


The 8 things smart brands do that
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Throughout the years | made mental notes of brands that made impressive
smart moves and brands that did things that turned out to be incredibly

dumb. Hindsight is 20/20 as they say, and it provides a gold mine of
experiences we can learn from.
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marketing everything from staiips tolarge
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of the smartest marketing brains in business. D
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| collected what | have learned about the good
and the bad of branding into a list of 8 things
GKFG aYFNI oNYyR&a R2 NJ y |
You can learn about them here, with rddé
examples of both smart brands and dumb brands,

soyou can apply decades of knowledge to your brand today

Not only that, | have an exciting free offer for you.
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REVIEW and a practical plan for growth. Simple. A fresh pair of eyes on your
products, services and brand might be all you need to shed some light on
gKI0Qa K2f RAy3 @2dz 6F Ol @

Book yourself # REE BRAND REVI®i#h me using the Calendly link below,
IyR £SGQa t221 |d 6KSNB echandV\NrBouy ;21
gKIFGQa ad2LIIAy3 &2dzdp ¢KSNBQa y?2 f
if you want to, we can work on creating a brand strategy to get you there.
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Book your FREE BRAND REVIEW

https://calendly.com/steveballantyne/free30minutebrandreview



https://calendly.com/steve-ballantyne/free30minutebrandreview
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Evolve to survive

We live in a world of constant change. We have all had to learn to adapt to
unexpected sweeping changes to the way we work and live.

It is no different for brands.

¢C2RIFI2Q&4 OoON}YR&a IINB y2i0 asSi Ay aidz2ys
enforcement of 10page brand manuals. Communicating the same message
with rigid consistency across channels is a remnant of old thinking, when
standardisation drove progress.

Now, brands must adapt and evolve in order to thrive. Fluidity is key to
adzNIA QI t & ¢2RII&Qa 0Odzad2YSNAER SELISOG |
with agility across a range of digital and social channels to deliver it.

LT GNXYRAGA2YIEf ON}XYyR& INBE FAESR fA71!
shapeshifters. As we have seen in recent times, what statues are perceived to
represent can change over time, resulting in their destruction. Shapeshifters,
however, adapt their physical shape as needed for the situatemd can

even achieve immortality, like Hyacinth shapeshifting into a lily in Greek
mythology.

LOQ&a AYLRNIFYyOG (G2 NBO23IyAasS GKFG L
to please every audience. Consumers today will quickly see through
disingenuous token messaging. Your brand must be strongly grounded in your
core principles and elements and communicate them authentically.

SMART BRANICIty of Melbourne

The rebranding of the city of Melbourne embraced the concept of
adaptiveness beautifulfyDesigning a brand for an entire city is a challeqgge
there are a multitude of services, programs and activities that are
represented by it, not to mention politics. It must unite the diversity
represented in the city.

Melbourne focused on diversity as the core of their branding. The result is
that the new brand is adaptable to each sector that uses it. It is flexible and
open to creative interpretation, allowing for unlimited growth into the future.
It says Melbourne is vibrant, growing, and future focused.



l'd GKS KSIENI 2F aSto2dz2NYySQa o6NF YR A
expressed in a range of different colours and textures to represent the
RAGSNBEAGE YR SYySNHe& 27F aSftoz2dNYySQa

SMART BRANMAD "..

The Museum of Arts & Design (MAD) in New York
rebranded with a new logo that could appear in
different ways, reflecting theliversity, creativity and
inventiveness of artists.

The geometric logo represents the design of their i
building and their location on Columbus Circle, while ER¥E5E
using varied patterns of objects to transform the logo
depending on the occasion and the context in which
the logo was being used.

The designers built an entire alphabet with these
shapes to echo the brand. The branding indicates
reinvention and transformation, hallmarks of art
and design.




DUMB BRANRQ Toys R Us

At one time, Toys R Us seemed unstoppable. Every kid in America dreamed
2T NHzyyAy3a FTNBS Ay GGKS oA33Sad aGze
my American colleague recalls, nogalisingwhy her parents would never

take her and her siblings to one). They knew how to draw kidshir

flagship store in Times Square had a$ifse Barbie Dream House, afodt

Ferris wheel and an animatedRex3

They were a huge success, until
iKSe FIAEtSR G2
expectations of easy online sales
with convenient and personalised
AaSNBAOS® ¢KS adz
already outdated when they failed
to adapt, and they were quickly
trampled by the fast services of
slick clickand-buy companies ready
to snap up their customers. 70 years
of operations disappeared.

Qx

The company plans to make a
comeback in 2022.

KEY TAKEOUT FROM THIS CHAPTER:

Evolving your brand is critical to survival. To do it right, you must engage
your customers. Because today, your brand is what your customers say it is.
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Your brand
IS a story
unfolding
across all
customer

touchpoints.

Jonah Sachs






Hero your customers

Many brands take their purpose, values and product and broadcast it to the
g2NI R K2LIAY3I GKSAN YSaal3as tlyRrRa 2
Focusing on what you can give your customer is thinking from the inside out.
Rather, you have to think from the outside-innderstand your customers

YR 1y2¢ 6KIFIG AG Aa GKSe gFyidod | 2dzNJ
about what you think is important, but what is important to them.

Before you run off and organise surveys and focus groups to understand your
customers, think about this: does studying animals in the zoo give you the
best insight into their natural behaviour? Hardly. Animals that liveowsare

used to people, are fed regularly and do not behave the same as animals in
the wild. So why study people in that way? Enticing someone to take your
survey for a prize or participate in a focus group for a few bucks is not the
same as seeing how your customers actually behave when shopping around.

DSGO Ay @2dz2NJ Odzali2YSNEQ aK2Saod +AAaAd0
@2dzNJ Odzali2YSNER aK2LJ {SS gKIO Aa 2|
snoop around Facebook Groups. Do research where they would do research.
52y QiU 2dzald GKAychetiem] S &2 dzNJ Odza G 2 Y S NJ

Go beyond the obvious demographics and find the emotions that drive
0SKI@A2dzNI®d 2 KIF G I NBE &82dz2NJ Odzad2 YSNAQ
already tried? What does your customer need today that you can deliver?
SMART BRAN{Dove ﬁ
The Dove Real Beauty campaign i % e )i f\ \
a prime example of heroing your N o/ i ,
customer. They did the opposite ‘ N
of what other beauty brands dg
which is show impossibly perfect
women with perfect skin, perfect
hair, perfect makeup and focused
on who their customers really are.

¢CKSANJ OdzaG2YSNE INB NBFf LIS2LX S5 gA
they based their messaging on. Women of all ages, sizes, and colour are
shown for their uniqueness and empathised with by a brand that proved they
recognise them for who they are.



SMART BRAN®Netflix

{2YS 2F @&2dz 62y Qi NBYSYO0SNI Gokdarietvicad dzi b
You created a list of movies you wanted to watch, and they mailed a DVD (or a few,
depending on your subscription). When you finished watching, you popped the

DVD back in the envelope, dropped it in the mail (the removal of late fees was
revolutionary!), and Netflix sent the next available movie on your list to you.

LYF3IAYS AF GKSe& KIFIR adGdz01 ¢6AGK GKA& LI
movie to arrive in the mail these days. Wisely, they stayed in tune with what
customers wanted. In the 2010s Netflix had to market to an audience that grew up
with instant access to information at their fingertips and they responded with on
demand streaming.

CKSANI 23248 NBFESOG OGKSANI 60SIAYYAyIa |
their presentday ribbonrinspired N, friendly across platforms.

N/I;I_;:LIX.(IOM' N ET F I. | X NETFLIX .

BOOK A FREE BRAND REVIEW SESSION

After reading the book you can apply the principles to your business
e2dzNBSEF Ay @2dz2NJ 2gy 3I22R GAYSo . d
LQf f KSfL) @2dz [ LILX & GKS LINAYOALX Sa
a FREE 30 MINUTE BRAND REVIEW viaTAusmoweipacked session
will help to reboot your brand and create a plan for growth.

| SNBEQa ¢ K $duByoer 8edzioiO | y



https://calendly.com/steve-ballantyne/free30minutebrandreview

DUMB BRANIQ Blockbuster

It almost goes without saying that where Netflix shined by heroing their
customers, Blockbuster absolutely ignored them. In 2008, the CEO of

. f£2010dzaGSNJ 61 a 1ljd20SR Fa alreéeAiay3da (K
aONBSYy Ay SN¥@ do2ufmen@® ¥epd8sitHatBloeklyudigr

passed on the option to buy Netflix because they thought their market was

too niche.2Ouch.) The world was evolving, customer demands were

changing, but Blockbuster stuck by their traditional biacid-mortar stores.

LO RARYQUO (GF1S f2y3 0STF2NB Odzai2YSNI
They went from 9,000 stores to zefo.

BIRCKpugrep:.
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KEY TAKEOUT FROM THIS CHAPTER:

You are not Luke Skywalke@ 2 dzOQNB | f A RIAdG & 2 dzNJ Odza { :
identify their problem, and guide them to your solution.

References
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Smart brands
focus on being
different.



Disrupt the status quo

So many brands implement the same sort of thinking over and over, from
customer service to marketing and everything in between. They look to what
other people are doing and replicate it.

A smart brand goes against the grain. They see things differently. They ignore
popular opinion and disrupt the status quo. What are you willing to do that
@2dzNJ O2YLISOUAGAZ2Y AayQiK 2KIFG LINROE S
customers?

¢C2RI&>Y O2YLISGAGA2Y Aa 3Jt20lfX YR Al
success hinges on having the courage to resist the obvious strategy of doing
what everyone else is doing, and instead steer your own course.

| KIy3aS @&2dzNJ F2 Odeaf RPESAFHY P2P68ady.

One of my favourite narrative strategists is Andy Raskin. He talks about
WEGdadrOlAy3a GKS 2fR 3FYSQ YR Wyl YAY:
N} LAWR OKIy3aSs |yR @2dz OFy fSFR &2 dzNJ
I YSPQ ¢l 1S OKINHS® . S | clhieh makdzolir S N3p
own category.

The point is that to stand out, you must be different. Not beitetifferent.

My book Radically Different shares my strategy for differentiating
your brand. It is free to download at www.brandig.co.nz.

SMART BRANADLiquid Death
G52y Qi 06S a0l NBR® L

P

Bottled water is pretty boring, right? Well,
Liquid Death put their water in a can and
3 3S AG | OdzNA 2 dza

Ad aid2 YIS LIS2LXx S
them to drink more water more often, all
GKAES KStLAY3I G2 A

y

¢KS®& LINPYAAS a5SHk 0K
aluminum is infinitely recyclable, and
plastic is a permanent problem.
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They donate a portion of proceeds to
non-profits fighting plastic pollution and
giving people access to clean drinking
gl GSNI ¢KSANI adl ff€
in 12packs, like a case of beer, with
artwork on the bottom of the box.

Their shopping cart icon is a tiny coffin.
¢CKSANI aldzy1a | YR
opposite of the serene and healthy
image of most water brands. Everything
these guys are doing is disrupting the
status quo of bottled water marketing.
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SMART BRANZLNk Hotel

Think about the last time you stayed in a hotel. The experience is pretty much
the same everywherg a clean room, standard toiletries, neutral décor. One
place is like the next. Location and price are the only real differentiators.

CKIFIiQa ¢gKé L gAftf ySOSNI F2NHSG GKS
The building was the former home of a Dutch newspaper, and its history is
embraced in every aspect. The whole theme of the hotel centers around
stories. The lobby walls feature typeset letters. The walls of the rooms have
hand-drawn maps of the city, with notes about special locations. There are
interesting antique objects, each with its own story behind it. They deliver an
experience unlike any other hotel.

13



DUMB BRANDS

Really, they are everywhere. So many brands just copy each other. Entire
industries are bland imitations from one brand to the next. Look at retail
clothing for example. The same experience is delivered in every store.
Restaurants. Coffee shops. Your eye doctor or dentist. One is much the same
as the next.

The tech world gives us brands that are incredibly successful and great
examples in many ways, yet they offer virtually the same products.

Smartwatches, smart phones, and tablets that are basically copies of each
other, offering the same functionality. Take personal home assistants: Amazon
was first with the Echo. Then came Google Home. Then, Apple released Home
t2R® L OSNIIlIAyfé& g2dzZ RyQid OFff GKSY
Is undying customer loyalty.

Unless your brand is as big as Amazon, relying on loyalty to be successful is a
dumb brand move.

KEY TAKEOUT FROM THIS CHAPTER:

Instead of focusing on what your competition is doing, focus on being
different. Create a league of your own and own it.

BOOK A FREE BRAND REVIEW SESSION

After reading the book you can apply the principles to your business
e2dzNBSEF Ay @2dz2NJ 2gy 3I22R GAYSo . d
LQf f KSfL) @2dz [ LILX & GKS LINAYOALX Sa
a FREE 30 MINUTE BRAND REVIEW viaTAusmoweipacked session
will help to reboot your brand and create a plan for growth.

| SNBEQa ¢ K $duByoer 8edzioiO | y
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Embrace radical honesty

¢C2RI2Q&4 O2yadzySNE | NBYy Qi AYLINBA&ASR ¢
that the businesses they choose to buy from are in line with their values.

2 KSNF 22dzQNBE a2dzZNOAYy 3T & 2dzNJ LINR RdzO
what your brand stands for, need to match their ethics.

¢2 gAY (2RIFeéQa O2yadzyYSNBR>X @2dz Ydzal «
brand as an open kitchen in a restaurant. Let your audience see everything.

That might sound scary, but it is necessary. Social media has opened up

everything to public scrutiny like never before. If your brand appears to be
hiding something, your story will be told for you by the judging eyes at the
end of the keyboard.

A study a few years back revealed some interesting stats about consumers,
transparency, and trust:

70% of consumers do extra research into the companies they buy from
78% say brand transparency is very important

73% would pay more for a product that offers complete transparency
94% are more likely to be loyal to a brand that offers transparency

Being transparent builds trust, and trust builds lifelong loyal consumers.

How do you create transparency? Establish your brand purpose and stick to it.
Share what you stand for, and your vision for the future. Be open about how
you got to where you are today, both the high and low points. When you

make a mistake, own up to it. Radical honesty lets people know that you are
human, getting attention for the right reasons.

SMART BRAN®Lush

Cosmetics brand Lush stakes their success on radical transparency. Their
buying team of 15 staff act as investigators, traveling the world to ensure their
supply chain matches their commitment to ethical ingredients. For example,
in 2014 the company from which Lush bought mica (a glittery mineral that
adds shimmer) was sold, and reports came out that mica mines were using
child labour

16



The new company would not allow
the buying team access to their
facilities. Lush removed all mica from
their products, eventually finding a
synthetic mica to substitute.

L

- <
They were publicly open and honest | f=s= N/
about every aspect of their effort to e omgmmp
ensure transparency in their supply L°*~N§;’3§jo’{éj:§v°is
chain. For further transparency, 0 SR
every Lush product is handmade and =

features a sticker stating who made

the product and when (with a secret
message underneath). Lush ensures
consumers can be confident that they are a brand to be trusted.

SMARTBRANIL 2 YA Y 2 Qa

. SAY3 UGNy yaLlk NByd AayQit 2dzad | o2dzi
52YAy2Qa LATITI KFER I GSNNAOfS NI LIzl
aStf LIS2LXS 2y F WySg YR AYLNROSRQ

GKSANI / 9h &al@Ay3as a2SQNB a2NNE 2dzNJ
intrigued, perhaps touched by their human approach, and sales soared. In

' Yy203KSNJ Ayaidl yOSs -ime uiflitefed Cestiews ek th&lrO | & |
OdzaG2YSNBR 2y | oAffo2FNR Ay bSs 2 NJ
to radical transparency.

5

'
ycD

AIn’e TDAP Wl | “My order was made
nvo "\ﬂvl‘l' jList as I ordered.”

- Matt M - New York, NY
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DUMB BRANRQ Nike

Years ago, when news broke
that Nike used sweatshops to
create their athletic shoes andf
apparel, it hit the brand hard. &
It took Nike a few years, but
they eventually publicly
disclosed their factories and
set to improve working
conditions. However, in 2017
Nike refused to allow labour rights experts to assess their factdries.

Universities who had contracts with Nike for licensed apparel requested that
G§KS bDh 22NJ SN wA3IKiGa /2yazNliAadzy O2
suppliers, but Nike said no. The message this lack of transparency sends is tha
Nike cannot be trusted when it comes to claims about their supply chains and
working conditions. Students organised protests. Universities cancelled
contracts. Demonstrations took place in 12 countfidstook Nike two years

to allow independent monitoring of their supply chain by WRLpositive

move, but one they only made when forced by a global campaign.

KEY TAKEOUT FROM THIS CHAPTER:

5FtFA [lFYlF alreay a! tFO1 2F OGN
aSyasS 2F AyaSOdaNRAR(iedé ¢2RIFI&X oNIY
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Make it easy

0SS KINRSN GKIy O2YLX SEY
Sty 2 YIFI1S AG AAYLIE S .
@ 2dz O$teyfeldb® OS Y2dzy (il Ay a ¢

G{AYLX S Oly
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3SG GKSNB:Z

2 KSY 6S IINB FEt22RSR 6AGK AYyF2NNIFGA2)
Our overwhelmed brains seek simplicity. Making choices takes time and
effort. It brings up feelings of anxiety and fear of regret.

You might know someone who sits down to watch something on Netflix but
spends an hour browsing and ends up not watching anything. This is the
paradox of choice. They probably end up watching something on regular

G6St SOGAEAA2Y LINPINY YYAYy3I 2dzaG o06SOIl dza S

Brands that deliver with simplicity win, time and time again. Siegel + Gale
surveyed tens of thousands of consumers worldwide to present a Global
Brand Simplicity Index. Here are some of their findings:

64% of consumers will pay more for a simpler experience

61% are more likely to recommend a brand because it is simple

62% of employees at simple companies are brand champions, compared to
20% at complex companies

How do you embrace simplicity? By offering the simplest solution to resolving
@2dzNJ Odza U2 YSNBEQ LINRPofSYaod al {S RSOA:
customers what they want, when they want it, in the easiest way possible.

SMART BRANDApple

When Apple was developing the first iPod
Steve Jobs wanted to be able to getto a
az2y3d Ay o OftAl0lao ¢
care about the complex process behind
the scenes. It needed to be as simple to
use as possible.

CKAA OUKAY1lAYy3 AYyFidzsSYOSR ! LILX SQ&a Sy
bringing order to complexity. When most electronic gadgets were black, Apple
went with white for a pure, clean look.
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¢CKS LI O1F3IAYy3a 2F | LIIJ SQa LINRPRdzOO & A
you on its features. The boxes are easy to open and reminiscent of opening a
gift. When you buy an Apple product, it comes with just the essentials you
need to get started no wordy manual or extra cords and adaptors. Every part

of the Apple experience is focused on simplicity.

SMART BRANOBrandless

N} YREf SAaQ LINRPRdzOGa FFNB LI O1F3ISR GAl
branding. The Brandless product range features household and food items
that are organic, nottoxic, and crueltyfree. They research every product to
RSt AGSNI 6KS a32fR adlyRFENRE AYy gKI @
only one option for every product, because they have chosen the absolute
0Sald 2yS F2N) e2dzd bSSR (2A€tS4 LI LISNJI
one kind of dish detergent. They have embraced simplicity to offer their
customers the easiest experience possible.
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DUMB BRANRQ Yahoo

When they launched in 1994,
Yahoo was the gto search engine
for internet users and charged a
premium for advertisers to place
ads on their site. But the company
RARY QU F20dza 2y
as it was only 6% of their income
stream at that time.

A

P K22038 LlzN1J]2 &S ddwere iy & se@dh Sdmpanye a tdels F
company, or a media company? When Google entered the scene with its

Of Sy F20dzaSR dzaSNJ AYiSNFIOS AG ai;
have to deal with flashy banner ads and could get what they wanted in a
simpler way.

Yahoo still exists as a mix of products and still features annoying ads and a
Of dZzi G SNBR K2YSLJ IS GKFdG OFGSNR G2 Gl
stick with it out of nostalgia or fear of change.

KEY TAKEOUT FROM THIS CHAPTER:

In a complex world, simplicity wins. Save your customers time and
energy by making everything as easy for them as possible.

References

1. Siegel + Gale. (January 2017). Realize the power of simplicity. Retrieved September 26, 2021,

from https://www.siegelgale.com/realizéhe-powerof-simplicity/.

2. JVG. (31 August 2012). How Shazam stayed on top by reinventingtitéedf. Retrieved September 26,

2021, from https://venturebeat.com/2012/08/31/shazagvolution/.

od t SNBT X {® 6um ! dzAdzAG wvampod {KIFITFY RIFEGF A& LRé
50. Retrieved September 26, 2021, from https://techcrunch.com/2019/08/20/shalzdadis-poweringapple
musicsnewestchartthe-shazamdiscoverytop-50/.

22



Smart brands
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trend shifts.
They start
them.
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Walk the talk
G2 KFd @2dz R2 alL)SlF1a a2 f2dzRte 4GKIQ

¢CKS 02@0S jdz20S Aa FGONAROGdzOSR G2 wlh
put it exactly in those words, the sentiment remains.

People are bombarded with thousands of marketing messages every day. And
GKSe I NByQld ftAaGSyAy3a G2 GKS YI 22 NA
believes them anymore. The fake news world we now live in has led most of

us to be suspicious of what we hear. Social media is filled with misinformation
that makes it difficult to know what is true anymore.

What speaks to people? Actions.

,2dzNJ F OGA2yAa YdzZad LINRPOARS LINRP2F 2F ¢
people care about, not what you say.

Smart brands focus on practical ways to help customers. To stay relevant, you
YdzaG 0SS LINZIF OGAGS Ay YS$acklymhouwr 2 dzNJ O
current changing landscape. It is more important than ever to be empathetic

in your actions and authentic in your approach.

LiQa ¢oKIFG @&2dz R2 GKFdG gAatft YIS |y .
SMART BRANDIOMS Shoes

Blake Mycoskie was travelling Argentina when a chancerruvith a woman
volunteering on a shoe drive changed his life. He travelled with the woman
and her group and became aware of the-faaching effects of kids not

having shoeg like infections and sores that prevented them from going to
school or even getting watey and the problems her organisation had with
getting donations to match the sizes and quantities needed. He felt compelled
to help but knew another shoe charity was not going to be a-kemngn

answer.

Blake used his entrepreneurial experience to come up with the idea of a for
LINEFAG O2YLIye (GKIFIG KSELISR GK2aSsS Ay
aK2Sa G2RlI&3X 3IAOS FEvdrgtimdSoriedne BokightSa  ( ;
pair of TOMS, a pair would be donated.
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This would ensure a constant flow of donatiangather than relying on
people to donate to charity, he could make people feel good about a purchase
for themselves that helped someone else.

He found some artisans that were willing to try making his adaptations to the
traditional Argentinian footweaalpargatas Blake altered them to suit the
American market, making them more durable and stylish. He took 250
samples to America. People fell in love with his story, and he soon had more
orders than he could handle. Aftéfogueran an article, celebrities started
buying his flat, comfortable canvas shoes.

2 K& OF tf f (I Be¥n playing dréinddvith the phrase "Shoes for a
Better Tomorrow," which eventually became "Tomorrow's Shoes," then TOMS.
Now you know why my name is Blake, but my shoes are TOMS. It's not about
me. It's about apromisel 6 SUGSNI (12 Y2 NNR g DE

TOMS Shoes is a penultimate example |
of letting your actions speak for your
brand. It was his story that sold his
shoes and enabled him to deliver on
his promise- making a tangible
RAFTFSNBYOS Ay LIS2L
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DUMB BRANDBP

GDNBSYy gl aKAy3IéE Aa GKS GSN¥Y dzaSR G2
company appear more environmentally friendly than their actions prove them

to be. Recently, BP altered their image to appear committed to addressing
climate change issues, but the core of their business still relies on fossil fuels.

/ KFEFy3aAy3a GKSANI yIFYS FNRY . NRGAA
lye2yS® ¢KSANI FRa OfFAYAYy3 G2 a
were called out by environmental lawyers for misleading the public.

The lawyers compared them to f—
the tobacco industry, saying

_ _ 9% EnergyCorp
their ads would need warning ¢
labelssimilar totobacco Advancing
products, like in the image Lol Possibilities

on the right. v We're working to

E= make energy cleaner >
a2NB (KIyYy dcz 2
spend goes to fossil fuels and
just 4% to lowcarbon energy.

Fossil fuels cause |
climate change

2 KIG GKSe& ¢SNBE = e " | =8
match what they were doing. ‘ ;

KEY TAKEOUT FROM THIS CHAPTER:

Actions really do speak louder than words. Make sure your actions
aeAy fAYS GAGK &2dzNJ 6N} YRQa&
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Forget the facts

Stories are over 20 times more memorable than fdcts.

When we hear a story, multiple areas of our brains are activated that bring us
into the story as if we experienced it ourselves. Neurochemicals are released
that cause us to pay attention (cortisol), feel empathy (oxytocin), focus and
retain information (dopamine) and enjoy the story (endorphins).

Our brains are wired for stories2 dzNJ | YOSAG2NARQ & dzNIA O

CrOoda IINB FT2NBSOGUGlIO6fST &2 LWzZaKAYy3I @&;
days, we are oversaturated with marketing messages in a world that allows
for less and less of a human touch.

Smart brands lead with story that shows their human side. Your story
differentiates youg no one else has the exact same one! Your story can share
your challenges and successes, your reason for being, the effect you aim to
have on the world. Communicate what you want to be remembered; foot

K2g @2dzNJ LINPRdzOO Aa oSUOGSNI dKIy GKS

Storytelling allows us to make emotional connections and develop trust.
Unless no one else in the world has the same product attributes as you, you
need a story that is bigger than your product.

SMART BRAND dzNJi Qa . SSa

Skin care has got to be one of the most flooded markets. Consumers are
overwhelmed with choices, from global corporate giants to local artisans.

| 26 R2 @2dz YIF1S Iy AYLNBaairAz2yK 2A0K
their endearing story on their website:

LG ¢l a G0KS adzYYSNI 2F Qyn FyR alAyS
ride home (back when you could still do that sort of thirfEyentually a bright
yellow Datsun pickup truck pulled over, and Roxanne instantly recognised Burt
Shavitz, a local fella whose beard was almost as-kvelivn as his roadside

honey stand.Burt and Roxanne hit it off, and before long, Roxanne was
YF1{Ay3 OFlyRtSa 6A0GK dzydzaSR 6+ E FTNRY
GKSANI FANBRG ONI T4 FI A NJ Proty dukpicigus | & S|
beginningcg but just the beginning, all the same.
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Burt Shavitz,coF 2 dzy RSNJ 2 F . dzNIiQa 06SSa

b2g (GKA&A O2dzZ R NBIR a2YSGKAYy3 tA1S
started making candles from beeswax and within a year had sold $20,000
G2NIKDPE {SS (KS RAFTFSNBYOSK ¢KSANI 2]
gK2 YSG dzLJ F'yR AGFNISR Iy 2NEHFYAO &
Y6 0dzNB¢ Sy Ol LJadz | 0Sa (KSA RIt@dsdedizSa |
away a few years back and Roxanne has since sold her shares, but the story
LISNEAaAGad® . dz2NIQa AYF3IS Aa adAatt dzas
touch to the products.

Dove (again)

520S0a wSkft . Sldzie OFYLIAIYy G§Stfta |
people of all shapes, sizes, and ethnicities in their advertising, they tell a story
GKFG O02YYdzyAOFGSa GKS o6NI}YRQa QI t dzS:
not some flawless ideal. They are not here to just sell soap but to enhance the
selfesteem and confidence of all women to enable them to reach their full
potential. The grace with which they communicate this message gives it
authenticity.

Recently, they unveiled Project #ShowUs to invite people to create a photo
library that destroyed beauty stereotypes for women and +imnary people.
Their welltold story hits home with consumers (they are the #1 preferred
soap brand in the US) with an impact greater than the product features of a
bar of plain white soap ever coutd.
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DUMB BRANRQ Pepsi

Brands have to balance telling stories with a human touch while being
authentic and hitting the right tone. Pepsi recently ran a campaign that was
meant to tell a story of global unity and harmony. The campaign featured
Kendall Jenner leaving a photo shoot to join a protest, and when the
protesters meet a police blockade she steps out of the crowd and hands a
police officer a Pepsi. The crowd cheelfsooray, Pepsi made peace! Except

the way the ad was perceived backfired. The footage Pepsi used in their story
reflected recent news stories of altercations between police and protesters
around the Black Lives Matter movement.

Many saw it as making
light of a very real issue for
product promotion. It came
across as insensitive and
that Pepsi was trying too
hard to appear to celebrate
diversity. They pulled the
ad and issued an apology
FT2NJ aYAaaAay3
YR alLdziGAy3
WSYYSNI Ay 30K

KEY TAKEOUT FROM THIS CHAPTER:

Stories connect with people more powerfully than facts. Make sure
€2dzQNB GStfAy3a &2dzNJ ad2NE Ay
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Smart brands
speak thelr
own language.



