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It's Human Behaviour,
Not Rocket Science:

Few things are as misunderstood, overblown or undervalued
as brands. Talk to a guru and you get buried in his ‘How to” books
full of clever new names for common sense. Talk to an adman and
brands become secular icons imbued with deep meaning or deserving
of love. Talk to an average Westerner in the street and all he or she
sees is a symbol.

I'm certainly not suggesting branding is smoke and mirrors. In an
age of consumerism, competition and commoditisation brands are
many companies’ lifeblood — the means of differentiating and adding
value. It's the confusion-generating, mumbo-jumbo wrapping around
branding | have a problem with.

| strongly suspect the desire to mystify rather than simplify notions
about branding has financial roots. Browse through any business
bookstand and you can see there’s a dollar to be made in anything
that vaguely smacks of breakthrough thought. And there’s nothing
like a juicy bit of ‘new theory’ to drag punters from your book to your
business offering.

In essence, brands are no more or less than the collective emotional
attitudes of your customers towards your product, service or your
company. The logo is just the tip of the iceberg — one small visual
expression of your brand. Assuming consistent quality is there, if
you successfully differentiate your offering, tell an engaging story
and have the right internal culture, you can generally build a pyschic
premium for your brand over time. That effort can equate to improved
market share, healthier mark-ups and increased business viability.

The heart of branding really lies in understanding people
generally and your customers specifically. Resisting the urge
to pigeon-hole or find formulas and instead appreciating your
potential customers ‘wants’. You need to have an empathy
with, and an instinct about, people.

When it comes to communicating with people, the proliferation
of media is an ever-expanding universe. A hit mind-boggling to
a generation raised on the familiar staples of television, print
and radio. Comfortable cruising for the more nimble new breed
of consumers. To an increasingly savvy and skeptical audience,
the bulk of conventional media advertising can start to seem
like loud wallpaper. Something you learn to live with but don't
like very much.

For all the technical and visual wizardry now made possible, there
is an unmistakable desire for people to be more intimately and
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physically connected. A mantra of commercial radio, as | recall,
was to give the impression of talking to your audience one-on-one.
Now, phenomena like reality TV, The Internet, YouTube and blogging
make this individual and interactive engagement possible. For the
participants, this really is about ‘me’.

The high and increasing numbers participating in the so-called new
media can be very seductive. But it's a bit like selling your wares to
China. The sheer scale is enticing but if you don't fully comprehend its
special characteristics you can rapidly lose your shirt. The interactivity
and viral nature of most new media means its adherents can just as
easily sing your praises as collectively crush you with brutal honesty.
So integrity, astute tailoring and open dialogue are musts.

In addition to the more open forum created by new media, we
see more people wanting to buy things with product credibility
— an accompanying rationale to satisfy an environmental
or health concern or simply to ease their consumption
conscience. Consumers are also getting a bit more circumspect
about the more blatant luxuries. By way of example, the new Louis
Vuitton stores just being opened in Europe are incredibly understated.
The idea of “understated luxury” and how to communicate this to the
audience is an interesting challenge.

As brand strategists, we are continually fascinated by ways in
which people’s hearts and minds are captured. At BRR, we are great
believers in storytelling. Why? Because in this highly visual world,
slick images can flick the surface like summer mayflies and often lack
any real penetration or memary retention. Simple, engaging stories,
on the other hand, have been around since the dawn of civilisation
but still retain the power to connect. Done well and accompanied by
powerful complementary imagery they have a way of ‘speaking’ that
resonates with universal audiences.

It's tempting to think that because the world is increasingly wrapped
in complexity that the way we interact with each other needs to be
similarly complex. In fact, cut-through with your internal or external
audiences will largely hinge on how well you respond to basic human
dynamics. If you're in any doubt about this, just pay a colleague or a
customer a simple genuine compliment.

VISIT WWW.BRRLTD.COM ‘ 2 ‘




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


