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What’s In Your Word-Cloud? 
When clouds speak louder than words  

about your brand.
By Suzanne Tulien, Principal & Co-founder, The Brand Ascension Group

Serendipity. A curious word that actually phonetically sounds 
as frivolous as its meaning. I love that word. And I love when 
I actually get to experience it. It happened a few months 
ago, when we received a call from a gentleman named Terry 
Barber. He had found us on the internet, as he was searching 
for potential partner alliances to further his passionate 
cause. He came across one of our many articles published on 
BrandChannel.com. You see, Terry is the Chief Inspiration Officer 
at Inspiration Blvd., LLC and author of The Inspiration Factor. He 
had been researching the concept of ‘INSPIRATION’; specifically 
as it relates to the evolution of successful organization brands, 
and the impact it has on their entire stakeholder population 
(employees, vendors, customers, volunteers, donors, etc.).   

After several conversations, we were both clear how his 
research on inspiring companies and our work on internal 
brand definition and implementation seemed to go hand 
in hand. And as we continue to find ways to partner 
we are discovering how impactful this could be when 
companies turn ‘internal’ in their efforts to inspire their own 
employees, be consistently on-brand, and strategically evolve 
beyond just the efforts to increase bottom line numbers. 

In this article space, I will only be able to offer a few examples, 
however, when you are ready for more, there is a white paper 
that is a must read on the survey approach and results regarding 
inspiration and organizational growth. You will learn that the focus 
on inspiration, when consciously committed to at the strategic, 
and deliberate (or purposeful) level, could create a paradigm 
shift in how good companies become great companies in the 
21st century. Times are a changing…and it is a very good thing. 

I am going to dive right into this ‘Word-cloud’ concept 
he used in his data gathering technique so that I can 
get to a quick exercise for you and your leadership 
teams, and employees for that matter, to complete and 
reveal some very interesting things about your brand. 

Terry and his team have developed a survey tool called 
the Inspiration Index™. (Download whitepaper at www.
inspirationblvd.com/most-inspiring). 

An intriging finding very much worth mentioning 
about this report  is that the gains in stock prices of 
the public companies on the Iist of Most Inspiring 
Companies outperformed the S&P 500 Index, the 
Dow Jones Industrial Average, and the NASDAQ 
Composite between April 2009  - April 2010.  

www.BrandAscension.com

BrandAscension.com

BRAND ELEVATION SERVICES

WORKSHOPS & TRAINING

BRAND CONSULTING

BRAND-RELEVANT GRAPHIC DESIGN

BRAND LEADERSHIP COACHING

PRINCIPALS

719.265.1707
Suzanne@BrandAscension.com

Carol@BrandAscension.com

DEFINE YOUR BRAND’s DNA  
with our  

ONLINE eCOURSE...

Now available in a 
self-paced format for 

only $495 for all 4 
modules + workbook!

www.brandascension.com/dna_
webinar_weblanding.html

NOW IS THE TIME TO WORK  
ON YOUR BUSINESS! 

Are you tired of 1.	 spending more 
and more on your marketing 
efforts with little return on 
your investment?
Do you see 2.	 lost opportunities 
with employees who don’t 
consistently create “Wow” 
experiences for your 
customers?
Are you plagued by 3.	 price-
sensitive customers? 
Do you suffer from a 4.	 shortage 
of customer referrals?

If you answered YES to any of 
these questions, this may be the 
most transformational program 

you will ever attend to define your 
unique competitive advantage for  

your business!

continued...

Vol. 6, Issue 10, 2010

GOT BRAND DNA?



©The Brand Ascension Group. All Rights Reserved. | www.BrandAscension.com  |  719.265.1707

He asked a population of about 1,700 people from a variety of demographics to answer 
two simple, open-ended and qualitative questions: “Who is the most inspiring company 
in America?” And, “What makes them inspiring to you?” Sounds too simple, doesn’t it? 
Not a leading question; it doesn’t list any companies to consider; just asks the question. 
The results of the collection of answers led to a final list of the top 25 Most Inspiring 
Companies. And, within the qualitative data, they were able to glean a plethora of 
common terms (words) that the participants used to describe a particular company. The 
collection of words in their answers formed an overall computer generated ‘Word-Cloud’ 
(see graphic A & B). The graphic emphasizes the key words (enlarged) that were used 
most by the participants which and had the most passion around them, the graphically 
smaller words were less prominent in the answer, but were common denominators in the 
qualitative data collected.
 
Graphic A

It is a quick and fascinating look 
into a brand’s external perceptions 
from customers and/or prospects 
from the sole reference point of 
‘INSPIRATION.’ And it is interesting 
to note that words which would 
describe key products and services 
of these Most Inspiring Company 
examples are generally NOT listed 
in the final outputs of the Word-
Clouds! Rather, most of the terms 
are descriptions of behaviors, actions, and customer experiences. For example, if you 
looked at Graphic A, would you be able to identify the company? Probably not, because the 
word-cloud doesn’t elude to its primary product or service offering. Graphic A represents 
Southwest Airlines. 
 
Graphic B
Word-cloud Graphic B only has one 
clue in it regarding a product of this 
business. If you guessed Tom’s Shoes 
you are correct. But before we move 
on, notice the prominent key terms 
in both examples. These terms 
represent the brand essence of the 
overall organization in the mind of the 
consumer. Way cool.

This article is not about details of the survey itself (but would highly recommend you 
study the whitepaper and realize an extremely untapped resource in organizational 
performance), but rather the concept of ‘Word-Clouds’ as a tool to better understand 
your employee culture, your customer culture, and all stakeholders of the brand for that 
matter. Hence, our exposure to this Inspiration Index got me thinking about a great activity 
that could shed some interesting light on your business, your brand, and how you want 
to be perceived. We recommend that you and your employee teams consider completing 
this activity I’ve outlined below – then come together and discuss your outputs, the gaps, 
the commonalities, and the opportunities this observation will provide in your efforts to 
elevate your business brand well into the future.

Internal Company Activity: “What’s In Your Word-Cloud?”
Time to Allot for Activity: 45 minutes
Props: Two separate flip charts on easels and a variety of colored markers

Assemble two groups of employees (up to 5 per team)1.	
Assign group ‘A’  the ‘Employee Perceptions Team’2.	
Assign group ‘B’ the ‘Customer Perceptions Team’3.	
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Take 5 minutes to introduce the concept of Word-Clouds (larger, more prominent 4.	
perception words represent stronger feelings and more common agreement 
collectively; smaller words are common, but less strong in terms of consistent 
perceptions). Show them the graphic word-cloud examples in this article.
Give the groups 15 minutes to develop a word-cloud that represents their 5.	
audiences’ (employees or customers) perceptions of yourbrand today.
When time is up – each group gets 3 minutes to present their finished word-cloud 6.	
and explain the words they chose based on what they know of theaudience’s 
perceptions of the brand to the rest of the group.
Debrief:7.	
a. Notice the commonalities in terms, or the discrepancies in terms 

for each word-cloud.
b. Discuss where the gaps are, and where terms are congruent. 

What terms are missing? What words are there which might be 
unexpected?

c. Decide how the terms that were chosen are congruent with your 
brand’s values, mission, brand promise, brand style.

d. Decide on key terms that you want further enhanced for the 
brand and how you might go about creating actions, behaviors, 
and processes that would help create and affirm those ultimate 
perceptions in your service delivery, product quality, and overall 
branded way-of-being.

e. Assign a small team to work on ways to take action the outputs 
of step ‘d’.

We think you will be surprised as to what comes out of this exercise, and how it may or 
may not reflect the desired perceptions for your brand. But what we’re sure of is that it 
will provide some key insights into what you and your employee teams ‘think you know’ 
about the respective perceptions. 

After this exercise, it would be particularly interesting to compose an actual customer and 
employee survey that would provide you with some authentic data from the real audiences. 
Then, compare and contrast. This is an exercise that would undoubtedly produce some 
golden nuggets of critical information for every business to utilize in their strategic growth 
strategies. Oh, and by the way, what is your brand doing to inspire your stakeholders to 
populate your most-desired ‘Word-Cloud’?

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  
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About the book:
EVERY Business Has A Brand;  

Good, Bad, or Indifferent…What’s Yours? 
Unfortunately, most company stakeholders cannot effectively 
articulate the distinctive essence of their brand. So the 
question becomes “If you cannot express your brand concisely 
and consistently; how do you expect your customers to know, 
trust and embrace it?”

Simplified Branding. Whether you’re a startup or a seasoned 
entrepreneur, this step-by-step, brand-defining methodology 
guides you and your employee teams toward uncovering 
your brand’s unique genetic code; your Dimensional Nucleic 
Assets®, from the inside out. Once defined, your business 
begins its transformation as it gets highly focused and infuses 
your Brand DNA into your systems, leadership and culture, 
then through your promotional efforts. Follow Meg and her 
team through an entrepreneurial  journey as they embark on 
defining and creating their Brand DNA by completing a series 
of thought-provoking exercises and begin to maximize their 
competitive advantage like never before.

This book will help you establish a brand blueprint for success 
by defining your distinguishing brand attributes: VALUES, 
STYLE, DIFFERENTIATORS and STANDARDS upon which to 
create competitive advantage and build your authentic brand.  	
 

OUR NEW BOOK 

Brand DNA 
Uncover Your Organization’s Genetic Code  

for Competitive Advantage

ORDER YOUR COPY: www.BrandAscension.com/branddna_book.html
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