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DELUXE: TRANSFORMING AN EMPLOYER BRAND IN SUPPORT OF 
A TRANSFORMING BUSINESS 

 CHALLENGE 

Deluxe is a company with nearly a century of success under its belt. Unfortunately, a majority of 
that success was rooted in a business model that relied heavily on the paper industry. Known 
primarily as “that check company,” Deluxe’s business largely focused on paper checks, marketed 
and sold both directly to consumers as well as financial institutions. This had been their primary 
product for decades. But change was on the horizon. 

With the advent and now prominence of online checking, a paper-based, financial product 
business model would not guarantee the type of growth the organization desired. Deluxe realized 
this, and several years back began making drastic changes to its very identity. Mainly, the 
company began developing electronic “marketing and promotional” products and services that 
connected it with a growing segment – small businesses. Everything from simple, logo-stamped 
pens, to complex, electronic marketing services were rolled out in order to cater to this customer-
base. In doing so, and given the company’s traditional relationship with larger financial 
institutions, Deluxe positioned itself at the intersection of FI (financial institutions) and SB (small 
businesses). This is where the company sits today, and where it plans to be for the foreseeable 
future. 

Along with this shift in business, Deluxe planned for a shift in culture. The company was well 
aware that it would need to transform the very lifeblood of the organization. That is, it needed to 
understand who they are from an employee perspective, who they should be to support the bold, 
new direction they were headed, and then make the necessary communication and hiring changes 
to get there. 
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 SOLUTION 

Given the drastic shift in the business model and the prevailing opinion at Deluxe that “everyone 
only thinks of us as a check company,” we recommended foregoing external research up-front, 
and instead focusing on the realities of the organization today, as well as the aspirations for the 
organization tomorrow. 

Leadership across the company (from VP level through CEO) was interviewed to gather a crystal 
clear picture of who Deluxe was tying to become. Brand Workshops were conducted across five 
different locations/regions, capturing a qualitative reality of the day-to-day employment 
experience and the differences from culture to culture within the world of Deluxe. And finally, an 
organization-wide employee perceptions survey was conducted to understand, quantifiably, what 
the primary strengths and weaknesses were within the current work environment. 

What we learned was that Deluxe is a down-to-earth, extremely cordial, customer-oriented 
(borderline customer-obsessed) company that thrives on the connectivity between co-workers, 
peers, community and customers. We also learned that the existing culture of consensus was 
limiting the potential for Deluxe to blossom into something new; and there were limited “agents of 
change” willing to take the initiative, drive new ideas, own mistakes and truly push Deluxe to 
where it needed to be. 

Given the progressive, big-thinking, assertive professionals the company was now targeting in 
order to transform its culture and support its new business model, a new Employer Brand 
Positioning was critical – especially one that could be rolled out internally, immediately. 

The Employer Brand Essence, “Connected and Compelled,” became the mantra for the new 
Deluxe. The basics on which the company was founded – legacy attributes of friendly people, 
customer service, down-to-earth, etc. – were still vital. But moving forward, they needed to be 
utilized in a new way; they now needed to serve as the means through which “things get done.” 
And ultimately, a new approach to communications – both visually and tonally – needed to be 
developed to carry the message. 

The Creative team developed a concept that embraced big ideas – both literally and figuratively 
speaking. With a bold color palette and visuals of silhouettes interacting with exclamation points, 
the message of “bring your big ideas to Deluxe, because we need big thinkers” was fun, fresh and 
in contrast to what people typically associated with the company, thereby taking a subtle approach 
to combating preconceived notions of Deluxe. 

To confirm this, we tested the creative in three different markets with a variety of professional 
hiring areas. The creative was almost universally accepted and the positioning validated. After 
minor changes to copy, the concept was finalized, approved and built out into a variety of internal 
and external communications vehicles, including recruitment advertising (postings, print ads, 
bannerstands, etc.) and internal employee communications (posters, ERPs, orientation videos, 
etc.). 
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 RESULTS 

While quantifiable impact is still pending, results of the new Employer Brand and its receptivity 
(if not celebration) are obvious across the organization. Not only is the creative campaign being 
used internal and externally, on all fronts, it’s been aligned and rolled out in tandem with the new 
Deluxe corporate identity, sporting colors, shapes and tonality that present a seamless relationship 
between the two. The face of Deluxe is changing before the market’s very eyes, and the Employer 
Brand is responsible for a good portion of the transformation. 

 CREATIVE SAMPLES 

Enhanced Job Branding 
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Trade Ads 
 

 

Online Media 
 

 


