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CASE STUDY SNAPSHOT

So many businesses have McValues. A set of values that, well, that could belong 
to any business.

How do you create a set of brand values that’s authentic, meaningful and memo-
rable - and most importantly - unique to your business?

This was the question we had to answer in developing a new set of brand values 
for TUHF.



THE CLIENT NEEDED

The Trust for Urban Housing Finance is an organisation that drives inner city growth and 
regeneration by providing financing and support for residential inner city properties.

TUHF had recently updated their brand and wanted a set of values that reflected the 
new brand, resonated with employees and that would take the business through the 
new phase of its growth and development.



STRATEGIC APPROACH

Developing a set of brand values is a careful balancing act – they need to reflect 
where the business currently is while being aspirational and able to go the distance in 
terms of where the business wants to go.

They must be relevant to employees, as well as clients and stakeholders.

Lastly, they must be unique and distinctive – the right fit for this business.

To achieve this, we used the Logical Truth Brand Values Framework and Diagnostic 
Process and implemented the process with a representative sample of employees 
from across the
business to ensure buy-in through participation.

‘Values are like fingerprints. Nobody’s are the same,
but you leave them all over everything that you do.’
Elvis Presley



LOGICAL TRUTH VALUES DEFINING FRAMEWORK
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LOGICAL TRUTH VALUES DEFINING FRAMEWORK

1. Values Generation

We worked with a sample of people from across the business to generate a new set of organisational values.

First we went through blue sky values generation, generating as many ideas as possible.

Then we clustered the values into groups that shared a similar theme or sentiment.



2. Values Testing

Working group-by-group we tested them against the criteria of:

• Relevance
• Uniqueness 
• Longevity
• Brand fit
• Credibility (can we really deliver on this)

3. Values Selection

Then we plotted them on X and Y axes to determine what was meaningful to both clients and the organisation.



4. TUHF BRAND VALUES

When we were finished four values revealed themselves as TUHF values.
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5. Crafting the Values Statements

Finally, we crafted the statements into values unique to TUHF.

Grit.
The tenacity to keep going. And 
going. And going ‘cause we got grit.

The Enquiring Mind.
Looking beneath the surface
to see what’s real.

Human Connections.
Authentic, enduring
relationships.

Ground Breakers.
A healthy disregard
for limitation.

And put them where everyone could see them. We created a Values AV that is used for training, induction and at annual reviews and conferences.



6. From Values to Behaviours

These values were then unpacked into a set of brand behaviours using the Conversation Café methodology. 
This was a full-day event where every employee had the opportunity to move between tables, each one 
hosted by an employee facilitator, and answer questions about what behaviours supported the brand values.
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7. Tracking the Values

To ensure that the values and values based behaviours are always top of mind we do a monthly temperature 
stick to see where the business is at. We ask each employee to complete the same questionnaire on the 
behaviours – and we focus on the top three and bottom three.

 For the top three we say ‘well done, big ups and whoop whoop’.

 For the bottom three we ask ‘how do we fix this?’.

By taking the temperature monthly we ensure that our eye is always on the prize and that we respond with 
agility to quickly resolve areas of concern.

Keeping it to just three ensures a quick and focused solution.

Top Three

Place Question Average Score

1 21. We’re honourable and ethical. We value the relationship and the deal. 3.949

2 16. We know our industry, we’re trend experts in what we do - understand 
the market, the community and the trends. We read, research, learn, digest 
and share.

3.847

3 17. We enable the client with knowledge and information - we skill them to 
become better business owners and entrepreneurs.

3.845

Bottom Three

Place Question Average Score

1 5. We work as an integrated business and not as departments, in silos. 2.254

2 24. We have face-to-face communication rather than e-mail. 2.466

3 1. The industry we operate in is understood by EVERYONE in the business 
(everyone in the business is an industry expert)

2.707



8. Values Communication and Entrenchment

The values and the behaviours that support the values have been translated into the HR process (induction, 
performance, reviews, reward and recognition), supported by employee handbooks, audio visual material and 
environmental branding.



THEY SAID WHAT?

‘The process was detailed and thought provoking, the impact was uplifting.’

Sarah Webb, Mortgage Manager.

‘TUHF values are easier to understand and are easier to put into practice.’

Keabetswe Nkotswe, Portfolio Manager, Gauteng.

‘If we aren’t willing to pay a price for our values then we should ask ourselves whether we truly believe in them at all.’

Barak Obama.



Thank you.


