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Think Globally…

…Act Locally



Align Human Capital to Activate the Brand Promise

Activation



Give each employee the right tools, 
behaviors and inspiration to live the 
brand strategy, creating greater 
engagement and performance.

3

Promise Delivery
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Potential
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Avoid misalignment between the brand promise and the delivery



Integrate Organizational Culture and Systems to the 
Brand Strategy
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Right brand 
experience

Right internal 
brand culture

Right 
policies and 
procedures

Right people 
and training

Right 
behaviors 

and metrics

Right service 
performance

Brand equity
Revenue generation

Customer/ Employee Engagement



Organizations Must Create A Consistent Experience 
for Customers    

 Employee and customer experiences 
must be managed together

 The employee-customer encounter must 
be measured and managed at the local 
level. 

 Sustainable improvement in the 
employee-customer encounter requires 
disciplined local action coupled with a 
company-wide commitment
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Great Brand Driven Customer Experiences Don’t Just 
Happen, They Are Caused…
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Employee Engagement
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Increases in HumanSigma scores have contributed nearly 
$1 billion in additional deposits for the Bank. 

 HumanSigma became the strategy to 
execute Bank’s brand promise across the 
entire organization by each leader and 
each  employee.

 The strategy focused on three brand 
features:

 As Branches graduated through Human 
Sigma levels, they realized increases in 
Sales, Deposits and Overall Profitability

A Bank’s revitalized  brand had significant financial impact 



APPENDIX



Can’t imagine a world without

Perfect company for people like me

Treats me with respect

Feel proud to be a customer

Fair resolution of any problems

Always treats me fairly

Always delivers on promise

Name I can always trust

Overall Satisfaction

Likelihood to Continue

Likelihood to Recommend

Customer & Employee Engagement Hierarchies 
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Can we grow

Do I belong

What I give

What I get
Opportunity to do what I do best

Materials & equipment

Know what’s expected

Encourages my development

Cares about me as a person

Recognition & praise (last 7 days)

Fellow employees committed to quality

Mission & purpose of my company

Opinions seem to count

Opportunities to learn & grow

Talked about my progress (last 6 mos.)

Best friend at work

RATIONAL
FOUNDATION

Overall satisfaction

Intend to be working here in 3 years

Customer Engagement Employee Engagement

Passion

Pride

Integrity

Confidence
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