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Co-Creative, Scalable Growth Solutions

CEOCFO: Ms. Pardue, what is the concept at Reve Consulting?
Ms. Pardue: The concept is that we are help companies grow. The concept is that we 
are reinventing or innovating what would be traditional management consulting 
practices, and we are doing it in a way that combines disciplines that may have in the 
past been separated. When you think about our vision for the company, it is that we 
are not really in any one category. We are not strictly a management consultancy, and 
we are not strictly a technology company or a design agency. We are really working in 
the middle of those things to bring about growth in our clients. 

CEOCFO: When might a company turn to you?
Mr. Von Bank: I think they are approaching us when they want to create differentiated 
strategies, experiences, products and services, and also when they want to build out 
their own internal capabilities to provide those in a sustained manner. We will often be 
approached by organizations that are being disrupted by technology and perhaps their 
whole industry has been disrupted. Examples of that would be health care, education 
or retail. As those industries are disrupted by really rapid technology advancement, 
there is a need for them to anticipate that and respond accordingly based on evolving 
customers’ needs.
Ms. Pardue: Another thing that is different about us is that we connect corporate 
strategy development all the way through to execution of some of those key ideas. We 
are right now helping an organization develop and execute their consumer focus 
strategy, so we are developing strategies at the enterprise level with this organization 
and then building subsequent sub-strategies with them all in a very user-focused way, 
and we are bringing that down and bringing it to market with them. We are trying to 
break through one of the hang ups with consultants in that people come in, they 
interview people, you spend a lot of money with them, and then the work does not 
really ever make it to market. One of our key differentiators is that we can work at the 
strategy level, and we can also bring it to market with them. That is a key point of 
differentiation for us. People actually get the value. We make solutions implementable 
and we stick around to make sure that they go to market.

CEOCFO: Are potential clients coming to you because they know that you have 
such a large depth and breadth?
Mr. Von Bank: We have been very focused on growing strategic partnerships in 
Minnesota, so we often are approached due to our reputational value. We focus on 
delivering value, and we do not really have a sales force, so we rely on our reputation. I 
think they have a base understanding of who we are, how we work, the types of value 
that we have been able to create at other organizations, and then of course we hope 
that they are pleasantly surprised when they work with us and they find out that we not 
only are able to do those things but that we may have other delighters in there in terms 
of how we work together and how we are able to build capabilities for them.

CEOCFO: When you are speaking with a company, how do you assess what they really need and want, not just 
what they might think they need? How do you stay ahead of all the regulations, technology and trends so that 
you can provide them the best plan going forward?
Mr. Von Bank: I think that is one of the most important things. The days of going in and asking what your three biggest 
challenges are over. It is just way more complex than that. I think many times what we are doing is seeing patterns within 
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the organization, or we are seeing trends in the marketplace and understand where they are struggling often times before 
they are even able to identify it. I think today it is far beyond just going in and asking where the challenges lie. It is being 
able to connect the dots and show and illustrate how that is presenting challenges to them and how we might be able to 
bridge some of those challenges and work across their teams and their broader organization to help solve some of those 
and create growth.

CEOCFO: When you are looking from a company, either from the assessment or strategy, what might you look at 
about a company or industry that others might not realize makes a difference?
Ms. Pardue: At the strategy level, because we place a focus on being human centered, we are thinking about how we 
build the strategy in a very human-centered way. One thing that is really important is getting the voice of the business, so 
we make sure that we spend time bringing in people who actually work with their customers as part of the process, so we 
believe that makes a difference. I think keeping the user at the center of the strategy is really important. I think sometimes 
the user can be maybe too far removed from the experience and might be relegated more toward secondary research or 
insights. We really try to help get our customers closer to their user, and we also use storytelling that we find pretty 
powerful. One of the things that was frustrating to me and my former strategy role at Carlson was getting the organization 
emotionally charged up about the strategy. We tend to use storytelling and creating visual language for our clients in order 
to get people excited about embracing the change and understanding exactly what they need to do to act differently in 
order to bring about that change. 
Mr. Von Bank: When we are looking at those organizations and assessing things, we will look at their culture to 
understand how that is potentially factoring in to their place in the market. That can often be a leading indicator to tell us 
what needs to be assessed, and consequently often times we know that it is not really an absence of ideas, it is kind of 
the will and the culture to unleash those ideas and bring them to market. We determine how are they responding to the 
technology disruption in their industry. We work with them to determine how it manifests itself in their products or solutions 
in the marketplace and how they are able to leverage technology to differentiate themselves.

CEOCFO: When you are working with a company, how do you marry trends, technology and gut feeling as to 
what might be good even though it is not what other people are doing today?
Mr. Von Bank: We talk a lot about, and we actually trademarked the notion of head and heart. So often there is an 
intellectual side of what we do, that you need to be able to understand macro-level trends, socioeconomic and political. All 
of those things are really important, and having data to back up and understand the depth of what is going on in a 
marketplace is really important. That helps to inform and make better decisions, but there is a human element that so 
often is overlooked. Depending on what statistics you look at, 70 percent of strategies fail. Seldom is that because there 
has not been enough data or there has not been enough thought given to how to execute against that. What we find is 
that more often people have not taken into account the human element and the heart of the equation. What we are trying 
to marry together is both the head and the heart so that these organizations are able to execute against their strategies 
that are well thought out. 

CEOCFO: How do you work with a company after you have devised a plan? How do you help them with 
implementation?
Ms. Pardue: It starts at the beginning of an engagement. We make sure we have a really good leadership team that is 
behind the work, and then we have a strong core team that we work with. We have a very co-creative process with our 
clients, so we want to make sure we are respectful of our clients’ culture, how they work, and if they have a certain way of 
working through strategic choices, brainstorming options and then action planning. We take that into account, but we do 
have our own methodology that we deliver in a very hands-on way, so it is a little bit more work for the client in terms of 
teeing up their own resources. Throughout the process, our team members are actually building out the future plans. As 
Brad talked about the heart component, we have already created a core group of key change agents through the process, 
so secondly we have enabled them with some skills through the process. Our work is very educational, and we give them 
tools by which we do the work. In terms of the implementation, we do a lot of prototyping in our work, so we de-risk those 
solutions by being able to take things that are more cerebral and bring them in to reality, whether that is a physical 
prototype, something on paper, or it is actually a digital prototype. We get feedback on that, and then we work with our 
clients to develop road maps in terms of breaking down something that people get hung up on in terms of how do we 
bring this to market. We will work with our clients to think about the different work streams that need to happen and the 
sequence of events, and we will even go so far as to help them build business cases and support them in getting the 
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funding for those ideas. If they invite us in to actually help them execute the idea, all the better, but we are really about 
building implementable solutions. Because Brad and I are former practitioners ourselves and business leaders, we 
understand where some of the downfalls are in terms of making that happen. The three things about having a core team 
that is one, invested in their work, two by prototyping and de-risking, and three having some type of implementation plan, 
we find that much of our work sees the light of day with our clients.

CEOCFO: Would you tell us about Reve Academy?
Mr. Von Bank: It is an out of school program that provides pathways to digital careers. It serves youth primarily in North 
Minneapolis, which is a challenged part of our city. We serve 80 percent of our students who are on free or reduced lunch, 
and over 90 percent are diverse. We start with our base program that teaches them how to build a website, and then they 
progress on to more advanced curriculum around HTML, content management, creative tools like Photoshop and 
InDesign, and Design Thinking. There is a number of more advanced modules that help enhance their understanding, and 
then we have two student-run businesses. One is like a mini agency that we call Reve Dev and that is where the students 
are hired to build websites for paying clients. The other is Reve Retail, and that is really focused on creating urban youth 
brands. Students create the business plans, marketing brands, design those urban youth brands, and then they market 
them through pop-up stores, ecommerce stores and social media. That gives the students a chance to earn money and 
actually apply their skills, and it ultimately creates a new generation of digital talent for companies in the state and beyond. 

CEOCFO: Why is that important for the company or for both of you?
Mr. Von Bank: I think it is important on a number of levels. For Minnesota companies, it is a global economy that is in 
many ways powered by the digital revolution. For many Minnesota companies, we know that the single biggest need in 
their organization is digital talent. That could be engineers, programmers or creatives who are building out the 
experiences. It also means that their merchants need to understand a multi-channel retail environment. It is really 
important for business here to stay competitive. It is important from a local perspective because Minnesota is amongst the 
worst in the nation with regards to the achievement gap and is the worst in the nation as it pertains to the unemployment 
gap. Our demographics are changing quite a bit. It is important that we get better at preparing our youth for future 
opportunities, and on a personal level I think it is really important because we have been involved in North Minneapolis for 
almost 15 years, we have helped build other programs, and this one is particular near and dear because we know what 
opportunities there are in the marketplace. Rather than go to suburban schools to create it, we said that we want to stake 
our claim right in North Minneapolis. We want to work with kids who are often viewed from a liability lens and apply an 
asset based lens to that. We want to believe that they can lead us into this future and give them the opportunity and have 
enough belief in them to hold them accountable. It is amazing what they have done, so we have gone from six kids in a 
conference room three years ago to over 1,000 kids this year who will go through the program. It has been very exciting. 
Ms. Pardue: We are co-located here in North Minneapolis, so our for-profit company, Reve Consulting, and the academy 
are different legal entities and different physical spaces, but we are actually in the same building. When we started the 
company, we had a hypothesis that there were other people like us who wanted to give back directly to the communities 
that they served. Part of our value proposition is that our team members can share their skills with Reve Academy 
students to help enrich the next generation of talent. It was important for us to create something that had a focus on 
turning the great work of consulting into the good work of changing lives. Our team members want social impact beyond 
some of the more traditional corporate social responsibility focus. Something more hands on, little different and a little bit 
more bold in terms of how we are impacting social change.

CEOCFO: Put it all together for our readers. Why choose Reve Consulting?
Mr. Von Bank: We help companies grow, and we have a proven track record working alongside them to not only come up 
with those growth solutions but also create the cultural change needed to make sure they are implemented and sustained 
over time. We do that in such a way that not only is there great ideas and buy in, but there are capabilities built along the 
way as evidenced by net promoter score to actually measure our effectiveness, and we have an average of 9.5 out of 10. 
That is an NPS of 100 percent, which is really unheard of. It is the best in class, and along different industry lines Apple is 
about 70 percent and Amazon is about 70 percent. We are really proud of that, and we put a lot of work and effort into 
ensuring that we do work at a very high level of quality. We make certain tradeoffs along the way. We will turn down work, 
and we will make certain choices to hold that very dear to us so that when someone asks one of our clients if they would 
suggest, promote or recommend us, that they will without hesitation be big promoters of ours. We feel like we have done 
that, and it is vital to our ongoing growth. It is more important that any growth metric that we have, and it is very central to 
our work.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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