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TUHF Brand Internalisation
Creating a powerful brand from the inside out
Edited version

IABC 2017 International Gold Quill 
Excellence Winner in the category of 
Communication Management

CEB 2016 Finalist in the  
Category of Creating a Valuable 
Corporate Narrative
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Case Study Snapshot

Truly powerful brands are built from the inside out - by ensuring that your employees know who you are, what you’re all about and, most importantly, they’re committed to making your 
brand promise and brand reality.

Case Study Snapshot

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.

‘We’re updating our brand. How do we align the understanding, beliefs and actions of our employees with the new brand? 

The Client Needed

Strategic Approach

As people, we’re motivated more by how we feel than by what we think. We used this neuromarketing principle as the key insight from which to build our strategy. 

To create a deep understanding of the brand and align employee behaviour with the brand promise, we followed a four-phase strategy.
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Logical Truth Brand Internalisation Process
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Create context through the exploration and 
unpacking of the business strategy, brand 
strategy, competitor landscape, customer 
typologies and customer journey – both  
internal and external.

Develop a fit-for-purpose system to monitor and 
measure alignment to the brand experience - 
both internally and externally. 

This provides ongoing steering to correct 
misalignment or refine the brand model.

Working with employees to agree on the 
behaviours that support the customer 
experience.

Apply the brand behaviours to both the 
customer and employee journey, with a focus on 
moments-of-truth.

These key touch points must be encoded into 
business systems and processes.

The Big Idea
Our starting point was the brand positioning: Seeing what others don’t.

Working with the brand positioning we developed the creative concept – using visual storytelling to capture the meaning of ‘Seeing what others don’t’.

By asking employees to go out and capture photographs that tell the story of what TUHF does, we could create a storybook that depicts what it means to ‘see what others don’t’.

Conceptualise and implement an anchoring 
experience that communicates the brand 
qualities, attributes and brand experience.

Logical Truth 
brand internalisation

process
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Rollout

Our first touch point was a one-day workshop. We kicked off with an overview of the business strategy, then took everyone through a 
beginner’s introduction to brands and branding – with a strong focus on the brand experience and the critical role employees play in 
delivering the brand experience. 

Explore 1/3
Experience
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Logical Truth 
brand internalisation

process
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1. ALCO

2. Financial structures – looking to appeal  
 to a broader base of investors.

3. Cash management – getting the balance  
 right between what we’re borrowing and  
 what we’re lending to optimize profitability.

1. Find the right people with the right skills to  
 maintain our high service levels. 

2. Improve our current systems and  
 procedures – including IT.

1. Expand our regional footprint.

2. Growth of a quality loan book (financed  
 through efficient capitalization and funding  
 structures) while maximizing economies 
 of scale.

1. National expansion  
 (near node and satellite offices).

2. Training and mentoring programme.

3. Client interface  
 (how we think and conduct ourselves).

TREASURY

Find new ways of securing debt capital. 

OPERATIONAL EFFICIENCY

Put the client first by providing quick,  
slick and agile service delivery.

COMMERCIAL GROWTH

Enhance shareholder value by increasing  
our profitability and optimizing liquidity.

CUSTOMER BANDWIDTH

We need to re-shape our portfolio of clients  
to focus on growing the ‘middle’ segment.

TUHF

STRAT
MAP

• Completed series 1 of the domestic  
 medium-term note programme to the value  
 of R350 million

• Interest rates no higher than 1% above  
 industry players

• Improved structured financial instruments  
 to capitalize on volume and price

• Arrears below .5% of loan book

• Secured R450 million in funding

• NIM of 3.25% on debt after loss provisions

• DSCR of 1.1X

• ROE of 16%

H
O
W
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• Roll-out of LCMS phase II

• Review of systems and  
 workflow management

• Integrating cross-departmental processes

• Multiplying processes on a national,  
 rather than a centralised point

• Reduce timelines to be competitive  
 with industry standards

• Create cross-functional collaboration to  
 increase efficiency

• Impaired capital ratio not exceeding 10%

• Arrears not exceeding .5% of total  
 loan book

Loans made up of:

• 40% starter entrepreneurs

• 40% emerging entrepreneurs

• 20% established entrepreneurs

• Onboarding of 30 new clients

• Successful training and mentoring  
 programme up and running

TO SUPPORT US IN ACHIEVING OUR STRATEGIC PRIORITIES WE’VE DEVELOPED A UNIQUE BRAND POSITIONING, A BOLD NEW LOOK AND FEEL AND A ROBUST 
STRATEGICALLY DRIVEN MARKETING PLAN THAT DELIVERS:

• A brand position and creative identity that is unique, aspirational and an accurate reflection of TUHF
• Roll-out of our new brand identity across key touch points
• Brand clarity and consistency in the minds of all stakeholders
• Unique Client Value Propositions
• Increased loyalty and value perception amongst stakeholders

“Our purpose is to build communities, 
grow entrepreneurs and develop 
the economy by creating property 
markets in areas that require 
regeneration.”

MACRO TRENDS:
•  Human-to-human
• Conscious capitalism
• Incubating entrepreneurship 
• The future remains urban

INDUSTRY TRENDS:
• Maturing Inner City Market
• Bridging the ‘Gap’ Market
• Rising demand for JSE Housing Funds
• Increasing instability of public services

• R600 million in approvals

• R450 million disbursements target

• A pipeline of at least R250 million  
 at all times

• Maintain cost to income ration of 55%

• Establish Cape Town and Bloem branches

• Ensure profitability of all branches

Essentially we borrow from funders to lend to clients. We 
raise capital through funders, who we pay interest to. 

We then use that capital to provide loans to our clients 
and we charge interest on those loans. 

The interest we earn – (the interest we pay + our 
operational costs + bad debt) = profit.

The balancing act comes between loaning enough (debt 
capital) and giving enough good quality loans away. 

HOW WE  
MAKE MONEY?

TRENDS INFLUENCING 
OUR BUSINESS

“Our long-term goal for 2015/2016 is: 
R5 billion loan book servicing every 
major city in South Africa”

WHO WE SERVICE – WHO 
OUR CUSTOMERS ARE?

Starter

This hands-on entrepreneur is looking to start investing 
in property to change their own fortune and that of 
their family. 

Portfolio Size: Building in value of under R10m 
 - semi detached
Value of Loan:  R0 – R5m

Emerging Entrepreneur 

Having cut their teeth on one or two properties this 
entrepreneur has some experience under their belt and 
is looking to us for the guidance and support they need 
to expand their portfolio. 

Portfolio Size:  R10m to R45m such as Four-plexes
Value of Loan:  R5m – R30m

Established

This experienced investor understands current affairs, 
the property market and the options available to them. 
What they need from us is quick turnaround times, 
reduced interest rates and information on the latest 
innovations. 

Portfolio Size:  R45m+
Value of Loan:  R30m+

2015/16

TUHF business infographic strat map

Introduction to brands and branding
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Employees were then split into groups and introduced to their walking guide. Bheki Dube and the team from Curiocity took the groups on different walking tours of inner city Jozi. 
This was designed to get employees ‘back on the streets’ – exploring the areas they help regenerate.

Explore 2/3

Walking tour of inner city Jozi



pg. 6

Walking tour of inner city Jozi
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A TUHF Perspective - Assignment Brief        15

We’ve condensed hundreds of years of photographic knowledge into a few 
really useful tips. Spend just a few minute reading through them and you’ll  
take better pictures – guaranteed.

“It is the mind behind the camera that makes a photograph”
– Johnny Stiletto

Photography 101

Introduction

We’ve put together a few ideas to help you take the best photos.
They probably won’t turn you into Mario Testino but they will give you
the tools to transform a good photo into a great photo.

Composition is the key to an interesting photograph. The great thing is: 
whether you have an expensive top-of-the-range camera or a point and 
shoot disposable, you can use a few simple rules of composition to turn 
otherwise boring photographs into eye catching ones. 

Simply put, composition involves creating an image to show the subject in 
the most effective way. Despite all the jargon, photography is essentially
an art form. 

So, go out there and show us what you see, that others don’t.

A SHARP SHOOTERS
GUIDE TO TAKING
BETTER PHOTOS

16        A TUHF Perspective - Assignment Brief

TIP NO.1
What is a subject?

Before you push the button on your camera you need to identify and define exactly 
what your subject is. 

Seems obvious. 

But simply saying "an animal" or "that mountain" is not enough detail. In the case of  
the animal ask yourself what personality characteristics you want to capture. Do you 
want to show the animal’s power or their nurturing side? You need to ask yourself how 
important the animal’s context is. In other words can you crop the photograph very 
tightly – or do you need background information to define who your subject is? In the 
case of the mountain, you need to ask yourself what part of the mountain you want to 
emphasis. Are you emphasizing the craggy edges or its incredible height?

Then we briefed our employees on their assignment – to get back to the streets and capture images that show us their perspective of what ‘seeing what others 
don’t’ means.

To round off the day we presented each employee with their own camera, flash card and assignment guide – including photographic tips and tools.

Explore 3/3
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A TUHF Perspective - Assignment Brief        17

TIP NO.2
See Photographically

We have to learn how the camera sees because a photograph does not reproduce a 
scene the same way a human eye does. 

The camera records only part of the larger scene, reducing it to 2 dimensions, framing it 
and stopping a moment in time. 

When we look at a scene we select important elements and ignore the rest. The camera 
sees all the details. Elements we haven’t noticed can suddenly become dominant when 
seen in print… like a pole coming out of someone’s head!

18        A TUHF Perspective - Assignment Brief

TIP NO.3
Rule of Thirds

The most famous theory of composition is known as the Rule Of Thirds, which has been 
used since the time of the ancient Greeks. Painters developed a system that divides the 
frame into thirds horizontally and vertically.

The horizontal and vertical lines give four points of intersection. If you place your subject 
on the lines and points, the image will appear well composed. 

> It’s very important, however, to realize that there are
    always exceptions to this rule. 
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A TUHF Perspective - Assignment Brief        25

TIP NO.10
Patterns and lines

Look for patterns and lines in images. 

Repetition of similar elements can create interesting patterns. If you then break the 
pattern with another element, such as a figure, the eye will be immediately drawn to it. 

Finding patterns are very much a question of being aware. There are 2 types   
of patterns: transient patterns that exist only at a certain moment or from a particular 
viewpoint (such as a flock of flying birds), and static patterns that are man-made or 
created by nature (such as the bark of a tree).

> Patterns are usually busy and you should take care that the subject is a simple  
    one, and not lost in the pattern.

26        A TUHF Perspective - Assignment Brief

TIP NO.11
Moving subjects

If you are shooting a moving subject, such as a car or a person running make sure there 
is space for them to move into. In other words make sure they are not moving right out 
of your frame.  In a horizontal image, a runner in the lower left corner allows your eye to 
follow the movement into the frame, like it would follow a map. 
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Experience 1/3

Then they hit the streets. And they hit them hard.

Going out in pairs they spent time in the areas in which TUHF operates, taking images that show their unique perspective of the positioning 
statement.
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TUHF employees completing their assignment
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TUHF employees completing their assignment
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Employees then submitted their images. We were blown away by what we received back - we asked each person to submit a minimum of 50 images – some of them gave us  
over 600. We took the over 6 000 images we received back and curated them in a set of 60 images.

Together, this set of images and written explanations formed a collective interpretation of the positioning – contributed to by every single employee.

Experience 2/3
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‘Every city has its own personality... and that’s the beauty of it all.’ - H. Thindisa.

TUHF employee photo
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‘Seeing without judgement towards other people and circumstances...’ - J. Armer.

TUHF employee photo
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‘...affording quality living, education and safe access to our city’ - J. Salamon.

TUHF employee photo
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‘The ability to view the world from a different perspective. To never touch the ground and to soar skies for inner cities of South Africa’ - L. Jiyane.

TUHF employee photo
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‘Being close to real life issues, paying attention to little details and appreciating the value of respect and diversity.’ - M. Moshilo.

TUHF employee photo
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‘I saw how beautiful Johannesburg is.’ - L. Lembethe.

TUHF employee photo
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‘You see a city, we see the people. You see the architecture, we see creativity. You see people, we see potential.’ - T. Nakedi.

TUHF employee photo



pg. 21

‘You see a city, we see the people. You see the architecture, we see creativity. You see people, we see potential.’ - T. Nakedi.

TUHF employee photo
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‘You see a city, we see the people. You see the architecture, we see creativity. You see people, we see potential.’ - T. Nakedi.

TUHF employee photo
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‘...courageous and discerning decision making, creating a better life for our clients...’ - B. Mquibi.

TUHF employee photo
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‘...great potential...’ - L. Netshifefe.

TUHF employee photo
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Three weeks later, employees joined us for a two-day conference. 

On the first morning employees were invited to walk around the exhibition and view the images taken by their colleagues – and to understand the different views, interpretations and 
perspectives of the brand.

Experience 3/3
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TUHF photography exhibition
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TUHF photography exhibition
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Following this, we hosted a Conversation Café where employees had the opportunity to move between tables, each one hosted by an 
employee facilitator, and answer questions about what behaviours supported the brand positioning and brand values.

Encode 1/2
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TUHF Conversation Café
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TUHF Conversation Café

The behaviours were clustered into a set of clear, objective brand behaviours.
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Then we packed everyone into a bus for a journey to a mystery location…Rand Central Airport for a helicopter flip over Jozi. On the return journey, we flew over a field on which we’d 
laid out a soccer field size logo – our way of revealing the new brand logo and demonstrating what it really means to see what others don’t.

Helicopter flip over Jozi and logo reveal
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Following the conference, we facilitated two workshops – one unpacking the customer journey and the other unpacking the employee journey. We then plotted the chosen behaviours 
into these two journeys to ensure that the brand promise was fulfilled through the brand experience.

Encode 2/2
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Evaluate 1/2
To ensure that the brand and brand behaviours are always top of mind, we do a monthly temperature stick to see where the business is at. 

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

For the bottom three we ask ‘how do we fix this?’.
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Lastly, the images taken by employees have become the image library for the business - used in presentations, annual reports and marketing elements. A constant reminder of the 
brand and how we need to behave to ensure that the brand promise is the brand reality.

Evaluate 2/2

22

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

Have self-discipline.  
Hold yourself to a higher 
standard. Be accountable. 

Do it because it needs 
to be done, not because 
you’ve been asked.

Have the grit to ask the 
difficult questions, have 
the difficult conversations, 
say the things that need 
to be said.

Get it done – 
whatever it takes. 

1

2

3

4

GRIT

23

How We Do Things 
Around Here
Guidelines of what to say and do in almost every situation
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26

A healthy disregard for limitation.

GROUND
BREAKERS

27

The truth of a brand – the reality of what it means to its 
customers, employees and partners is not what is promised in 
its adverts, its branding or its marketing material. 

The truth of a brand is in how it makes us feel and that feeling 
is not the result of what they say but of what they do.

Do more, do better, do something exceptional.

1

2

3

28

HUMAN

Authentic, enduring relationships

Proximity to people – talk to 
them, understand them, see the 
world from their perspective.

We’re invested in the person, 
not the deal.

We try to understand what the 
human needs are behind the 
request or action. It’s this need 
that determines why we do 
what we do.

1.

2.

3.

CONNECTIONS

29

24

THE
ENQUIRING
MIND
Looking beneath the surface to see what’s real.

We constantly ask ‘is there 
a better way?’ rather than 
finding comfort in the ‘way 
we’ve always done things’.

We come to the table with 
an answer, a solution and an 
open mind.

We know our industry, we’re 
experts in what we do – we 
understand the markets, the 
communities, and the trends. 

Read, research, learn, digest, 
and share.

Ask more questions, be 
thorough in 
our understanding.

1

2

3

4

5

25
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Impact

1. In the eight months following this process, TUHF had a record breaking year:

 114% of Disbursements targets achieved

 33% of Approvals target achieved

2. Through this process we got employees ‘back to the streets’ – reconnecting with the end client and understanding the environments they operate in and the impact they have.

3. We created cross-functional collaboration and deepened the positive interaction between interdependent teams.

4. We ingrained a deep understanding of brands and branding, the idea of a brand experience and, most importantly, the TUHF brand.

5. We exposed employees to the business strategy and provided an opportunity to question and explore the strategy with senior executives.

6. We unpacked the brand experience into the entire customer and employee experience ensuring a brand experience that is aligned with the brand promise.PROMISE 
EXPERIENCE

BRAND
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They Said What?

‘The process was detailed and thought provoking, the impact was uplifting - some of the video and writing still makes me swallow hard.  
Staff took it all in, especially on the workshop and mid-term review days.’
- Sarah Webb, Mortgage Manager.

‘What a strategically sound and brilliantly executed solution! This initiative had the whole company captured around our new brand from the values 
revision, right up to the helicopter ride and the business integration. For the first time in my life at TUHF we had different teams engaging with each 
other on real issues that face our business and the outcomes we are still carrying today.’ 
- Tina Bodill, Marketing & Communication Manager.


