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What still exists of your company’s culture? 
Did your systems of belonging disappear 8 weeks ago when your physical office space did too? Without 
the free seltzer, inspirational field trips, Thursday happy hour, BBQs, hackathons and town halls, what 
are the experiences that create meaning and belonging for your employees? Can you name them? If you 
can’t, you’re not alone. Corporations and organizations around the world are having an identity crisis, 
and it’s time to decide who you want to be in this new reality.  

As we think about how to return to work post COVID-19, we don’t have to settle back 
into the world as we once knew it. We’ve all been offered an opportunity to reset and 
reinvent what work looks like and the ways it interacts with our lives. 

Brand is the secret sauce for your return to work strategy. As the key to your story, your purpose 
and the value you offer to others, it offers an emotive lens through which you can preserve, evolve 
or imagine your employer brand experience in the coming days. This toolkit offers employee 
experience managers, HR professionals, and brand and marketing strategists a guide for evaluating 
and prioritizing the ways your employer brand experience should change, as it relates to your ‘return 
to work’ plan. Run it individually or as a virtual team, and make sure you’ve got pens and sticky 
notes handy. 

https://www.teamintegral.com/


Page 2

Ex.  
Onboarding, 
networking 
events

Ex.  
Mental health 
support,  
training,  
annual  
enrollment

Ex.  
Hackathons

Ex. 
Values-based 
awards, 
peer-to-peer 
shout outs, 
leadership 
thank-you 
notes

Ex. 
Townhall 
meetings

Ex. 
Q&A, virtual 
manager 
round tables

Part I: Defining Your Employee Experience
Let’s start by defining what makes you, you. In the chart below, we’ve identified some common 
drivers of culture, but there may be others that are relevant for your organization. Start by reviewing 
the pre-populated column headings and adding or revising the headings as needed.

After you've finalized your columns, begin populating each column with the programs and 
touchpoints that bring those drivers to life inside your organization. 

Inquiry:

• • Does your culture favor certain categories over others? Does your culture favor certain categories over others? 

• • Which categories are less populated? Why might that be?Which categories are less populated? Why might that be?

Collaboration Connection Safety & 
Wellbeing

Agility & 
Innovation Creativity Recognition Honesty & 

Transparency Leadership
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Once your 3-5 signature moments have been identified, ask yourself the following questions:

1. Why should we preserve this?

• Is there no need to change this experience under the current circumstances?

	   An example of this could be remote training or learning.

2. How might this need to evolve?

• Given today’s realities, do some aspects of this experience need to be adjusted?

   An example of this could be free meals. Instead of serving in the cafeteria, you might offer 
    single-serve options or gift cards that employees can take home or enjoy virtually. 

Part II: Prioritizing
Now that you’ve identified your inventory of the programs and touchpoints that drive your culture, it’s 
time to decide which elements to focus on moving forward. 

Of the programs and touchpoints listed, which do you feel are signature moments or non-nego-
tiables for your company’s culture? In other words, which have the most significant impact on the 
employee experience and play a tangible role in shaping your culture? Pick 3-5.

Collaboration Connection Safety & 
Wellbeing

Agility & 
Innovation Creativity Recognition Honesty & 

Transparency Leadership Make sure to select 
Signature Moments 
with all your employee 
audiences in mind. Are 
they all being reached? If 
not, how can you resolve?
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Part III: The Future
Acknowledging that certain elements of our culture may no longer serve who we are today, use this 
opportunity to imagine what new cultural artifacts you can create. 

Brainstorm from the place of awareness you cultivated in the first two sections. Ideating against 
the same culture drivers as before, come up with 2-3 new ideas for your employee experience, 
considering your company’s new reality.

If you’ve been running this as a group exercise, share your ideas with your team. 

Inquiry:

• • What is the purpose of the new experience you’ve identified?What is the purpose of the new experience you’ve identified?

• • What do you want your employees to see, feel, hear, think, do as a result?What do you want your employees to see, feel, hear, think, do as a result?  

Takeaway:

No matter where you are in the process of defining your return to work strategy, brand and culture 
deserve a seat at the table. This moment reminds us that cultures aren’t fixed, and they evolve as 
we do, requiring re-evaluation, re-commitment and sometimes, re-imagining. As we navigate the 
changes COVID-19 continues to bring, our brands and our cultures will help us meet this moment. 

Tip: find a printable worksheet of the table available on the last page of this toolkit. You can use it as Tip: find a printable worksheet of the table available on the last page of this toolkit. You can use it as 
a printed or digital resource, either at home individually or virtually with your team. a printed or digital resource, either at home individually or virtually with your team. 

Are you building your return to work strategy and wondering how your employer brand can make an 
impact? Creating a new-to-world EVP? Get in touch and we’ll run an agile workshop with your team 
(or individually) that will clarify your plan in real time. 

Drop us a line at Hello@teamintegral.com
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Printable worksheet.


