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Case study
That the workplace is now an important part of the marketing mix is
now beyond dispute, but how can it also reflect a firm’s brand values?
Bujt these are other proféssons that have a mbe 1o play o 1hi,
natably those directly imahved with the most obacus marsbastatzon
of corporate identity ard togathemess. the warkploce. That i why
I o et e sep rulb-funchiona tearns of pecple comi
sogether to addnnss tha ways in whech buldings mest the damands
of carporae wenity ard senad the organsation’s wider business
mierss especilly with the recruitment and retention of 2l ot to
FEMIOn winnirg over their Fearts and mends so the workdoroe can
becorre an lfsctive marketing tool i ts own nght
’ That the worsplsce & now an impartant part of the marketing mix
By Sarah-Jane Osborne is, nver bepend dispute. CF course, fiems have abiys rangded therm:
sahvas (rsugh the buldings they oocupy. In shir past this has ofien
been done on 4 monsithic sene, mbarg o Dlery mandestabions of
thir teand, the everuse of corporate colours, logos in the carpet.
8 with 50 many things, the iiea of the crnployer brand Mo there’s mothing inharenitly swiong in all of that and supphers
wals with us for & long time tefore arubodrm fit T hawe clore walt o Mr‘ i materiih whdh rrmufuthnnﬁ ek
g it alabel, in the past. the concept has been most miguiss b allnw frma to dio 1. But &' not nocessanily the rignt soke
ioss in the military, whene 4 strong serse of dentiy, tion aned the literal can b very itersd ndesd At Easyets offices at
Featty andd cutture st Bacome ingrared in troops for them 1o Lk At ety miich s ything s viad targerice inariy the
Girctunn effectresdy U until Srle recently that sarme mindset was not wilk 1o the Clothes people weee AL the Lorgaberger Basket
dhwais Apparent or ever necossary fora wveridorze that didn't have Company in Mewark LISA, the entre office budding & shaped Ske o
b busiresss rman assets kacked up m it ddm bran-celle bk« sy Tl high |Lt iny case you had any doubts about
what they do
The importsnce of the amployer brand n s comempaeary the rew
mowledge aeonoimy wal highlighted by & 1987 McKinoey report These are over the top mamphes but théy make 4 witlid pont and
called The \Wiar' fir Talent ared avareness of the whols idea has een thay mghlight fes it is now increasingly Skely that firms wall take a
growing ever snco, i & ircroasingly diffcult to pck wp a HR journal e haolistic view of B design of the workplace 1o reflect ther
wnthoul seeing the wibyeel decussed This idea has its own Meraturs, brand values as rwch s thir idenity Thers s no need for the
refabily 0 & book caked The Empinyer Boond by Smaon Barrow and offices to be panted bright orange, because colour has a potenbaly
Fuchart Miaskey, which bghlights the different aspects of the miare mportant mde o ply o edabiibing mood dand n delireng
errgloper Lrand o which indipdes Brand valiass, reward and TCCOE- gpa(_e_'Fur sl csrgqnlsanmmc :I‘qllcngcﬁ o help them live the
rzion, mecnyitment and retention, and eidemal reputaton. brand so the deugn of the branded workplace must foous on the
cultural, the graphical And it must proside an emotional kic for the
e af the most impartant effects of employer branding has been orEarestion and 15 emphoyees as well s an neelieciusl one,
theway 11 whech it has drawn a number of professcons legsthe
Mgt cbmions b besn the cloter bonds babweean BRand markerng bl this ke of tnkerg eseends scross 2 sectors but seems to be
wtiich hias sen thas core values of brand extend beyond being mone mportant for some than sthers, especially n those profesaans
airrrost soliefy sbout the message sent to custome s ardd become 8o whernge there = & war for talent A good example & inthe dogal sector
about the message sent to employess s other stakenolders. Law firms in the City of Leadon akane dre sxpecting 1o take on an
Haren tha inceiond focus on iterna oomerarcations Ter moent aadithonal 7000 peopde e the nest i to three. years, 2 pattem
YOS, that is repeated wp and dewn the cowtry especigly inthe prncipa
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legal enclwes such as Brstol,
Birmungharm, Marchestar and Leed:,

Linfortunately the demand for talent
lar 2artstess 1L supply al the e,
S0 whilet 1his is gread news for fedg-
b laeeyersiit ey e a bt ol e
neadache il #'s you tht

and retain a nev brood, 5o while the
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thing all al thess proects hae m
commaon i the focus.on cuftum and

ioariily ab & way ol stiracting the best
cokred fractals’to Subitly 2nd ﬁr‘ll'gl?\-‘!':lr' reflact the s brand:
Colowr-charge lighting m the building's Tight house™ creates night tirma
{pictured abowe and below), whera the oo oy Weich on 1eam for the budding on the appeoad o o Bostol and & syrchro-
warkang dand idandity It 18 4 very conternp i the wary it Is L with squenced colour changes on the reception dest itselll
designed to niot anly bring everybady 1ogether physicaly butl 2o in Thea fractass thanmmeehes are mterpreted in glements throughout the
ik caug thnough the entity that has been developed o the buiidng and reinforced wih a Gferent “sgnature’ colour for eath
Boer talen o the fracs daaprs.
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