
Firms vie to be distinctive. This challenge is 
particularly faced by professional service firms: 
how to create and sustain such a position in a 
competitive environment which is, arguably, largely 
undifferentiated. Sectors around the world face the 
same issue, with groups of competing companies 
continually striving to find ways to stand out from 
their immediate rivals. In commoditised markets, 
price is most likely to be the differentiator. At the 
other end of the spectrum, in certain luxury markets, 
projected lifestyle is key. 

In professional services, people are the differentiator. 
It’s a truism, which is why it presents a challenge: 
every business in the field will, to a greater or lesser 
degree, hold the same position. Companies will be 
broadly expressing the same sentiments about their 
people, using very similar or even identical language. 
All professional services sectors businesses habitually 
‘fish in the same pool’ for their talent, with individuals 
moving their skills, experience and personality  
between competitors. 

Unique employer brand 
People are central in developing and delivering the 
brand promise, in professional services, creating 
differentiation depends on much more. To establish 
a unique employer brand and proposition – both to 
attract new talent and to retain existing employees  
– a number of key elements lie firmly at the heart of  
the process:

• The need to tell a simple and compelling story that 
different people can relate to, and are prepared to 
buy in to and commit to – one that is consistent and 
recognisable across the whole range of touch points.

• Having an understanding that ‘the Whole 
Experience’ from the very earliest point of contact 
is crucial. Professional services tend not to have 
shiny products that can be driven away in or hung 
on the arm. So how they do what they do and 
how they make people feel is fundamental to their 
success. It’s a mixture of the tangible – the people, 
the work environment, the terms and conditions, 
for example, and the intangibles – the culture of 
an organisation, the atmosphere it creates, how 
‘cool’, or otherwise, it is and the emotions it evokes. 
The intangibles are hard to nail down and describe 
but they are vital to the successful delivery of the 
employer brand.

• Employer branding is the twin of product and 
service branding. It works on the same principles, 
with the same ultimate objective of moving people 
along the brand spectrum from awareness through 
appreciation to advocacy. It’s about achieving the  
‘X’ factor.
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• Achieving and maintaining a non-existent  
‘say-do’ gap. Many organisations say great things 
about themselves – and mean them – but struggle  
to deliver them for one reason or another, especially  
if things start to go wrong. No professional services 
organisation can afford to have its unwritten 
‘compact’ of employment with its employees eroded. 
It’s difficult to achieve, but immensely powerful.  
It requires leadership from the very top of  
the organisation.

• Alignment, integration and commitment across 
the different teams, from finance to HR, from 
marketing to front-line service delivery and product 
development, embracing the different strategies  
for the business and its systems and processes.  
Each element plays its part in the experience. 
Essentially, the employer brand is not just  
a branding issue; it’s a structural issue.  
It requires collaboration, vigilance and  
discipline –companywide, over the long term.

Strong foundations 
In practical delivery terms, to help create the 
foundations of a sustainably robust employer brand, 
there are a number of core focal points for any brand 
development team: 

• Generate a detailed understanding of who it is you 
are targeting, what they stand for and what they 
believe in. Employees, potential and existing, are not 
a homogeneous mass. Segment them, understand 
their needs and make the employer brand unique.

• Achieve a comprehensive understanding of 
precisely who the competitors are and how 
they are presenting themselves in their market 
places. There is always a danger that one can 
spend too much time looking over one’s shoulder 
at competitors and not enough time on defining 
and projecting what you are. However, many 
organisations don’t always understand who they 
are competing against in the war for talent.

• Deliver a set of continually evolving and integrated 
out-reach tools and approaches which all spark off 
one another (IBM does this brilliantly). Most of these 
are unlikely to be unique but how you make them 
yours; how you exploit them; how you use them to 
respond to people’s needs and desires can be.

• Design and build a strong monitoring and 
measurement regime. With budgets tight and 
with many different external out-reach approaches 
available it’s important to measure effectiveness.

KAM competencies defined
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Competing for the right talent is becoming increasingly 
strategic and is a business risk, to be properly 
assessed, managed and mitigated. Top companies 
recognise the need to work with their employees – 
past, current and future – to secure their on-going 
viability. The world’s top talent has more choice today 
than ever before and in the world of professional 
services, attracting them into the fold can make the 
difference between business edge and trailing edge. 

Naviga brand insight 
You can always contact us on +44(0)203 651 0206  
or email info@naviga.uk.com 

We help companies reinvent their business 
relationships and brand experience to drive growth 
and profitability.
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