
Global experience is much more than
conference calls.

Get hands on.

Being part of Kinross means being part of an organization that is driven,
engaging, encouraging and inspiring.We value our people, outstanding 

corporate citizenship, rigorous �nancial discipline and a culture 
that is entrenched in high performance.

www.kinross.com

living our
values...

Case Study

Kinross Gold
ThinkAudit™ / Brand Foundation

Kinross Gold is capitalized at $15 billion and operates on three continents.  W ith an image problem in
its not-too-distant past, CEO Tye Burt was considering how to move the Kinross Brand forward – even
contemplating a name change.  Mr. Burt asked Instinct to carry out its ThinkAudit™ process:  A Brand
is what people think of you™ – so what did people think of Kinross Gold, and what go-forward strategy
would Instinct recommend based on our analysis of this information?

Our ThinkAudit findings made clear that the Kinross Brand had rebounded from its past, leading us to
recommend that Kinross keep its name and stake out its Brand with a Brand Foundation, which we
subsequently developed through intensive workshops with the client's leadership team.  

Demonstrating that the only synonym for “Brand” is “culture,” it is especially the values of the Kinross
Brand Foundation – embodied in The Kinross Way – that have been woven into the everyday
behaviors of employees throughout this global organization. 

www.kinross.com

Instinct brand equity coaches inc.
61 jarvis street

toronto ON, M5C 2H2

instinctbrandequity.com

BRAND FOUNDATION

Core Purpose – Why we exist.
To continuously generate value for all of our global 
stakeholders – the people who entrust us with their investments,
livelihoods, communities and environments.

Vision – Where we are going; how we will know we'r e there.
To be the world's leading value-growth producer.

Mission – What we do every day to get there.
We explore, reserve and mine safely and r esponsibly, 
at the lowest viable cost.

Values – What we believe in; our principles.
Putting people first
Outstanding corporate citizenship
Rigorous financial discipline
High performance culture

Position – How we are different.
Enduring growth.

Positioning Statement – How we say we ar e different.
Higher values mining.

Character – how we act; our voice
Humbly brilliant
Energetic
Driven
Agile
Passionate
Considerate

www.instinctbrandequity.com
www.kinross.com



