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

Our capabilities
give you an integrated
omnichannel to ignite your
brand's possibilities

PUBLIC RELATIONS

Building a brand takes time and public relations
plays a vital role in its growth. We go beyond mere
media coverage — our team creates compelling

brand narratives told by you that resonate with your
target audience, influencing markets and capturing

hearts and minds.

INTERNAL BRAND/CULTURE

At Morris Hoeft Group, we know that when your employees live
and breathe your brand, success follows. Whether it's internal
branding, cultivating a vibrant culture, fostering values-driven
environments, championing DEIB (Diversity, Equity, Inclusion,
and Belonging), or developing exceptional leaders, we partner
with the best HR experts to help you achieve your goals.



Creating an organization is
about creating culture.
The numbers tell you how

successful you were at
creating culture.
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Companies with strong
cultures saw a 4x increase in
revenue growth compared to

companies with weaker
cultures.

- Harvard Business Review, 2021
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77% of adults would consider
a company’s culture before

applying for a job.

- Glassdoor, 2023
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“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
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But how do you build community

inside an organization?
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CULTURE










CULTURE

Artifacts Values

 Things you can see and feel ¢ Attitudes that drive artifacts
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“Values should move your
culture from abstraction to

action.”

- Erin Meyer | Harvard Business Review, 2024
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VALUES

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
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VALUES

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

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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VALUES

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

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
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CULTURE

Artifacts Values

 Things you can see and feel ¢ Attitudes that drive artifacts
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1. CREATION STORY

»® FARM CREDIT
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1. CREATION STORY
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Federal Money for
FARMERS

How It Mayv Be Obtained and For
What Purposes It May Be Used

Who Is Eligible?

g g 8 o el e e Ly D Lre

Wlox Con Soreon

Fr vt L i, B (%
ol b v rreied 5 g ] T by e, bk
Barr. v iy i 14 4 A e e s
el i

How to Obtain Loan

Lyl Masdis won lormaud. b sl Froimes) Lassd Bask
meck mmy T bk by e s Berrriary Trosssre s the
Farm Loms Asmsrmciont,  Fie bt ot e el mol atnd Bl

Amount

Houw [t May Be Used

Wre arg veady rosabs your applicaren.

Monroe Farm Loan Association

N R St

i Bbind ik, e
e g e U b i i W
- i
ST A T L PR AN R [ AN & T EST RN Crn
£ B Cablusd, Mataps

T FEE LA TR

CEWEAT MTON COWE LS WS ST LYY
TS =— — — — |

M MORRIS HOEFT GROUP



2. CREED
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2 CRE E D All communities have core principles. Determining what you

believe in is one of your most important challenges.
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EXECUTIVE BRIEF:

THE

UNBANKING

Instability is the “new normal.”

b’

Big Banking has multiple pain points.  muoass

SSSSSSSSSS

Social change is creating financial gaps.
Users need education and new tools.
Where is the ‘American Dream growth engine?
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2. CREED

The most socially
responsible bank in the
world.
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2. CREED

Social Engine for Good.
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2. CREED

We are
wealth builders for all.
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2. CREED

We do good everyday.

M MORRIS HOEFT GROUP



2. CREED

Support rural
communities and
agriculture with

reliable, consistent
credit and financial
services, today and
tomorrow.
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3. ICONS

lcons are quick concentrations of
meaning that signal whether we
should approach or avoid your brand
community — as a prospective
employee or customer.
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. ICONS
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. ICONS

e Bod




3. ICONS
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3. ICONS

Ranked best bank in the world for positive
overall social & environmental impact.




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.
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4. RITUALS

Other words for ritual are

1) ((

“process,” “methodology,” “habits,”
“the way we do things here.”

M MORRIS HOEFT GROUP



4. RITUALS

Other words for ritual are

1) ((

“process,” “methodology,” “habits,”
“the way we do things here.”

“It creates a shared identity.”

- Paolo Guenzi| Harvard Business Review
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4. RITUALS

“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
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4. RITUALS

Team volunteering

Performance Reviews

Quarterly State of the
Company

Team meetings

Team celebrations

ldea Farm
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4. RITUALS

“Juice is our new orking and living that

collaboration and

enhance creativity,
1ate

ivate our teams — 8.giving everyone the

to enable and
ind, body and souPhealthy and

ingredients the
strong.” - Brian Offutt, C

Starting in 2022, there are three ways for emp
1.0ne month of working remote Om anywhere.

2.Two extra Weeks_ﬂoﬂf with 2 $2 000 USBtivenc
3'TWO mon P
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4. RITUALS

You're a wealth builder O ' - . 0 N E VQ I C E
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4. RITUALS




4. RITUALS




4. RITUALS

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




4. RITUALS

McKinsey
& Company

Microsoft
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4. RITUAL SCRAMBLE

A. Super fun work environment and | adore my coworkers.

—— B. Exceptional at communicating to its employees and listening to feedback

C. "l feel cared about every single day.”

. People are very smart, motivated and put HUGE emphasis on work/life balance

E. Upped their game on diversity and inclusion.

me e

Microsoft

F. Work/life balance, teamwork, great culture, flexibility to pursue my intellectual goal

§



4. RITUAL KEY

Upped their game on diversity and inclusion.

(L] i'I':!:

“| feel cared about every single day.”

People are very smart, motivated and put HUGE emphasis on work/life balance

Exceptional at communicating to its employees and listening to feedback

Work/life balance, teamwork, great culture, flexibility to pursue my intellectual goal.

me e

Microsoft

super fun work environment and | adore my coworkers.

j



4. RITUAL KEY

Upped their game ol diversity and inclusion.

wiral ‘| feqll cared about eyery single day.”

People arelvery smart, motivated and put HUGE emphasi€ on work/life balance

Exceptional at communicating o its employees anil listening to feedback

Work/life balance, teamwork, great culture, flexibility to pursu&my intellectual goal.

Microsoft

=D

super fun work environmentiafd | adore my coworkers.



Which of these attributes

are in your organization?
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Which of these attributes
do you wish applied

to your organization?




4. RITUALS

Exercise: Write your own review. S
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PR @S e

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

Pay It Forward
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5. LEXICONS

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




6. NON-BELIEVERS

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

fo\ @

American
Bankers
Associatione
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6. NON-BELIEVERS
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/. LEADER

All brand communities were started by someone who set out
against all odds to recreate the world according to their own POV.
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/. LEADER
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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.




CULTURE

Artifacts Values

 Things you can see and feel ¢ Attitudes that drive artifacts
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SIZE OF EFFORT

E M PLOYE E EXPE RI E NC E This map documents an overarching employee journey,
o ®@®

identifying key touchpoints in the employee experience where

J O U R N EY MAP there are opportunities to activate the company culture

DAY-TO-DAY COMMUNICATIONS, GROWTH, PERFORMANCE
RECRUITMENT ONBOARDING SERVICE EVENTS & CUES & RECOGNITION OFFBOARDING
HIGH
Propel Team
CULTURAL & Chlture
IMPRESSION Initiatives
General O Leadership . Charitable ‘ Ergg(lggfiv?;rd
Orientation Orientation . Annual Giving
All-Hands Week, . .
’ ‘ Annual  Meeting  Pay It . 1:1 Meetings
Employee Forward &
Survey Volunteer
Quarterly Events
o =iii wraons
Performance Collaborations Exit
Team Reviews Interview
. Meetings
Recruiter
Interview ‘
Process Sffter & w .
ntry Customer age PR
Paperwork Service Compliance Increase / - /DR
. iy Promotion , Plan
Career Individual Interactions Communications Training " L
Page/Job Role From Leadership Resignation , .
Posting Orientation Process 7 Alumni
& Training ' . ‘
Mentorship Termination
Cross-Team . Process
Service
Interactions Performance
. Improvement
c i Plans
ompliance
LOow Training
CULTURAL
IMPRESSION
Establish consistent Build a standard Build an HR Identify and explain NEE communication channels Ensure equity in employee awards Create an alumni group
recruiting materials three-day new employee department Brand . L . ) . ) .
throughout recruiting experience Establish attendance guidelines for various meetings Tie values to performance goals Alumni volunteering or
process that reflect Communicate HR roles N 5 L . impact days
culture and values. Establi_sh periodic and responsibilities Set expectations for employees Equity with 1:1 meetings
check-ins the first year Provide opportunity for all employees to Propel

Develop employer
PAIN POINTS value proposition Establish guidelines for hoteling, personal signage, noise



How can you make your
brand the best experience of

your team member’s day?
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Build an advocacy engine that
helps you create more
authentic advocates,
Influencers, and employees
who actively support and
champion your brand.



Build A Village.

Gl




If Farm Credit was a village, what would it
look like, be like, feel like, smell like?

* |f | 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”?
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