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Learning Objectives

1. Discuss the common characteristics that define high 
performing cultures.

2. 5ŜƳƻƴǎǘǊŀǘŜ Ƙƻǿ ȅƻǳǊ ǇƘŀǊƳŀŎȅΩǎ ǾŀƭǳŜ ŎƘŀƛƴ όŜǎǇŜŎƛŀƭƭȅ 
άŎǳƭǘǳǊŜέύ ŘŜŦƛƴŜǎ ȅƻǳǊ ōǊŀƴŘ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ ƳŀǊƪŜǘǇƭŀŎŜΦ   

3. Illustrate the steps required to communicate and cascade 
your values to all of your locations.



(Brand + Strategy + Culture) x Leadership= Growth

Being clear about your brand, strategic direction and the culture needed 
to inspire and nurture success is an absolute key to growth. Leadership 
behavior driven by shared values is the glue that brings all elements of the model together.



Why?

What is the best place that you have 
ever worked?



Characteristics of High Performing Cultures
Å There is a clear direction (line of sight) for the team to follow

Å Everyone on the team is committed (aligned) to the established direction  

Å There is (chemistry) among team members the results superior performance    

Å All team members understand the nuts and bolts of their specific job (role clarity)  

Å Learning is used to seamlessly adjust direction and roles as needed (recalibrate)due to changes 
in the external and internal environments



Culture as a source of competitive advantage:

Warren Buffett refers to competitive advantage as your moat. The castle is your organization.  Competitive 
advantageis defined as the strategic advantage one entity possesses and leverages. Achieving competitive 
advantage strengthens and positions an organization better within the competitive environment.
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/ƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ ƛǎ ƴƻǘ ŀōƻǳǘ ōŜŀǘƛƴƎ ǊƛǾŀƭǎΤ ƛǘΩǎ ŀōƻǳǘ 
creating unique value for customers. If you have a true 
competitive advantage, it will show up on your P&L.





Paradigm

Paradigms are our maps of reality, based in part on facts we have learned, 
and in part on opinions or assumptions we have developed. Like any map, 
they have limitations. They may be incomplete or inaccurate. We need to 
learn to recognize them, in ourselves and in others.  Then we need to be 
willing to question their validity
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What well known brands leverage culture 
as a source of competitive advantage? 



Industry Ecosystem
The Arena
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Key External Driving Force



(Brand + Strategy + Culture) x Leadership= Growth

Being clear about your brand, strategic direction and the culture needed 
to inspire and nurture success is an absolute key to growth. Leadership 
behavior driven by shared values is the glue that brings all elements of the model together.



What is a brand? 

ñA consumer calculus that is built-up, torn down, or left unchanged by each 

encounter.ò 

Kelly OôKeefe
VCU Brandcenter



ά! ōǊŀƴŘ ǊŜǇǊŜǎŜƴǘǎ ŀ promisethat owners and 

senior leaders make to their customers, suppliers, 
ŜƳǇƭƻȅŜŜǎΣ ŎƻƳƳǳƴƛǘȅΣ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ǇŀǊǘƴŜǊǎΦέ



Brand Promises

Brand promises represent the unique differentiation of your business. 
Usually, there are three or four  brand promises that make up the building 
blocks of your brand.  



A brand is ultimately a promise or series of promises and 

all strategic decisions should be made with the promise(s) 

as a filter. 

Consistent
Taste

Friendly &
Fast

Convenient Inviting





Strategic (Brand) Positioning
A unique position within an industry that allows the 
brand to provide value to customers. The greater 
perceived and real value, the better.  This enhances 
the likelihood of competitive advantage. 


