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Why should 1 work here?

Attracting the right talent

hat makes good companies

great is their ability to attract
and retain the right people. Employees
who are excited to come to work get the
right work done, and are far more creative,
productive and committed. Their passion
infects both clients and colleagues, in the
most positive way.

Business leaders want more of these
employees, but few understand what
makes candidates want to say, “Yes!” to
the opportunity.

Attracting top talent has become a
strategic priority for many companies. Too
often, however, the direction is to focus on
talent management incentives — increas-
ing health care benefits, compensation,
vacation time and training or offering flex
work programs — rather than what makes
the company a special place to work.

Research shows that people make em-
ployment decisions depending upon the
role work plays in their life. In a study called
“A Job by Any Other Name,” researchers
Tamara Erickson, Ken Sychtewald and
Bob Morison categorized workers into
six segments on the basis of the role work
plays in a person’s life and the factors that
contributed to high engagement. Here’s
what they found:

While these distinctions will help
simplify who will best complement your
company’s culture, values and work en-
vironment, it’s important to define the
company’s value message and story(s),
and then take that brand to market.

When attending Disney University’s
leadership program several years ago, the
vice president of human resources took
us through Disney’s theme park inter-
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view process. We were escorted to an au-
ditorium, where we watched a 15-minute
video that details Disney’s culture and
expectations. Throughout the video the
commentator says, “At Disney, we hire
HAPPY people.”

The video closes with these written
words, “At Disney, we hire HAPPY peo-
ple. If you are not ‘Disney HAPPY, we
thank you for your time and ask that you
not submit an application.” More than 75
percent of candidates self-select out.

Disney has figured out what Erickson
and Lynda Gratton define as its “signa-
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ture experience” — what makes Disney
distinctive and unique. Erickson and
Gratton describe a signature experience
as, “a visible, distinctive element of an
organization’s overall employee experi-
ence. In and of itself, it creates value for
the firm, but it also
serves as a power-
ful and constant
symbol of the or-
ganization’s culture
and values. The ex-
perience is created
by a bundle of ev-
eryday routines, or
signature processes, which are tricky for
competitors to imitate precisely because
they have evolved in-house and reflect
the company’s heritage and the leader-
ship team’s ethos.”

To find your company’s signature
experience, begin by looking through the
company archives. Who were the found-
ers? Why did they start the business? What
were they passionate about? What prin-
ciples did they live by? What hardship
did they overcome? How did they achieve

success? What is their legacy?

Recently, I heard Dan Ariens, Ariens Co.
president and chief executive officer, describe
the company’s signature experience as: “Pas-
sionate people. Astounded customers.”

Simple. Straightforward. Impactful.

“People make employment decisions depending
upon the role work plays in their life.”

Ariens told the story of how his
grandfather and then his father lived and
molded the company culture by honor-
ing these values:

“Be honest. Be fair. Keep our commit-
ments. Respect the individual. Encourage
intellectual curiosity.”

As part of Ariens’ onboarding process,
every new employee learns why these val-
ues are important and hears stories, past
and present, about how Ariens employees
have and continue to “live” these values.

He said, “At Ariens, we want Monday
to be as fun as Friday.”

Defining your signature experience and
related stories creates a company that is
truly one-of-a-kind. Distinct. Unique. Eas-
ily communicated. Emotionally connecting.

Regardless  of
the products and
services you sell,
people who align
with your compa-
ny’s culture — how
the work gets done
— are excited to join
the team. This re-
sults in dramatically higher talent attrac-
tion, employee engagement, employee re-
tention, and overall company performance.

What is your company’s signature
experience? M
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