








feedback from a supervisor coach, and a chance to
reflect on how it made the guest feel and how it made
the maid feel can take the learning to the next level —

behavior change.

9. Progress Should Be Measured. At some point
people will ask whether the new brand is in fact taking
hold and whether it is making a difference. Planning at
the outset of the brand delivery strategy for how to
develop and track performance measures will go miles
toward answering these questions. A more compelling
case of the actual change that has occurred can be
made if grounded on a pre-and post-delivery

comparison.

Beyond tracking and reporting progress, measurement
also can act as a motivating force for change. People like
to keep score; they like to see how progress is being
made. Tracking progress can actually create momentum
in the organizational change process. Further, it can
highlight where gaps might need to be filled, for
example, an organizational unit, store, or restaurant that
might be underperforming relative to others. Armed
with facts and data, one can then intervene to help,
diagnose sources of mischief, find high performers who
might serve as mentors, and make improvements to get

the underperforming unit ‘on brand!

Lastly, | would like to stress how delivering the brand and
affecting the needed change takes time. If you think you

will deliver a new brand, change the organization, and
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then move on to other things in a couple months, forget
it. The organization not only needs brand ambas-
sadors, it needs brand stewards - to keep the
brand alive, ensure its consistent delivery, and
keep it fresh and current over time. If there is no
commitment to this, the organization could well be
like a bungee cord and spring back to wherever it
was before, and that’s usually an undesirable

place.

The rewards of delivering a differentiated brand
can be enormous. Think of companies you know,
and ask yourself, let’s do here in our organization
something that can be even better than what they
have done. Let’s deliver a brand promise that lifts
the spirits of our customers and our employees.
Let’s make our brand promise come alive! Is it

hard? Yes. Is it worthwhile? Yes.

Hansa provides a full range of qualitative and quantitative
research services. Our experienced research and consulting
team, including PhD-level statisticians, uses innovative,

data-driven methodologies tailored to our clients’ research

needs.

We pride ourselves on our ability to truly understand the
voice of the customer and translate that voice into winning
strategies for brand development, marketing
communications, customer relationship enhancement, and

product/service innovation.
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