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John Foley, Julie Kendrick : Balanced Brand: How to Balance the Stakeholder Forces That Can Make Or
Break Your Business before purchasing it in order to gage whether or not it would be worth my time, and all praised
Balanced Brand: How to Balance the Stakeholder Forces That Can Make Or Break Y our Business:

4 of 4 people found the following review helpful. Led to higher ground...By Steven BorschBalanced Brand guided me
to higher ground.For nearly two years, my head has been awash in the technology and behavorial shifts accelerating
due to internet connectivity globally and what that entails. There is ariver of change flowing and it's reaching flood
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stage. Blogs, podcasts, vlogs, online socia networking sites, news aggregation tools (allowing people to scan and
consume hundreds of blog posts and news headlines in a single sitting), and instant online conversations about brand-
affecting events are facilitating shifts of consciousness and awareness that profoundly effects abrand.Asa
consequence of all of these enabling technologies and shifts, there is a new participatory culture emerging whichis
allowing stakeholders in record numbers to participate vs. just being passive recipients of some miscellaneous
communications campaign or messaging thrust...and this emerging culture is out of anyone's control.Balanced Brand
made me stop and reconsider the complexities of all these changes occurring and instead climb to the top of the hill, sit
down and look down on theriver. | thought about the deeper meanings and strategies required to guarantee the river
down below will be navigable...regardless of what technologies or cultures reveal themselves. This book is not about
technology or participatory paradigm shifts, however. It's about balance, the essence of a brand, and how to create and
utilize balanced brand strategies.Within its pages is a framework that allows any organization to understand and assess
their values, those of their customers, shareholders, employees and communities within which they're involved, and be
able to then understand where and how to align them. Though it doesn't say this as overtly as| am, what | thought was
obvious was that -- once this work was completed -- strategic direction would be crystal clear.Once balanced branding
strategies arein place, every stakeholder knows what to do. They know what the brand stands for and what it means.
Employees know how to perform and use the river-of-change-shifts to facilitate brand enhancement instead of being
victims and drowning in it. What hit me squarely due to my involvement in technology, isthat a participatory culture
can be created that sparksinnovation and creativity, grows top-line revenue and customer satisfaction, all of whichis
of vital importance to management and shareholders.That was the higher ground | was guided to by Balanced Brand. It
helped me focus and see that first-and-foremost it is the essence of the brand and the brand in practice that really
matters. Everything else then fallsinto place.0 of O people found the following review helpful. Alignment of the Head,
Heart and HandsBy Jayaram SeshadriBalanced Brand by John Foley with Julie Kendrick is arefreshing and
enlightening book that helps people focus on alignment of values. It is not every day that business |eaders read about
the success of their companies from the true alignment of their Head, Heart and Hands. As the book explains the
success of companies like Tiffany is due to their focus on employee training on Tiffany's true values-world-class
quality( Their Head), uncompromising service( Their Heart) and social responsibility( Their Hands). They have been
ableto align their values since 1837 by focused training and transfer of their Core Vaues, which happensto Align
with the many stakeholders.| enjoyed reading and learning from the Balanced Brand and | would recommend this
book to all , who are looking to Crystallize their thinking about Brands. This book will help them develop a plan for
achieving that goal, develop asincere desire for the things that are real for them and all of their stakeholders and also
to develop supreme confidence in their organization and it's abilities to execute the plan consistently over many
decades.Jay SeshadriOm Shanthi Om ( means Peace in Sanskrit)SESHADRI LLC2 of 2 people found the following
review helpful. Provocative new insights on growing brands in today's worldBy KB ClarkFinally, an approach that
takes branding to the next level! | found Foley's thinking on creating and protecting brands by aligning corporate and
stakeholder values to be refreshing and enlightening. Today's newsis filled with examples of corporate failure dueto
scandal s, breech of trust, and greed. This only underscores the need to project appropriate values.Additionally, |
believe Foley's perspective on the interdependence of a strong reputation and a strong brand is extremely insightful-
bordering on revolutionary. He explores how the effects of competition, abrupt changesin customer preference,
skyrocketing promotional costs, and even a company's own actions can erode the brand or reputation.Foley includes
helpful strategies and tools to assess stakeholder alignment and put his systemsinto practice. | highly recommend this
book to anyone charged with managing brands and building corporate growth. In my opinion, thisis a very important
body of work.Bridget ClarkCorporate Branding and Marketing

Companies usually assumeif their sales are good, then their brand and reputation must be strong. But all too often,
they don't have a clear understanding of the values that drive brand and reputation and actually sustain long-term
profitability and growth. Thisleaves companies vulnerable to dangerous backlash between corporate values, and those
of their stakeholders: customers, employees, shareholders, media, government, and community. Even well-known and
seemingly successful brands and reputations have suffered from this backlash (e.g. Nike and overseas sweatshops,
Wal-Mart and unfair employment practices, McDonal d's and obesity issues.) Every stakeholder applies their personal
and professional values to judge the performance of a company. Branding expert John Foley has developed the
BalancedBrand System, which helps companies assess corporate values, identify potential flashpoints, and align
values to build a stronger brand and reputation. BalancedBrand identifies and hel ps manage the forces that will change
the way business does business. Foley and co-author Julie Kendrick have created new tools that build and protect
brands and reputations.

"Trusted long-term relationships come to pass only through aligned principles and values, not short-term gimmicks
and strategies.nbsp; This engaging book, Balanced Brand, focuses on bringing the person to the brand, not the brand to
the person.” --Stephen R. Covey, author, The 7 Habits of Highly Effective People and The 8th Habit: From



Effectiveness to Greathessnbsp; "Brands are experiences, delivered by multiple stakeholders across the entire
organization.nbsp;Balanced Brand outlines a clear, concise, useful, and usable method to re-think your entire range of
branding activities.nbsp; If you want your brand to succeed in the years ahead, you'll need the insights you'll find in
Balanced Brand." --Don Schultz, president, Agora, Inc., and professor emeritus-in-service, Northwestern University
"John Foley has written aremarkably comprehensive and cogent analysis of branding, and his commonsense approach
has equal application to the public and private sectors.nbsp; His BalancedBrand System requires that executives seek
to align their stated values with their actual operating values, that they assess the values of their stakeholders and seek
to harmonize them with the institutional values, and that there be authentic brand-building conversations. Foley
demands authenticity, honesty, and discipline.nbsp; But the rewards in terms of trust, branding, and reputation are
immense." --Mark G. Y udof, chancellor, The University of Texas SystemFrom the Inside FlapMore than 62 million
people watched the presidential debates. Amazingly half the country selectively heard one message while the other
half heard something completely different.nbsp; What made the difference were the personal values people used to
filter and interpret what they saw and heard.nbsp; Values are what drive behavior in politics, commerce, and your
business. Successful companies often assume that if sales are good, then their brandingnbsp; must benbsp;effective.
They often pay little attention to what actually sustains their brand and reputation, leaving them vulnerable to
dangerous backlash if arift develops between their values and those of their stakeholders. Every

stakehol dermdash;customers, employees, shareholders, and community membersmdash;plays arole in the overall
success of acompany. When corporate values are out of alignment with stakeholder values, trouble is right around the
corner. In this groundbreaking book, branding expert John Foley shows how to understand and effectively respond to
the needs of each stakeholder group, emphasizing reputation in balance with brand to avoid damaging
misalignmentnbsp; between them. Balanced Brand provides tools for identifying potential backlash flashpoints and for
designing internal and external communication strategies for projecting appropriate values. Thisimportant resource is
based on years of research, including interviews with senior managers who struggle with the challenges of foreign
competition, outsourcing, and the relentless cycle of reducing costs while adding value to compete in a global market.
The book delivers the systems and tools to assess and align corporate values with stakeholder values. Using these
guidelines, companies will have a new way to manage stakeholders that resultsin building and protecting a strong
brand and a strong reputation. The competitive advantages created by Balanced Brand can help any companymdash;no
matter how large or smallmdash;succeed.About the AuthorJohn Foley is the founder of the brand agency The Foley
Group. His agency has been providing strategic brand planning, advertising, and public relations since 1986 for
organizations including Ameriprise Financial, Cargill, Caterpillar, Coca-Cola USA, Hazelden, Lawson, 3M, Tiffany
Co., United Hedlthcare, and the University of Minnesota. In addition, he is Chief Executive Officer of
BALANCEDBRAND LLC, which provides values-based brand and reputation consultation in the United States and
the United Kingdom. Foley is currently on the boards of the Carlson Brand Enterprise at the University of Minnesota,
the Minnesota chapter of American Association of Advertising Agencies, the Design Institute, and the Reputation
Institute. Julie Kendrick is a business writer with expertise in the area of motivation and performance improvement.
Her client list includes Fortune 100 companiesin the areas of automotive manufacturing, pharmaceutical and medical
device manufacturing, and telecommunications.



