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WE NOW LIVE IN A  
RELEVANCE ECONOMY



WE ARE LIVING AND WORKING 
IN A DIFFERENT ERA

1970s                 1980s                 1990s                       2000s                   Today

Products    >    Products + Services     >    Online Platforms    >    Mobile    >     AI

  Career              >                Profession              >             Role               >             Gig



IN THE LAST 15 YEARS 
52% OF THE FORTUNE 500 

HAVE CEASED TO EXIST

Rapidly changing needs of workers and customers are a powerful force
Source: Forbes Magazine



IN THE LAST 10 YEARS 
$890 BILLION FLOWED OUT OF 

ACTIVELY MANAGED FUNDS

Algorithms are becoming as trusted as seasoned veterans
Source: Forbes Magazine



55% OF MILLENNIALS SAY 
THEY HAVE NO PLANS TO  

PURCHASE A CAR

What one generation thought was true turns out to be fleeting
Source: Forbes Magazine



3.6 MILLION BOOMERS WHO 
HEAD COMPANIES ARE SET  

TO RETIRE THIS YEAR

The next generation is here, and it is ready to lead. In an entirely new direction.
Source: Deloitte



¥68.5% of workers cite disengagement as performance factor 
¥ In unhealthy cultures, turnover is high and innovation is low  
¥Replacing a worker costs 3x to 5x their salary 
¥Weak culture = 65% lower share price over time  
¥Weak brands spend more on customer acquisition 
¥ InsufÞcient investment in brand results in slower growth 
¥ Irrelevant brands are signiÞcantly less proÞtable 
¥Nobody likes this state of affairs

Sources: Gallup, HBR, Bain Consulting, McKinsey & Co .

THE COST OF IRRELEVANCE



THE ONE THING



Why? ZappoÕs is relevant because it celebrates  
its culture as the driving force behind its brand

AMAZON PAID $1.2 BILLION FOR A MAIL-ORDER 
SHOE COMPANY IN A REMOTE DESERT CITY. 



IBM USED TO BE ALL ABOUT MARKET DOMINATION

Now they use their vision for a 
better world to attract and retain 
talent and customers



{NOT SELLING SALAD}



Life is now seen as a personal journey, and the 
brands we associate with are relevant to our journey

THE COMMON THREAD?



The Relevant Organization is 
successful because it provides 
meaning to customers through !
its brand, and meaning to the 

workforce through culture. The 
Relevant Organization is widely 
admired and highly profitable.



¥Strong brands have lower customer acquisition costs 
¥Engaged workers are 87% less likely to quit 
¥Strong cultures produce 19.2% higher annual growth 
¥Good organizational health = 16% more productivity 
¥Strong cultures drive 5% higher share price over time 
¥Top brands can command 3x premium pricing advantage 
¥Relevant brands outperform weak ones by 20% 
¥ThatÕs what we call strategic 

THE VALUE OF RELEVANCE

Sources: Gallup, HBR, Bain Consulting, McKinsey & Co .



Customers & Workers Now Expect Something Different; 
How will Your Organization Deliver?

Memorable !
Experiences

Authentic !
Relationships

Life Learning !
Opportunities

Valuable !
Network

Path to !
Self-Actualization+ + + +



RELEVANT ORGANIZATIONS ARE  
NOT ABOUT BRAND OR CULTURE

THEYÕRE ABOUT BRAND AND CULTURE Ð 
WHICH, IT TURNS OUT, ARE INSEPARABLE



Lisa Jacobs/Flickr/Creative Commons

POSITIONING   ¥    APPEAL  ¥  PERSONA  ¥  MISSION   ¥   VISION  ¥  ESSENCE  ¥  CORE VALUES ¥  NARRATIVE

WHAT IS A BRAND?



COFFEE



COFFEE



Mahmood Salam/Flickr/Creative Commons

PEOPLE  ¥  PRACTICES  ¥  PLACE   ¥  ARTIFACTS   ¥  CORE VALUES  ¥  NARRATIVE 

WHAT IS CULTURE?



soluto.com/Creative Commons

BETTER TOGETHER

http://soluto.com


¥Deliver WOW Through Service   
¥Embrace and Drive Change
¥Create Fun and A Little Weirdness
¥Be Adventurous, Creative, and Open-Minded
¥Pursue Growth and Learning
¥Build Open and Honest Relationships with Communication
¥Build a Positive Team and Family Spirit
¥Do More With Less
¥Be Passionate and Determined
¥Be Humble



WHERE ARE WE GOING?



WHO WILL DECIDE?



WikiMedia Commons

CODIFY OR DIE



Understanding customersÕ 
deep human needs

Consistent, resonant 
messaging and image

Dynamic & attractive 
employment brand

Vision-driven 
engagement

Values-driven  
decision making

Mission-driven 
product & service 
development

Strategic direction

Clear understanding 
of unique brand 
superiorities

BRAND X CULTURE
Your brand x culture strategy is a driver of 
success in nearly every part of your organization:

INNOVATION

MARKETING/PR

CUSTOMER SERVICE

TALENT ATTRACTION

EFFICIENCY

LEADERSHIP

TALENT RETENTION

BUSINESS DEVELOPMENT



Mission: What we do

Vision: Why we do what we do

Values: How we do what we do



LET IT FLOW



CultureLab

IDEATE AND PROTOTYPE



MEASURE EARLY AND OFTEN



BRAND + CULTURE 
=

RELEVANCE 



Scrubhiker (USCdyer)/Flickr/Creative Commons

RELEVANCE 
= 

GROWTH 



A FORMULA FOR RELEVANCE
1. Bring the leadership team to consensus behind, have them commit to and codify, a concise 

and authentic brand x culture strategy.  

2. Form a Òbrand x culture clubÓ in your organization to infuse this strategy into the fabric of 
your workplace. Have everyone carry the strategy with them everywhere. DonÕt let this 
club live exclusively in HR or marketing. 

3. Get rid of your sales & marketing team. Replace them with subject matter experts, 
empathy specialists, and statistician-philosophers. Personnel changes not required. 

4. Strive to part of your customersÕ Òexpedition team.Ó 

5. Measure your progress or regress Ñ and talk about it openly, giving credit where credit is 
due and taking the heat when things donÕt go as planned. Fix whatÕs broke. Measure again.



HOW RELEVANT IS  
YOUR ORGANIZATION?

¥Does your brand image look contemporary? 
¥Is the message your brand is sending resonating with your audience? 
¥Is your culture vibrant and positive, attracting the best and brightest? 
¥Do you have a holistic strategy to change any of these for the better?

Tony Wessling, Managing Partner 
twessling@chromium.group 

415.652.8132


