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What we’ll discuss

• Components of a strong brand
• Defining agile branding
• Action items that you can implement at your firm
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Let’s set the table
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A brand is not a logo, 
an ad campaign 
or a website.

©2020 Right Hat, LLC. All rights reserved. 



external communications + service 
offerings + behavior of its people +
use of technology + professional 
leadership + intellectual leadership
+ social networks + diversity and 
inclusion + community involvement
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Understand your buyer’s needs

Focus on 
expertise

Driven by
logic, then 
emotion
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• Relevant to buyers
• Authentic
• Somewhat aspirational
• Consistently delivered
• Sustainable
• Memorable

A brand position must be:
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What are you 
up against?
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4,000 to10,000
Messages a day

Source: forbes.com
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On average, 
professionals have 
over 200 emails
in their inbox…

Source: hbr.com
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…and receive an 
average 120 new 
emails each day

120

Source: hbr.com
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What is an 
agile brand?
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An agile brand is a 
mindset.
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AdaptivePrincipled Collaborative

Components of an agile brand
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“Creating happiness”

“Empower every person 
and every organization on the 
planet to achieve more”

“Build a better working world”
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Adaptive
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Adaptive
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Adaptive
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Collaboration
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Collaboration
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Collaboration
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Collaboration
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Where do you start?

©2020 Right Hat, LLC. All rights reserved. 



Clarify your purpose 
or guiding principle

Action Item #1
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Consumers are swayed by purpose-driven brands

“There is no doubt about it. Being 
meaningful is good for business! 
A massive 77% of consumers prefer to buy 
from companies that share their values. 
Brand activism will become a crucial part 
of a brand’s strategy.”
—Maria Garrido, Chief Insights Officer, Havas Group and SVP Brand Marketing, Vivendi
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62%
Source: Accenture

Consumers are swayed by purpose-driven brands

of consumers want 
companies to take 
a stand on current 
social issues.
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What about law firms?
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Why Why the organization exists.
Its purpose.

How you are different. 
How you do what you do.How

What a business or an 
organization does.What
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A global law firm that works as part of your 
team. Helping solve your toughest and most 
complex legal issues. Wherever you are.

Let’s shape the future.

Innovative thinkers. Client service leaders. 
Champions of inclusion.
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Defined principle

Reaction time

Resources
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“You don’t need that many people or that much 
time, if you have purpose—it’s been proven time 
and again that purpose-led teams outperform 
those without purpose; and if you get your 
purpose right, it’s amazing how quickly and 
elegantly you can build from there.”

—Rob Booth, general counsel at The Crown Estates
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It matters 2x as 
much to millennials
Millennials do not “silo” their concerns between 
personal and business lives. 

Source: Deloitte
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They’re able to 
“influence up”
Unlike previous generations, studies have shown that 
marketing preferences by this group have influenced 
both GenX and Boomers. 

Source: FutureCast
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There’s no way 
we will get there.
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“Go like hell. As fast as you’re going 
after your innovations; as fast as you’re 
going after your cool next campaign; 
go after purpose and build it into your 
business!”
–Matthew McCarthy, CEO of Ben & Jerry’s
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Assess your 
brand touchpoints

Action Item #2
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Different touchpoints in the buyer journey
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Right now, digital interaction is twice as important
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In-person meetings 
and pitches

Virtual meetings 
and pitches

Changes to your buyer journey

Tradeshows 
and events

Webinars and 
podcasts

In-person 
networking

Social media and 
virtual gatherings
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Audit your brand 
materials

Action Item #3
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Share perspectives.
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But it’s not 
about being 
the brand 
police.
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Brand purpose or guiding principle

Design

ImplementEvaluate

How you should approach changes to your brand

Design

ImplementEvaluate

Design

ImplementEvaluate
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Focus on:
• Improving the brand
• Talking about the obstacles
• Finding new directions
• Being stronger as a team 
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Use research to 
support your 
marketing initiatives

Action Item #4
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• DIY competitor audit
• Google analytics
• Legal Compass 
• SEMRush
• Syndicated research 

Benchmarking Tools
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Tweets about COVID-19 by law firms from March to July
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Sharpen your tools

Action Item #5
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1. Focus on being buyer-centric.



1. Focus on being buyer-centric.



2. Opportunities to segment and customize.
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3. Think in terms of a series.

1

CFO Insights
What it takes to be  
an advantaged acquirer

Last year was one for the M&A record books. As of 
the end of 2015, some $3.8 trillion had been spent on 
mergers and acquisitions—the highest amount ever—
according to data compiled by Bloomberg,1 and while 
M&A may not continue at this record pace, the trend 
seems far from abating. Many companies, in fact, intend 
to continue coupling in 2016 for numerous strategic 
reasons, including expanding in existing markets and scale 
efficiencies, reports the most recent CFO Signals™ survey 
(see sidebar, “Reasons to deal”).2

Still, this type of volume indicates that we may be in a 
“merger wave”—concentrations of accelerating M&A 
activity—possibly the sixth so far in the last century.3 And 
while time will tell if we have crested it or not, this type 
of heated pace can produce mistakes, such as deals that 
don’t achieve the anticipated benefits or fit strategically 
with the acquirer. Moreover, premiums acquirers agree to 
pay over the target’s pre-bid share price tend to escalate 
as competition intensifies. 

Amid such deal exuberance, it may behoove CFOs to not 
only become an acquirer, but to become an advantaged 
acquirer. After all, several factors that have been driving 
M&A for the last few years—low interest rates, accessible 
and inexpensive financing, healthy balance sheets, and an 
economy that’s growing at less than 4%—remain intact.4 

To win in this environment may involve something more: a 
set of detailed action steps that helps companies identify 
strategic deals instead of simply reacting to the spate of 
available deals and auctions. In this issue of CFO Insights, 
we will examine the common mistakes that happen in 
merger waves and outline ways that CFOs can potentially 
avoid them by becoming advantaged acquirers.  

Merger wave challenges
Merger waves happen when deal volumes increase 
dramatically, crest, and then fall. In short, companies 
start making capital investments they were not doing in 
prior periods. The first such period began in the 1920s 
and ended with the Great Depression. Subsequent waves 
happened in the 1960s and in each decade since the 
1980s. While the reasons behind those waves vary, there 
are several mistakes that companies often make in these 
periods.

The first is having an unclear growth strategy or one that 
does not clearly consider the role that M&A will play in 
that growth. In the M&A space, that can push companies 
into being reactors. Unwittingly, they have outsourced 
their growth strategy to the investment bankers and often 
end up reacting to the available deals those intermediaries 
present instead of proactively identifying viable candidates 
through their own strategic process. While this is very 
common in the M&A landscape overall, it tends to be 
magnified during merger waves, as more inexperienced 
acquirers enter the arena and experienced players expand 
their risk profiles.
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CFO Insights
Three ways to strengthen 
the CFO-CIO partnership
With technology playing a larger role in driving company 
value and competitive advantage, it is more important 
than ever that CFOs collaborate closely and effectively with 
CIOs. Yet, in a poll taken during a recent Deloitte webcast, 
“Forging a new CFO-CIO partnership—The rise of the Chief 
Integration Officer,” fewer than one-third of respondents 
said the CIO and CFO at their company share a strong 
partnership characterized by mutual understanding.¹ 

Despite the challenges, CFOs and CIOs can improve 
their ability to align IT investment with strategic growth 
plans and business performance if they strengthen their 
partnership. Moreover, many CFOs and CIOs understand 
the importance of getting this relationship right: for CFOs, 
IT is often one of the largest budget items, and for CIOs, 
22% report to their CFOs.² (See Figure 1.) 

That partnership is particularly important now. In the Q1 
2016 CFO Signals™ survey, many CFOs cited efforts to 
improve strategies for managing IT and for providing better 
data and insight as their top agenda items for 2016.³ 
They also indicated a broad range of tactical efforts to 
implement, upgrade, and consolidate financial systems. In 
this issue of CFO Insights, we’ll discuss three actions critical 
to realizing a stronger CFO-CIO partnership: achieve mutual 
understanding, establish effective communications, and 
identify opportunities to collaborate on delivering value to 
the business.

How to achieve mutual understanding 
CFOs can forge better mutual understanding by looking at 
the many commonalities that exist across the two roles. In 
many organizations, the CIO mandate is similar to that of 
the CFOs—to ensure that the current business operations 
are running efficiently and effectively while helping shape 
the strategy for future growth and stability. To understand 
these commonalities, CFOs can identify how the CIOs can 
collaborate within the “Four Faces” framework associated 
with the CFO’s primary roles:

Catalyst: What investments is IT making or identifying as 
critical for future scaling of the business?

Strategist: How is technology supporting the 
organization’s growth strategy?

Operator: Is IT delivering timely and accurate data that 
supports the delivery of predictable outcomes and insights 
on revenues, costs, market share, profits, and earnings?

Steward: How is IT managing security risks and protecting 
core assets? Is there appropriate governance for technology 
investments?
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CFO Insights
The dangers of being too decisive 

As CFO, you confront multiple decisions every day. 
Some, such as fixing a meeting agenda, may border on 
the pedestrian. Others, like launching a new product, 
pursuing a merger, or filling critical personnel vacancies, 
can have a material impact on your company’s fortunes. 
Compounding the challenge, many CFOs face external or 
self-imposed pressure to quickly reach a conclusion.

And no wonder. We are inundated with breathless 
proclamations about the unprecedented pace of modern 
business and competitive intensity. The implication is that 
by waiting a week (a day, an hour) before choosing a 
course of action, an opportunity might be missed, to the 
perpetual detriment of the fence-sitter. Serious business 
writing touts the importance of “decisiveness” for effective 
leadership.1 Classes profess to make you decisive, for 
both personal and professional gain. And we are told that 
“indecisive” is among the worst epithets that can be levied 
against an executive.2

However, a rich body of research in social psychology and 
behavioral economics suggests that decisiveness is not 
an unequivocal good. Studies on “mindset” reveal that, 
when contemplating an important decision, prematurely 
focusing on execution can exacerbate decision-making 
biases and lead to excessive risk-taking. In this issue of 
CFO Insights, we will discuss the different decision-making 
phases and offer suggestions for mitigating the pitfalls of 
execution-oriented mindsets.

Crossing the mental Rubicon
The theory of action phases, pioneered in the 1980s by 
Peter Gollwitzer and Heinz Heckhausen, suggests that 
individuals move through distinct states of mind leading 
up to and following a decision.3 Each mindset is tuned to 
a specific task, so switching from one to the next changes 
the way people receive, process, and act on information.

During the pre-decision period, individuals adopt a 
deliberative mindset. Here, people focus on adjudicating 
potential goals. They weigh information about the 
likelihood and value of different outcomes. Eventually, 
“the die is cast,” and in the post-decision stage, an 
implemental mindset takes over. This is when a firm 
commitment culminates in a course of action. People 
stop deliberating, and turn to executing the decision. 
Consider a company exploring a major acquisition. In a 
deliberative mindset, the CFO and her team might look 
at many potential targets, considering their capabilities, 
cultures, and prices. Once the acquisition is complete, 
an implemental mindset focuses on making the decision 
a reality by, for example, making announcements to 
shareholders and integrating employees.

Naturally, the switch from a deliberative to an implemental 
mindset occurs at some point. Unfortunately, many 
individuals and groups cross over prematurely. People 
might “trust their gut” and jump to a quick decision, 
driven perhaps by a desire to appear decisive. Alternatively, 
decision points may be imposed externally, based on 
deadlines set elsewhere in an organization. Similarly, the 
decision threshold can be crossed when an individual 
concludes that a particular outcome is inevitable. Even 
prudent steps, such as “thinking ahead” about how a 
decision would be executed, can prompt a shift to an 
implemental mindset—often without an individual even 
being aware.

Herein lies the danger. Even if a decision seems correct at 
the time, new facts may arise, warranting reconsideration. 
However, implemental mindsets can lead to a host of 
decision-making biases. Having an execution-oriented 
frame of mind may encourage “tunnel vision” and lead 
to overconfidence and excessive risk-taking. In the end, 
individuals may stick to decisions that simply no longer 
make sense.
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4. Clean up your content.
Gunning Fog Index:A readability test for 

English writing

A fog index of 12 requires 
the reading level of a U.S. 
high school senior.

Source: gunning-fog-index.com
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Explore new ways 
to collaborate

Action Item #6
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Build a 
stronger
team.
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Authorship
can be 
overrated.
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