
Farm Credit Foundations: 
Growing your Internal Brand 
in a Splintered Environment









Growing a brand—whether 
for customers or employees—
is tough in a world flooded 
with constant media.


Create videos with https://clipchamp.com/en/video-editor - free online video editor, video compressor, video converter.













Creating an organization is 
about creating culture. 

The numbers tell you how 
successful you were at 

creating culture.



Companies with strong 
cultures saw a 4x increase in 
revenue growth compared to 

companies with weaker 
cultures.

- Harvard Business Review, 2021



77% of adults would consider 
a company’s culture before 

applying for a job.

- Glassdoor, 2023



“If a company can transition from 
simply delivering a product to 

building a community, they can 
unlock extraordinary competitive 
advantages and create a superior 

business model.”
- Harvard Business Review, 2020



But how do you build community 
inside an organization?



CULTURE








ValuesArtifacts 
• Things you can see and feel
 

• Attitudes that drive artifacts
 

CULTURE



“Values should move your 
culture from abstraction to 

action.”

- Erin Meyer | Harvard Business Review, 2024



Abstract 
• It’s simple. We care. How we 

work is just as important as 
the work we do.

• We help and respect each 
other.

• We value integrity.
• People are at the center of 

everything we do.

 

Action

VALUES



• Regularly share unfinished 
work.

• No brilliant jerks; the cost to 
teamwork is just too high.

• Debate then commit.
• Use business to protect 

nature.  
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• Regularly share unfinished work. 
PIXAR

• No brilliant jerks; the cost to 
teamwork is just too high. Netflix

• Debate then commit. Gusto
• Use business to protect nature. 

Patagonia 

Abstract 
• It’s simple. We care. How we 

work is just as important as 
the work we do.

• We help and respect each 
other.

• We value integrity.
• People are at the center of 

everything we do.

 

Action

VALUES



ValuesArtifacts 
• Things you can see and feel
 

• Attitudes that drive artifacts
 

CULTURE





1. CREATION STORY



1. CREATION STORY



1. CREATION STORY



2. CREED



2. CREED All communities have core principles. Determining what you 
believe in is one of your most important challenges.



EXECUTIVE BRIEF:
• Instability is the “new normal.”
• Big Banking has multiple pain points.
• Social change is creating financial gaps.
• Users need education and new tools.
• Where is the ‘American Dream growth engine?



The most socially 
responsible bank in the 

world.

2. CREED



Social Engine for Good.

2. CREED



We are 
wealth builders for all.

2. CREED



We do good everyday.

2. CREED



Support rural 
communities and 
agriculture with 
reliable, consistent 
credit and financial 
services, today and 
tomorrow.

2. CREED



Icons are quick concentrations of 
meaning that signal whether we 

should approach or avoid your brand 
community – as a prospective 

employee or customer.

3. ICONS



3. ICONS
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4. RITUALS

Rituals are our beliefs in motion.  
Rituals can be positive or negative. 
Community vitality comes from the 

buzz of repeated positive interactions.



4. RITUALS

Other words for ritual are 
“process,” “methodology,” “habits,” 

“the way we do things here.”



“It creates a shared identity.”
- Paolo Guenzi| Harvard Business Review

4. RITUALS

Other words for ritual are 
“process,” “methodology,” “habits,” 

“the way we do things here.”



“Rituals are what make us us. What we do that 
you can count on. What matters to us. Rituals are 
almost always episodic, though, in that they’re 
triggered by something else—a milestone, for 
example.”

- Bill Schaninger of McKinsey, January 2023

4. RITUALS



Performance Reviews

Quarterly State of the 
Company

Team meetings

Team volunteering

Team celebrations

Idea Farm

4. RITUALS



“Juice is our new way of working and living that will enhance creativity, 
collaboration and ultimately, the work we deliver for our clients. With 
the right blend of in-office and remote work and enhanced resources 
to enable and motivate our teams – we’re giving everyone the 
ingredients they need to keep mind, body and soul healthy and 
strong.” – Brian Offutt, Chief Workforce Innovation & Operations Officer, Weber Shandwick

Starting in 2022, there are three ways for employees to YOLO:

1.One month of working remotely from anywhere.
2.Two extra weeks off with a $2,000 USD stipend. 
3.Two months of paid leave with a $5,000 USD stipend.  

4. RITUALS



4. RITUALS








4. RITUALS



4. RITUALS



4. RITUALS



What  are our rituals of engagement?
What should be our rituals of engagement?

4. RITUALS



4. RITUALS



4. RITUAL SCRAMBLE



4. RITUAL KEY



4. RITUAL KEY



Which of these attributes
are in your organization?



Which of these attributes
do you wish applied

to your organization?



4. RITUALS



4. RITUALS



All belief systems have their own set of words that 
identify those who belong to that community.

Pay It ForwardConnections

Yorkies
YBF

Juice
GeniusesHD Family

Peer Forum North4Good

5. LEXICONS



When a new employee walks through 
the door, they won’t know the language.

5. LEXICONS



For every culture there is a counter-culture. 
For every insider there is an outsider. 

6. NON-BELIEVERS



6. NON-BELIEVERS



6. NON-BELIEVERS



7. LEADER



7. LEADER



Tying it together.



Community drivers:
CREATION STORY: Sense that you are embraced as a member of a long and noble tradition.

CREED: We share the same beliefs.  There’s a reason why we belong. (Why we come to work every morning.)

ICONS: There are identifies, logos, banners, souvenirs, sights, sounds and smells that identify us and signal to 
outsiders who we are.

RITUALS: We have a way of behavior (or process) that somehow sets us apart and distinguishes us.  “This is how we 
work together.”

LEXICONS: There are names, anecdotes, jokes, songs understood by the members of the community: and is a 
foreign language to those who do not.

NON-BELIEVERS: We know who and what we are not.  And what we never want to be.

LEADER: We have a leader. We all know who they are.



ValuesArtifacts 
• Things you can see and feel
 

• Attitudes that drive artifacts
 

CULTURE





How can you make your 
brand the best experience of 

your team member’s day?



Build an advocacy engine that 
helps you create more 
authentic advocates, 

influencers, and employees 
who actively support and 

champion your brand.



How can you make your 
brand the best experience of 

your team member’s day?



If Farm Credit was a village, what would it 
look like, be like, feel like, smell like? 
• If I asked you to imagine a village called Nike, we imagine running paths, 

people wearing Lycra, etc. 

• We can imagine an environment called Apple: immense white spaces, 
connectivity, open source. 

• What does [our] world look like? Who lives there? What do we wake up to 
each day? What do we celebrate? What defines us? How do people know it’s 
us? What is our “best self”?



Thank you.
becca@morrishoeft.com



This is the end of the deck
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