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Today

• Reputation 
– building blocks for good communication

• 3 Case Studies
– Waitakere Enterprise
– Auckland Plus
– Grow Wellington



BrandPromiseReputation
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Brands build their value
(or equity) through the
consistent presentation
of an unmatchable brand
promise over time.
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To build consistency…

Organisation

Reputation
strategy

Audience

Clients

Stakeholders

Funders
Strategic Partners



Organisational  Strategy Reputation Strategy

1. Positioning Statement

2. Values

3. Single Organising Idea

Three basic steps



Positioning statement

A statement that 
outlines who and what
an organisation is and 
how it will do things 
unlike anyone else .







A values-lead organisation





2005



How do we know?

We asked people:
“Most organisations could only recall a single service
[of Enterprise Waitakere].” 2005 Business Awareness and Attitude Survey

“I don't think that the citizens of Waitakere City know 
what we do …” 2005 internal staff survey

In order to become a highly visual and highly successful 
EDA, we had to change – from the inside out.



Before staff could engage with the organisation they 
had to understand what we were trying to achieve. 

They then had to buy into that aspiration and finally, 
they needed to believe that they had the tools – and 
the capability, to achieve it.



Step 1

Clarify vision & values
• We defined a market position 

that staff could readily 
associate with.

• Our values became the unique 
and differentiating ‘how to’ for 
the organisation



Positioning statement

A statement that outlines 
who and what an 
organisation is and how it 
will do things unlike 
anyone else .

Step 1. Clarify vision & values



Step 1. Clarify vision & values



We accelerate 

Waitakere’s economy 

when our resourceful 
people apply their 

unique knowledge,

straightforward advice 
and infectious 

commitment to

successfully grow our 
businesses and 

community 

Fresh 
Solutions

Positioning Statement Values SOI

Clever

Articulate

Contagious

Results Driven

Step 1. Clarify vision & values





Fresh 
Solutions

Culture

Design

Products & 
services

Behaviour

Communications

Markets & 
customers



Step 2

Develop a values-driven culture
i. Being clever and articulate meant working together. 

We: 
i. Introduced the concept of the high-performing team
ii. Made staff CEOs of their own portfolios 

iii. Involved staff in organisational decision-making

ii. WE values became the yardsticks by which to 
measure ideas: 
i. Is that clever? articulate? contagious? will that drive results? 
ii. Is that a Fresh Solution?



“I’m given the freedom to grow in the job and to 
explore my abilities.”

Employee comment, unlimited/JRA Best Places to Work Survey 2008

Step 2. Develop a values-driven culture



Step 3

i. Work on culture and environment 
in tandem. Witness a catalytic 
effect. 

ii. We invested in:
i. IT upgrade 

ii. customised CRM System 

iii. Improved HR policies

iv.New office space

Provide an environment in which to thrive



Step 4

Change your look, change your language
i. Your ‘logo’ is the icing on the cake 
ii. Reflects the transformation within
iii. Language:

i. professional services organisation NOT government agency 
ii. meet customer demand DON’T deliver ‘out of the box’

products
iii. collaborators-not-competitors



Results 

2118

1522

801

1993

2008

1665% +1868120Business Club 
membership

402% +649303Business Client 
Service  activity

464%+297142BIZ enquiries

849% +897210
Business event  
attendance

% change20072006Service delivery (pax)



“WE are truly a team here and everyone has a valued  
part to play.”

“I accepted the role here because of the organisation, 
not the job. I wanted to be part of the excitement and its 
future.”

“What a fabulous setup you have – but even more 
important is the vibe that you have all created.”

Unsolicited customer email, 2007



To summarise

• Be clear about who you are and what you do unlike
anybody else

• Brand = promise = reputation
• Build your reputation from the inside out
• Consistency is key
• Engage your team
• Live by your values




