The questions
everyone’s asking
right now
A report by
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AGENDA

Nalla spoke to a cross-section of C-suite marketers and business owners about the
K E Y

challenges they’re experiencing and had candid discussions around what they are

B R A N D

C H A L L E N G E S

prioritising over the coming months.
This report brings our ndings together into three key areas of priority, to help others who
are tackling the same issues to plan for the future.
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Rethinking
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Culture
re-imagined

Our discussions revealed that hiring and keeping talent is now more
di cult than ever. Central to success here, is ‘team culture’.
The meaning and importance of team culture has changed rapidly in
past year or so. What counted as culture in 2019 (in-o ce gym, ping
pong table, values on walls etc.) is no longer as relevant. With remote
and hybrid working here to stay, companies can no longer rely on their

50% of respondents to our survey stated that
maintaining culture in a remote environment
was top of their challenges list in 2021.

o ce space to create a culture.
To attract and retain the best talent, culture must be more than skin
deep. Brands need to create long term culture strategies for remote or
hybrid working.
These culture strategies, in harmony with business and brand

talent. It is buoyant recruitment market at the

The right culture strategy will bring together the worlds of brand,

moment and we are struggling to get good people”

traditional HR and internal comms, ensuring that brand values and

CMO, FTSE 50 Company

experience are an integral part of the internal culture narrative.
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“Our biggest challenge is hiring and retaining

strategies, will be vital for talent acquisition in the coming years.
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C U LT U R E S T R A T E G Y = A B R A N D E X P E R I E N C E F O R Y O U R T E A M

To get the right culture, brands should be thinking about talent as part of
their audience strategies, both for acquisition and retention. Employer
brand strategies are going to receive more and more air time over the next
few years, but this doesn’t mean a whole new strategy is needed, it means

ft

Culture is a competitive
weapon & brand
strategies will have to
work harder to include
external and internal
needs.

brand strategies should encompass a brand experience for internal
audiences, as well as prospective talent.
Brand strategies will now have to work harder to include external and
internal needs. This is where internal comms teams need to come into
their own. Until now, internal comms has o en taken a back seat to
external marketing teams, but they now need to be at the brand
experience table and actively feed in. They are central to managing any
change successfully, and the key to winning the talent war.
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Who’s doing things well?

“A GREAT EMPLOYER BRAND CAN REDUCE TURNOVER
RATES BY 28%, AND CUT YOUR COSTS-PER-HIRE BY HALF”
LinkedIn

Telia have created a dedicated mini site for sta to better understand
their values and ways of working – from understanding con ict of interest,
to how to approach environmental responsibility. The site is accessible
from anywhere, meaning regardless of where sta are based they are able
to view key material. Telia’s use of animation and playful illustrations,
alongside simple and approachable language, helps them bring their
values to life and add personality to the platform – this drastically
improves the user experience and employee’s ability to understand
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important information.
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BUT WATCH OUT — IT’S EASY TO LOSE SIGHT…

A brand should be the articulation of a purpose and culture
that exists within the company. It shouldn’t create an attractive
wrapper for the external world that is at odds with the inside
reality. Today, brands seeking to just create an external facing
culture, beware! It’s easier for consumers and employees to
voice their opinions and open the curtain to share a company’s
practices with the outside world.
In 2021, Brewdog, previously seen as one of the strongest UK
brands, was unmasked by employees for its ‘alleged’ toxic
culture. There was a huge disconnect between what their
policies and website pages were selling, versus how their team
were actually being treated. In that instance, it made headlines
for all the wrong reasons.
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Sales activation
vs. brand building
Through our research we noticed that many brands have opted to
focus on sales activation marketing only, something that could be
detrimental to growth.
Sales activation and brand building might have the same end goal,
but the way you get there for each is very di erent. If you confuse

Overarching objective =
connecting with more customers in order to sell
more products or services.

Brand building = Awareness

Sales activation = Conversion

Brand building is all the work done
before interaction (and even a er) to
get the customer’s attention and to
keep them focused. When you have a
strong brand, that your customers feel
engaged with, they’ll feel an emotional
connection with you and be more loyal
to your company.

Sales activation e orts are driven by
marketing campaigns, built to focus on
capturing existing demand from people
who are already actively looking to make a
purchase for the product or services you
are o ering.

Examples:

Examples:

sales activation tactics with brand-building e orts, you could be
holding yourself back from sustainable growth.
If you only engage in sales activation strategies without putting in

•
•
•

Website content and PR stories
Direct advertising campaigns or
via social media

•

Google Search Ads focused on
bottom-of-funnel search terms

•

SEO to rank for buyer-intent
keywords

•

Running Facebook retargeting to
bring a prospect back to an
abandoned shopping cart

Sponsorships

any time to build the brand, your audience isn’t going to know
anything about what you o er or how you can help them. They
won’t know what they’re buying, so they’ll never purchase.
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Long - term

Short - term

THE BRAND

AGENDA

The short-term
gains obsession
It’s not surprising that short-term results from sales activations are
preferred in a time of crises. There is o en a wealth of instant data,
from open and click through rates, to website conversion targets. This
data availability makes it easy for marketers to prove, and CFOs to
understand.
It’s harder to prove long-term value of building a correctly positioned
brand - and that’s why it gets pushed to the sidelines, but brands are
missing out on building vital market share opportunities. Our
respondents said pressure to report quick ROI means the argument
for long-term brand building fails to get the air time it deserves. This
has become a particular challenge for the marketers we spoke to
whose usual brand activation activities have been blocked in recent

ft

quarters.

“We don’t have the support of
short-term results to help push
through the longer-term activities.”
Marketing Director, Scale-up brand
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Brand vs. Activation
Failing to look at your long-term brand
strategy stunts growth potential.
As this well-known chart shows, spikes in

Sales Activation

Brand Building

Immediate sales response

Long term growth in base sales

High e ciency & ROI

Reduced price sensitivity

the long-term growth numbers that a focus
on brand-building activities can do.
Raising brand awareness and equity
through brand-led campaign activities
opens opportunities to do more with
those short-term activations.

Sales upli over base

short-term sales activation don’t achieve

Building equity in your brand reduces price
sensitivity among consumers and facilitates
upsell and cross-sell of products.

Activation e ects dominate

But brand is main driver of long

in short term (-6 months)

term growth & pro t
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Focusing on short-term activities also means known problems
never get addressed; new audience behaviours get ignored until
the revenue drops, new acquisitions don’t get properly integrated
into the narrative and digital investment doesn’t get made until
one of your competitors launches a new platform.

Teams get into a reactive,
rather than proactive,
brand mindset.
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C O M M E R C I A L LY D R I V E N
P E R F O R M A N C E I N D I CATO R S

The evidence is there for the need of both short-term and
long-term brand activities. The ideal scenario is to build up
long term consideration and preference for your service or
product through brand building, attracting more audiences.

Reduce price sensitivity
Improve margins
Increase lifetime value
of customers

Then, you can use activation to e ectively convert that
preference. It’s not one or the other. So why doesn’t this get
through to the boardroom?
It’s o en down to not putting the right story together. You
need to change the narrative to be commercially driven; to
put it in terms of long-term e ectiveness, market growth
and product expansion due to brand consideration increase.
You need to talk in terms of direct commercial performance
indicators i.e. reducing price sensitivity, improving margins,
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increased lifetime value of customers.
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Why now is the time
to invest in brand
Virgin Atlantic doubled down in the last recession with their
‘Still Red Hot’ brand campaign, estimated to have driven 20% of

£10.58
PAY B AC K

overall revenue during the campaign timeline, equal to a
payback of £10.58 for every £1 invested.

FOR EVERY

£1.00

INVESTED
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Slicing & dicing
of brand values
In the bid to respond to changing consumer behaviours,
particularly the shi to online over the past year, brands have had
to move quickly into new channels and new revenue streams in
order to keep a oat. ‘Pivoting’ was the marketing word of the year
in 2020, with forced shi s leaving some brands with some
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cleaning up to do.
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The sheer volume of new channels,
touch-points and data-points, means
that brands have been sliced, diced and
diluted in the rush to diversify and keep

BRAND

up with the changes. Through our
discussions, it was clear that many had
felt there has been an immense pressure
on delivering results at speed rather than
taking the time to create a consistent

BRAND OUTPUTS

experience - and this imbalance is being
noticed. Fault lines in the customer
journey dilute what brands stand for, in
turn harming e orts to boost equity and
awareness.

“In the rush to extend into new
channels, brand values are at risk of
becoming diluted and disjointed.”
Client Partnerships Director,

ff

Bethan Thomas

THE BRAND

Only 34% of consumers
felt the connections
between di erent parts of
a brand were consistent.
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Ensuring everyone is
aligned on what a great
customer experience is
Although it’s o en said that ‘it should start and end with the customer’,
we have to acknowledge that for many organisations, it needs to start
from within. It’s becoming increasingly common for teams within
organisations to all hold ownership over di erent parts of the customer
journey – marketing departments will interpret the brand in one way, then
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sales another, technical teams slightly di erently… you get the picture.
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“We were at acute risk of the
Internal teams naturally have separate
objectives to one another, so this increased
disconnect internally leads to a much
higher chance of varied interpretation of
brand and an inconsistent experience
externally. Lack of face-to-face time due to
Covid-19, as well as geographical barriers
brought about by remote working, is having
a damaging e ect on how brand is being
communicated by di erent teams and
individuals. By centralising ownership of
brand, and then aligning di erent
departments to this, brands can achieve a
far more uent and consistent brand
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output.

customer receiving di erent brand
interpretations from the
disconnected internal teams.”
MD, FTSE 100 Company
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Key takeouts
We’re at a watershed moment for industries and brands - constant

It’s clear that Covid-19 has forced brands into a variety of new and

acceleration of drastic change is presenting new challenges that

unfamiliar channels, which brings with it risks of dilution and lack of

require a rapid response.

brand consistency. As organisations spread themselves wider

Culture means so much more than it did before, and is central to
tying together visions, teams and products - everything has to go
deeper and mean more than surface level slogans to appeal to
customers and talent alike.
Many are prioritising survival and recovery, which o en comes at the
cost of long-term ambitions. Finding a balance between both longterm and short-term, with a constant brand building e ort backing
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this up, goes a long way in ensuring success in the future.

across the digital space, centralising ownership of brand and
marketing is key in maintaining consistency and brand equity.

ACCELERATING CHANGE
FOR GLOBAL BRANDS

ering to a rapidly shi ing consumer landscape?
Is your brand slipping behind competition? We accelerate change for
brands that want to face the future with con dence and become the
go-to in their sector.
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Get in touch with our brand experts:
vicki@nalla.co.uk

