distribute without permission.
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The foundational structures on which a living brand is built are called “Brand Leadership Frames.” 

Why “frames?” A painter stretches his canvas on a frame before painting; a frame is a window through 

which you view the world; certain assumptions are said to “frame a conversation.” Brand leadership 

frames are the actionable tools that provide leaders and communicators the clarity, direction, 

words and focus to organize internal alignment and external communications activities. 

• Strategic Role: This statement answers the question, “How do we uniquely create value in 

the world?” It identifies the role we play in prospects’, customers’ and stakeholders’ lives. It 

reflects our purpose—so it is naturally much more than just a category description.

• Brand Principle: This statement describes our unique 

approach and culture, a claim that describes

       the “true north” compass for “how we operate.”

• Brand Positioning: This is what distinguishes us in the 

mind of our audience—the structure for marketing 

and other communications we create. 

• Brand Promise: What results does our brand promise to 

our prospects, customers and stakeholders? This statement 

encapsulates the outcomes we expect to provide.

• Personality Attributes: Brand personality traits reflect the idea 

that brands can be viewed in much the same way that as people. 

People react emotionally to brands, just as they do to other 

people. Consistent expressions of our personality traits ensure 

that our brand communication provides the right feel and tone.

• Core Values: Values are the closely held mores that motivate behaviors

and serve as boundaries for action. People don’t act in opposition to their 

fundamental values; neither do organizations and their brands.

• The Story: Great brands almost always have a “back-story” or “creation story.” 

The story is the mythology that explains our being and who we are.

In brand 

development, these 

are the foundational 

strategic tools.

Developing Your Brand Strategy
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The strategic role answers the question, “What value do we create in the world?” It identifies the role 

we play in prospects’ and customers’ lives—and the value we create for them. It is a statement of 

purpose—for what purpose do we exist? Therefore, it is more than just a category description. 

Thinking of some commonly recognized brands:

The strategic role of Home Depot is the resource center for the do-it-yourselfer. The strategic role 

for BMW is delivering race car-quality performance to the passionate driver. So the strategic role 

goes beyond the category description to embody the customer benefits we deliver.

BRAND FRAME

OUR STRATEGIC ROLE

OUR STRATEGIC ROLE:

WHAT VALUE DO WE CREATE IN THE WORLD?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

IDENTIFY THE ROLE WE PLAY IN OUR CUSTOMERS’ LIVES.

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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WHAT IS OUR PURPOSE? WHY DO WE EXIST?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

DRAFT STRATEGIC ROLE:

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

_________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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The brand principle is the “true north” of our compass. . . guiding our activities and 

communications alike. This is our unique approach to our work, so essential that it is second 

nature. The brand principle answers the “how” of our business and our brand. 

Thinking of some commonly recognized brands:

The brand principle of Home Depot is “empowering expertise.” The brand principle for BMW is “performance.” 

BRAND FRAME

OUR PRINCIPLE

OUR PRINCIPLE:

WHAT IS OUR UNIQUE APPROACH TO OUR WORK?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

HOW DO WE CARRY OUT THIS UNIQUE APPROACH?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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WHAT IS THE CORE IDEOLOGY THAT DRIVES US?

__________________________________________________________________________

__________________________________________________________________________

________________________________________________________________________

DRAFT BRAND PRINCIPLE:

__________________________________________________________________________

__________________________________________________________________________

________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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Our promise is exactly that; what does our bank promise to deliver for those who engage with 

our company? Many brand thinkers hold that in the final analysis, a brand IS a promise.

BRAND FRAME

OUR PROMISE

OUR BRAND PROMISE:

WHAT DO WE PROMISE TO DO FOR OUR 

CUSTOMERS DAY IN AND DAY OUT?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

WHAT CAN OUR CUSTOMERS EXPECT 

FROM US WITHOUT FAIL?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

WHAT VALUE DO WE PROMISE TO DELIVER?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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DRAFT BRAND PROMISE:

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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Core values represent our most closely held and cherished beliefs. Brand values are often thought of 

as the “rails” upon which the brand travels. They keep it out of the ditches and on course. Values are 

boundaries for action: a person rarely acts in opposition to his or her core values; neither do brands. 

Thinking of some commonly recognized brands:

Starbucks values equity in its trading relationships and sustainability of the agricultural regions that grow 

its product. It works to create fair trade and to preserve and sustain the environment. Home Depot values 

independence and work ethic. It supports America’s Olympic hopefuls with full-time salaries for part-time jobs.

BRAND FRAME

CORE VALUES

OUR CORE VALUES:

WHAT UNDERLYING PRINCIPLES REFLECT THE BEST 

BEHAVIORS AND DECISIONS OF YOUR TEAM?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

WHO ARE THE ROLE MODELS WITHIN YOUR BANK 

AND WHAT VALUES/BEHAVIORS DO THEY DISPLAY 

THAT YOU WANT TO SEE OTHERS DISPLAY?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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LIST THE 3-7 TRAITS REFLECTED IN THE ABOVE BOXES 

THAT, TAKEN TOGETHER, PROVIDE A POWERFUL 

GUIDE FOR BEHAVIOR INSIDE YOUR BANK.

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

DRAFT CORE VALUES:

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________



THOMA THOMA

Brand personality traits reflect the idea that organizations and brands can be viewed in much the same way 

that people are. People react emotionally to companies and brands just as they do to other people. Consistent 

expressions of our personality traits ensure that our communications provide the right feel and tone. 

Thinking of some commonly recognized brands:

The personality attributes of Home Depot include “helpful, knowledgeable, friendly.” 

The personality attributes of BMW include “passionate, precise, enthused.”

BRAND FRAME
PERSONALITY TRAITS

OUR BRAND PERSONALITY TRAITS:

WHAT IS OUR “VIBE”—OUR STYLE AND 

WAY OF SEEING THINGS?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

WHAT IS OUR COMMUNICATIONS STYLE 

WITH OUR CUSTOMERS?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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WHAT PERSONALITY ARE WE TRYING TO CONVEY?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

DRAFT PERSONALITY TRAITS:

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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Almost every culture has a creation myth. Ancient tribes told tales that passed cultural knowledge from 

one generation to another. Stories are powerful: as humans, they tell us who we are and help explain 

why we are here. For brands, stories are equally powerful. They create a frame of reference and an easily 

understood “creation myth” that can be used to telegraph the brand proposition to key audiences.

Consider the story of how the first Nike shoe was created by an Oregon track coach tinkering 

with his wife’s waffle iron in the garage. You’ll rarely see a “waffle sole” on a Nike shoe today, 

but that single-minded pursuit of performance still drives the Nike brand.

BRAND FRAME
THE BRAND STORY

OUR BRAND STORY: 

HOW DID OUR BANK COME INTO BEING? (HISTORY)

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

WHAT WERE THE PASSIONS AND DRIVERS FOR OUR 

BANK’S FORMATION AND DEVELOPMENT? WHAT 

WERE THE FOUNDERS TRYING TO ACHIEVE?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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IS THERE A STORY OR TWO THAT SUMS UP WHY 

WE ARE HERE AND HOW WE DO BUSINESS?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

DRAFT BRAND STORY:

__________________________________________________________________________

__________________________________________________________________________

_________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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“Culture eats strategy for breakfast. 
Purpose drives its appetite.”

Dozens of CEOs and management gurus have quoted the maxim—clearly recognizing that no matter 

the category, the success of any company rests squarely on the performance of its people. And that 

performance is driven by culture. Culture trumps strategy, innovation, technology and operational excellence.

Culture drives success because:

• Competitors can copy strategy but not culture. There are

dozens of low-fare airlines now, but still only one Southwest.

• Culture is persistent; strategy is not. A new CEO, a 

turnaround, market dynamics. Numerous factors drive 

strategic shifts; the culture will defeat or enable that shift.

• Strategy is forged in private; culture in the open. Strategy 

formation is the domain of the executive team. Cultural 

formation occurs at every level of the organization. 

• Strategy engenders compliance; culture drives commitment. 

Achieving mission at scale means winning hearts and 

minds. Start with the hearts and you’ll earn the minds.

• People are loyal to cultures; strategies, not so much. A week into its month-long new employee 

training, Zappos offers new hires $2,000 to quit; it quickly weeds out those whose values 

don’t align. CEO Tony Hseih considers it the best investment they make in the business.

If culture eats strategy, purpose drives its appetite. This is basic human nature: we all crave meaning in 

our lives and in our work; we need social engagement; we want to make an impact. When a compelling, 

galvanizing purpose is clear and present to every single employee—from the CEO to the front lines—culture 

thrives and drives. Southwest Airlines exists to “democratize the skies.” Apple exists to create elegant, 

bulletproof technology “for the rest of us.” Zappos exists to wow its customers and “deliver happiness.” 

If a company selling shoes online can invest purpose and meaning in its work, any company can.

“Culture isn’t just 

one aspect of the 

game, it is the 

game.” 

— LOU GERSTNER,

FORMER CEO OF IBM
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Cultural Clarity Self-Assessment

13–16 You are rocking the culture; pat 

your team on the back and look for 

ways to move from “good to great”

8–12 Getting there! You’ve probably

identified zones for improvement

in those scores you rated zero or negative values

0–7 Hmm. You’re not winning the culture 

wars. Let’s explore the 3 disciplines of highly 

aligned cultures with your tablemates.

-16–1 Yikes! Let’s get to work building a culture 

that drives mission impact, talent acquisition 

and retention and financial performance

+2 Strongly Agree

+ 1 Somewhat Agree

 0 Neither Agree nor Disagree

 -1 Somewhat Disagree

 -2 Strongly Disagree

Rate your bank: Score your bank by indicating 

how much you agree with each statement:

Scoring key: Grand total assessment

Our bank has a crystalline purpose, and it’s codified

into a memorable, universally understood mantra.

Our purpose clearly differentiates us from our competition;

it’s attractive to customers, investors, stakeholders and employees alike.

Our bank regularly recognizes and rewards individual behaviors and performances 

based on their expression of our core values and organizational purpose.

Our bank has a system of core values, simply and clearly

stated, fully understood and readily repeated by all.

Our reward and recognition program functions in real-time, enabling peers to “catch each other doing 

good;” it is present and visible from day to day and not just at, for example, an annual all-hands event.

Our core values are more than “words on the wall;” they are vibrant,

alive, visible and continually motivating our employees to action.

Our bank has organized means, supported by management and funded in

the budget, for propagating culture in an intentional, methodical manner.

Our bank conducts periodic surveys or other assessments to track

cultural strength and employee alignment with cultural norms.

TOTAL SCORE

QUESTION RATING
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Evaluate your bank’s maturity on 
the core values maturity spectrum.
U.S. banks may find themselves at any of these levels. The higher your bank reaches on the spectrum, 

the more powerful and transformative your system of core values will be. Banks with embodied 

core values — the highest level of integration and implementation — are more likely to be attracting 

and retaining top talent; outperforming their competition and gaining market share.

EMBODIED

DISCUSSED

FRAMED

UNSTATED

NONEXISTENT

CORE VALUES ASSESSMENT

5

4

3

2

1
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#2: Unstated

#3: Framed

There are no written/stated values within the organization

Core values are written and posted within the bank, 

but are not actively discussed or referenced

The bank is multi-generational and leadership

believed the founding values are being embodied

The leadership team or CEO created the 

core values without input from anyone

Values are exemplified by leadership, but are unspoken

The values are designed primarily with the customers 

in mind and not the employees or stakeholders

The bank believes it hires employees who embody the values

Values are stated as single words or very simple phrases 

with no clarifications or example behaviors associated

The bank believes its customers know what the bank stands for

No one can remember the core values without 

a cheat sheet — including leadership

If you have stated/written core values, move to the next level.

If the core values have been defined and discussed, move to the next level.

#1: Non Existent

No core values have been established

Leadership has not recognized that these are not a part of the bank

Leadership has not considered the worth of establishing core values

If you have no written core values but believe that leadership

has an idea about what they are, move to the next level.
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#5: Embodied

All employees know the core values and understand 

them. They even have their personal favorites!

Values are discussed frequently and referenced at all organization levels

Bank leadership uses the core values to make key decisions

Values are applied to all stakeholders internally and externally

Core values are regularly celebrated and employees are 

rewarded and/or recognized for exhibiting the core values

If you have finished developing your Brand Leadership Frames, you will have drafted a 

system of core values. These values statements should be clear, compelling and predictive 

of behaviors — not just generic words like “integrity” or “accountability.”

A next step on your Brand + Culture development journey is to bring these values to life within the 

bank and use them to create a common language and common mindset within your team.

The stages of core values maturity and implementation provide clear milestones for developing 

and implementing your own program. In subsequent modules of Brand + Culture, we will 

explore tools and techniques for embodying core values in your organization.

#4: Discussed

The leadership team knows the core values, but mid-level 

and line-level have only partly adopted them

Core values are published and referenced at meetings but 

otherwise don’t play a role in the bank’s daily operations

When asked, employees feel the core values are applied inconsistently

Core values are not used to screen applicants during 

an interview or mentioned during the hiring process

If the core values are actively recognized, rewarded,

celebrated and lived out, proceed to the next level.



THOMA THOMA

BUILD YOUR 
CULTURAL 
COMMUNICATIONS

OUR
RAL

MUNICATIONS
MODULE #5



THOMA THOMA

In Module 5 we explore the power 
of constant communications and
compelling stories to propagate 
your brand culture.
As we discussed, effective cultural communication is top-down, bottom-up and side-to-side. While the CEO is the 

standard-bearer of the brand and the culture, he or she is not the sole effective communicator of culture. In fact, a 

bank in which all the cultural notes emanate solely from the top is unlikely to have the most powerful culture possible. 

That’s because everyone influences everyone, and the more culturally aligned communications you have, the better.

Use these exercises to identify your communications infrastructure and to plan how and 

where you can fully activate communications to drive your cultural development.

IDENTIFY AVAILABLE 
COMMUNICATIONS CHANNELS

A good place to start is with this evaluation of the communication channels available to you (and which ones you might 

want to develop). This list is not exhaustive but should serve as a good idea-starter and conversation-builder for your bank.

Breakroom walls

Breakroom floors

Desktops

Cubicle walls

Company intranet

Employee

bulletin boards

Employee restroom 

walls, stalls, mirrors

CHANNEL WE HAVE IT WE USE IT WE SHOULD
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CHANNEL WE HAVE IT WE USE IT WE SHOULD

COMMUNICATIONS CHANNELS CONTINUED

Private employee 

Facebook group

Slack, Teams or 

similar messaging

Broadcast voicemails

Broadcast emails

Wall murals or decals

Stanchion signs, banners

Company-wide 

meetings, picnics, etc.

Badge cards, wallet cards

Company newsletter

New-hire orientation

Staff meetings

1:1 meetings
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IDENTIFY 5 KEY INITIATIVES

ADDING STORYTELLING

With a good sense of how you’re using key communication channels now to propagate culture, identify a shortlist 

of highest impact, most feasible ways and means to develop your communications muscles. Using the grid below 

of key internal audiences, map out how and when you can increase communications content and focus. The grid 

has been started with some initial ideas, but you should feel welcome to overwrite these with your own material. 

As discussed in the video, storytelling is one of the most powerful communication tools available to the culture 

developer. Stories convey information simply, memorably and compellingly. Through illustration and example, the 

storyteller conveys the most essential and important information about the bank’s brand, its culture and its purpose. 

Use this grid to map out how and where you can insert the power of story into your communications channels.

INTERNAL AUDIENCE

COMMUNICATIONS CHANNEL

COMPANY WIDE

NEW EMPLOYEE

SENIOR MANAGEMENT

BRANCH MANAGER

DEPARTMENTAL/

LINE EMPLOYEES

CHANNEL

USE OF STORYTELLING OR STORY SHARING

CHANNEL CHANNEL CHANNEL

Annual

meeting

Employee 

newsletter

Employee 

Facebook group

Orientation and 

training module

Departmental or 

branch meetings

Onboarding visit 

with manager

Management 

meeting

Intranet
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STORYTELLING WORKSHEET

There is a simple, repeatable and effective means for developing stories that stick. Use this simple roadmap 

to construct any organizational anecdote into a memorable, instructional and influential corporate story.

This worksheet can be photocopied, taught and shared with team members who 

are charged with developing compelling stories within the bank.

SET THE SCENE

INTRODUCE THE CHARACTERS

BEGIN THE JOURNEY

ENCOUNTER THE OBSTACLE

OVERCOME THE OBSTACLE

MAKE THE POINT
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The Cultural Power of 
Collective Celebrations
Celebrating together is a high-energy input to your bank’s cultural development program. Through 

celebrations you create common experiences, emotional connectivity and heightened enthusiasm. 

Celebrations are propellant to drive your brand culture forward. Effective celebrations don’t have to be big, 

expensive, all-hands deals. They can be localized, brand-specific, department-wide. They can be simple and 

spontaneous or elaborate and orchestrated. The key is to design celebrations that connect your people to 

your culture. This tool helps you evaluate the celebrations you’ve held and plan future celebrations.

RATE YOUR CELEBRATIONS

CELEBRATION

DESCRIPTION

CELEBRATION

HIGHLIGHTED OUR

CORE VALUES

CELEBRATION 

ENGAGED ALL 

OF THE SENSES

CELEBRATION 

INCLUDED 

A STORY

CELEBRATION 

RECOGNIZED 

STAFF 

CELEBRATION 

WAS WELL 

ATTENDED 

MUSIC

FOOD

GAME/ACTIVITY

DECORATIONS

MUSIC

FOOD

GAME/ACTIVITY

DECORATIONS

MUSIC

FOOD

GAME/ACTIVITY

DECORATIONS

MUSIC

FOOD

GAME/ACTIVITY

DECORATIONS

MUSIC

FOOD

GAME/ACTIVITY

DECORATIONS

Generate an inventory of your bank’s collective celebrations, then complete the grid to 

determine how effective your celebrations are in advancing your culture and values. 

Place an X inside every cell that you can answer “yes” to. Notice the cells that you left blank. These are 

opportunities to deepen your bank’s culture that can be incorporated into future celebrations.

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N

Y

N
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CREATE A CELEBRATION

Use this envisioning exercise and planner to create a collective celebration in the 

bank celebrating a milestone, core values or a corporate achievement.

Describe your new celebration and determine the 
milestone/event/achievement you wish to celebrate:

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

When will this event take place?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

Where will this event be held?

__________________________________________________________________________

__________________________________________________________________________
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Who will be responsible for planning
and executing this event?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

What core value, mantra or achievement(s) 
will you highlight during this event?

__________________________________________________________________________

__________________________________________________________________________

How will you engage the senses?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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MUSIC:

__________________________________________________________________________

__________________________________________________________________________

FOOD:

__________________________________________________________________________

__________________________________________________________________________

GAME/ACTIVITY:

__________________________________________________________________________

__________________________________________________________________________

DECORATIONS:

__________________________________________________________________________

__________________________________________________________________________
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Where will storytelling be incorporated
into your celebration?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

How might you recognize staff, or a department, 
etc. for “living the culture”?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________
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PROJECT PLANNER

Break your celebration plan down into discrete responsibilities (“who”), actions (“does what”),

milestones (“by when”) to produce a project planner for your celebration.

WHO? DOES WHAT? BY WHEN?
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Evaluate Your Employee 
Rewards and Recognition 
Program for Cultural Impact

1.  We show some form of appreciation to our employees every week

6.  Employees see the rewards we currently offer as valuable

2.  Our recognition program is tied to measurable results or our core values

7.  We have a rewards program, but employees and managers rarely use it

3.  Employees find our rewards program complicated

8.
  Organizational, departmental and individual goals/expectations are clearly defined and

understood; our rewards program is aligned with these expectations

4.  Our rewards programs is peer to peer

9.  Employees report that our program is silly

5.  Our rewards program is manager to peer

10.  Small contributions/achievements as well as major ones are recognized

POINTS TOTAL

QUESTIONS

Use this worksheet to assess your bank’s current employee reward and recognition program. This assessment will provide 

insight into how well you are doing in rewarding and recognizing bank employees in alignment with your brand principles.

If you do not currently have a formal recognition program this worksheet will help to highlight the elements that should 

be incorporated into a recognition program. Note: Answers score from minus one (-1) to plus two (+2)

9-10 points: Excellent! Job satisfaction is likely high, meaning you’re more likely to recruit and retain strong employees.

6-8 points: Not bad, but you are missing essential components of recognition that motivate and retain employees.

1-5 points: Time to rethink your recognition program and make it stronger.

SCORING

Y = +1
N = 0

Y = +2
N = 0

Y = +1
N = 0

Y = +2
N = 0

Y = -1
N = 0

Y = +1
N = 0

Y = -1
N = 0

Y = +2
N = 0

Y = -1
N = 0

Y = +1
N = 0
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How to Start a Culture Committee
Culture committees drive progress by helping teams live out the bank’s core values, purpose and key 

objectives. They support management by identifying important issues to address, planning culture-

driving activities, activating and enlivening core values, planning celebrations and championing the 

bank’s core ideology to peers. The value of a culture committee lies in these key areas:

Act as eyes and ears

Members of the committee may act as your front line when it comes to hearing and seeing coworkers’ 

opinions about their work environment and reporting these issues to bank leadership.

Come up with fresh ideas

The culture committee can provide a steady supply of ideas and innovative 

thinking for propagating your brand culture across the organization.

Create a sense of community

Employees are more likely to accept change when they have a role in the decision-

making process. Before implementing new procedures or policies, a culture committee 

can help solicit opinions, suggestions and commitments from the workforce.

Drive adoption of the Six Cs

Plan and conduct activities that will use these cultural competencies.

Represent diverse employees’ interests

The culture committee may help you better understand the broader audience’s 

feelings and experiences throughout the development of your program.

Improve the Bank’s image and reputation

Culture committees can be great when attempting to attract investors, 

hire new staff, and boost your bank’s brand. 

Develop the core values

Your brand development process should have defined and codified the core values; at first, 

however, they tend to just be words. The committee can be in a continual dialogue with 

management about the implementation, activation and understanding of the core values.

Catalyze change

The committee can make suggestions for improvements to their executive sponsor 

and the senior leadership team. Frequently, these committees act as highly effective 

sounding boards and focus groups for the CEO and senior leadership.
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Steps to Developing a 
Culture Committee
Developing a culture committee is within reach of any bank; it simply requires a modest 

commitment of human resources and time, a good facilitator and a roadmap for 

success. Here are key steps to building and chartering your committee.

Step 1: Identify the executive sponsor

Without executive sponsorship, a culture committee will likely fall flat. A key 

member of the executive team should be the champion of this group. And 

the CEO should either sponsor the committee, or participate.

Step 2: Recruit a diverse and representative committee

The group should represent a mix of all the experiences in the company: tenure, ethnicity, 

age and service area or location. Your committee should include the following:

Opinion Leaders: These are the people—not always with a “chief,” “supervisor” or 

“manager” in their titles—who altruistically tend to speak up in meetings, influence 

others or ask productive and challenging questions about the company. They already 

have an interest in the way things operate outside of their individual roles. They are 

viewed as leaders by their peers; they are “the people others want to follow.”

Naysayers: Give consideration to inviting employees who tend to be most 

resistant to change, particularly those with longer tenures. Often these folks are 

strong opinion leaders and their voices and influence can be powerful once they 

embrace the committee and its responsibility to strengthen the culture.

Cross section of departments and functions: Make sure all branches and departments are 

represented, as well as key departments such as HR and Marketing/Communications, who 

will naturally have a large stake in guiding and coordinating the committee’s work.

Step 3: Recruit your team

It’s ideal for committee members to want to serve vs. being told to serve. That necessitates the right kind 

of recruiting effort. Presented well, an invitation to join the council will be received as an honor and a 

privilege. After all, the invitation is a reflection of that person’s standing and influence in the company.

Step 4: Create a budget

The committee should work from a budget to produce events and communications 

vehicles that will support building the culture. The size of the budget isn’t as 

important as determining and allocating resources for this purpose.
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Step 5: Create a charter and set process

Take the time to codify the committee’s objectives and goals. Determine how, when and how often 

the committee will meet, who will be accountable for communication and follow-up and how the 

committee will report to the full executive team. Determine how long members will serve and how 

and when they will roll on/off the committee. Have all rules of engagement set in writing.

Step 6: Determine what initiatives the committee would like to tackle

Below are some types of activities that might be initiated. Remember to work 

from the Six Cs to help institutionalize these best practices:

Surveys: Poll your entire organization to find out what is and isn’t working in your 

company culture. What behaviors or practices are they seeing that run counter to 

desired cultural outcomes? What culture initiatives would they like to see?

Celebrations (one of the Six Cs): Consider which events, holidays, achievements your company 

would like to celebrate and how. Design and implement celebrations as brand + culture leaders.

Retreats and meetings (commitment to employees): Get-togethers don’t have to cost much and 

can be held online to include everyone on your team. You can host weekly casual lunches and 

simple catch-up chats. Use standing meetings to convey cultural information, communicate about 

core values and bring focus to rewards and recognition. Banks that hold annual or semi-annual 

“all-hands meetings” can and should use these occasions to drive cultural development.

Culture training (commitment to employees and core values): Your culture committee can 

offer culture training to help all team members get familiar with the company’s values, mission, 

culture, and the best ways to embody these. Mentorships and onboarding culture training 

can also help everyone get familiar with how things are done at your organization.

A Culture Book (think “storytelling”): Zappos publishes a culture book, filled with the year’s celebrations and 

cultural initiatives. Your culture council might spearhead your own book, an art installation or intranet page 

sharing your culture. Consider placing a large canvas or board in your workplace and asking team members to 

draw or write in memories and paste in photos. Or create a region or forum in your intranet or in a private social 

media group where your team members can add pictures, commentaries and callouts celebrating your culture.

Company perks and benefits (can be commitments and trade-offs): Do your perks and benefits fit with the 

culture you’re building? If, for example, your culture is built around giving back to the community, do you offer 

paid time off for volunteer work? If your bank’s purpose is building economic vitality and family wealth in your 

communities, does your compensation, bonus and rewards program afford similar opportunities to employees?

Rewards and recognition: Aligning your rewards and recognition program(s) with culture and core 

values is a best practice in culture development. Your culture council can be integral in designing and 

implementing such rewards programs so that they have maximum impact in driving your culture forward.

Building a culture committee has been demonstrated as a powerful “arrow in the quiver” of bank 

culture development programs. Well designed, staffed and supported, your culture committee 

will unleash untold emotional, intellectual and psychological energy in your organization.




