


The 8 things smart brands do that 
ÓĥÿÌ ÌĖÀĀÓĚ ÓĆĀ˫ġ
!ǊŜ ȅƻǳ ǎǘǊǳƎƎƭƛƴƎ ǘƻ ƎǊƻǿ ȅƻǳǊ ōǳǎƛƴŜǎǎΚ ¸ƻǳΩǊŜ ƴƻǘ ŀƭƻƴŜΦ

Lƴ Ƴȅ ол ȅŜŀǊǎ ƛƴ ǘƘŜ ƛƴŘǳǎǘǊȅΣ LΩǾŜ ǎŜŜƴ ƘǳƴŘǊŜŘǎ ƻŦ ōǳǎƛƴŜǎǎŜǎ ŎƻƳŜ ŀƴŘ ƎƻΦ 
Throughout the years I 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. 

LΩƳ {ǘŜǾŜ .ŀƭƭŀƴǘȅƴŜΣ ŀƴŘ LΩǾŜ ōŜŜƴ ƛƴǾƻƭǾŜŘ ƛƴ 
marketing everything from start-ups to large
ŎƻǊǇƻǊŀǘŜǎΦ LΩǾŜ ōŜŜƴ ƛƴ ōƻŀǊŘǊƻƻƳǎ ǿƛǘƘ ǎƻƳŜ 
of the smartest marketing brains in business.
L ƘŀǾŜƴΩǘ ǎŜŜƴ ƛǘ ŀƭƭΣ ōǳǘ LΩǾŜ ǎǳǊŜ ǎŜŜƴ ŀ ƭƻǘΦ

I collected what I have learned about the good 
and the bad of branding into a list of 8 things 
ǘƘŀǘ ǎƳŀǊǘ ōǊŀƴŘǎ Řƻ ǘƘŀǘ ŘǳƳō ōǊŀƴŘǎ ŘƻƴΩǘΦ 
You can learn about them here, with real-life 
examples of both smart brands and dumb brands, 
soyou can apply decades of knowledge to your brand today.  

Not only that, I have an exciting free offer for you.

LΩǾŜ ƘŜƭǇŜŘ Ƴŀƴȅ ōǳǎƛƴŜǎǎŜǎ ŀƴŘ L Ŏŀƴ ƘŜƭǇ ȅƻǳΣ ǘƻƻΣ ǿƛǘƘ ŀ Cw99 .w!b5 
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 
ǿƘŀǘΩǎ ƘƻƭŘƛƴƎ ȅƻǳ ōŀŎƪΦ

Book yourself a FREE BRAND REVIEW with me using the Calendly link below, 
ŀƴŘ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǿƘŜǊŜ ȅƻǳ ŀǊŜ ƴƻǿ ŀƴŘ ǿƘŜǊŜ ȅƻǳ ǿŀƴǘ ǘƻ ōŜ ςand work out 
ǿƘŀǘΩǎ ǎǘƻǇǇƛƴƎ ȅƻǳΦ ¢ƘŜǊŜΩǎ ƴƻ ƻōƭƛƎŀǘƛƻƴ ǘƻ Ŧƻƭƭƻǿ ǳǇ ǿƛǘƘ ŀƴȅǘƘƛƴƎ ŜƭǎŜΣ ōǳǘ 
if you want to, we can work on creating a brand strategy to get you there.

Book your FREE BRAND REVIEW

https://calendly.com/steve-ballantyne/free30minutebrandreview
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Smart 
brands are 
adaptive. 
¢ëÙĴ˫ĖÙ æúĥíÓ

not fixed.



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. 

¢ƻŘŀȅΩǎ ōǊŀƴŘǎ ŀǊŜ ƴƻǘ ǎŜǘ ƛƴ ǎǘƻƴŜ ƭƛƪŜ ǘƘŜƛǊ ǇǊŜŘŜŎŜǎǎƻǊǎΣ ǿƛǘƘ ŀƎƎǊŜǎǎƛǾŜ 
enforcement of 100-page 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 
ǎǳǊǾƛǾŀƭΦ ¢ƻŘŀȅΩǎ ŎǳǎǘƻƳŜǊǎ ŜȄǇŜŎǘ ŀƴ ŜȄǇŜǊƛŜƴŎŜΣ ŀƴŘ ōǊŀƴŘǎ ƴŜŜŘ ǘƻ ŘŀƴŎŜ 
with agility across a range of digital and social channels to deliver it. 

LŦ ǘǊŀŘƛǘƛƻƴŀƭ ōǊŀƴŘǎ ŀǊŜ ŦƛȄŜŘ ƭƛƪŜ ǎǘŀǘǳŜǎΣ ǘƻŘŀȅΩǎ ōǊŀƴŘǎ Ƴǳǎǘ ōŜ ŦƭǳƛŘ ƭƛƪŜ 
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 situation - and can 
even achieve immortality, like Hyacinth shapeshifting into a lily in Greek 
mythology.  

LǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǊŜŎƻƎƴƛǎŜ ǘƘŀǘ L ŘƻƴΩǘ ƳŜŀƴ ȅƻǳ ǎƘƻǳƭŘ ŎƘŀƴƎŜ ȅƻǳǊ ōǊŀƴŘ 
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 BRAND - City of Melbourne

The rebranding of the city of Melbourne embraced the concept of 
adaptiveness beautifully.1 Designing a brand for an entire city is a challenge ς
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.

3



4

SMART BRAND ςMAD

The Museum of Arts & Design (MAD) in New York 
rebranded with a new logo that could appear in 
different ways, reflecting the diversity, creativity and 
inventiveness of artists.2

The geometric logo represents the design of their 
building and their location on Columbus Circle, while 
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.

!ǘ ǘƘŜ ƘŜŀǊǘ ƻŦ aŜƭōƻǳǊƴŜΩǎ ōǊŀƴŘ ƛǎ ŀƴ ƛŎƻƴƛŎ ΨaΩ ƛŎƻƴ ǿƘƛŎƘ ƛǎ Ǿƛǎǳŀƭƭȅ 
expressed in a range of different colours and textures to represent the 
ŘƛǾŜǊǎƛǘȅ ŀƴŘ ŜƴŜǊƎȅ ƻŦ aŜƭōƻǳǊƴŜΩǎ ǇŜƻǇƭŜ ŀƴŘ ŜȄǇŜǊƛŜƴŎŜǎΦ 
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DUMB BRAND ςToys R Us

At one time, Toys R Us seemed unstoppable. Every kid in America dreamed 
ƻŦ ǊǳƴƴƛƴƎ ŦǊŜŜ ƛƴ άǘƘŜ ōƛƎƎŜǎǘ ǘƻȅ ǎǘƻǊŜ ǘƘŜǊŜ ƛǎΣέ ƛƳŀƎƛƴŀǘƛƻƴ ƎƻƛƴƎ ǿƛƭŘ όŀǎ 
my American colleague recalls, now realisingwhy her parents would never 
take her and her siblings to one). They knew how to draw kids in - their 
flagship store in Times Square had a life-size Barbie Dream House, a 60-foot 
Ferris wheel and an animated T-Rex.3

They were a huge success, until 
ǘƘŜȅ ŦŀƛƭŜŘ ǘƻ ŀŘŀǇǘ ǘƻ ŎǳǎǘƻƳŜǊǎΩ 
expectations of easy online sales 
with convenient and personalised 
ǎŜǊǾƛŎŜΦ ¢ƘŜ ǎǘƻǊŜΩǎ ōǊŀƴŘƛƴƎ ǿŀǎ 
already outdated when they failed 
to adapt, and they were quickly 
trampled by the fast services of 
slick click-and-buy companies ready 
to snap up their customers. 70 years 
of operations disappeared. 

The company plans to make a 
comeback in 2022.
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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.

https://landor.com/rebranding-the-city-of-melbourne
https://www.pentagram.com/work/museum-of-arts-and-design/story


Your brand
is a story 
unfolding 
across all 
customer 

touchpoints.
Jonah Sachs



Smart brands
think like 

customers.



Hero your customers

Many brands take their purpose, values and product and broadcast it to the 
ǿƻǊƭŘΣ ƘƻǇƛƴƎ ǘƘŜƛǊ ƳŜǎǎŀƎŜ ƭŀƴŘǎ ƻƴ ǘƘŜ άǊƛƎƘǘέ ŎǳǎǘƻƳŜǊΦ {ƻǳƴŘ ŦŀƳƛƭƛŀǊΚ 
Focusing on what you can give your customer is thinking from the inside out. 
Rather, you have to think from the outside in - understand your customers 
ŀƴŘ ƪƴƻǿ ǿƘŀǘ ƛǘ ƛǎ ǘƘŜȅ ǿŀƴǘΦ ¸ƻǳǊ ŎǳǎǘƻƳŜǊ ƛǎ ǘƘŜ ƘŜǊƻ ƛƴ ȅƻǳǊ ǎǘƻǊȅΦ Lǘ ƛǎƴΩǘ 
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 live in zoos are 
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.

DŜǘ ƛƴ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ǎƘƻŜǎΦ ±ƛǎƛǘ ǘƘŜ ǇƭŀŎŜǎ όǇƘȅǎƛŎŀƭ ŀƴŘ ƻƴƭƛƴŜύ ǿƘŜǊŜ 
ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ǎƘƻǇΦ {ŜŜ ǿƘŀǘ ƛǎ ǿƻǊƪƛƴƎ ŀƴŘ ǿƘŀǘ ƛǎƴΩǘΦ wŜŀŘ ǊŜǾƛŜǿǎΣ 
snoop around Facebook Groups. Do research where they would do research. 
5ƻƴΩǘ Ƨǳǎǘ ǘƘƛƴƪ ƭƛƪŜ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ςbe them. 

Go beyond the obvious demographics and find the emotions that drive 
ōŜƘŀǾƛƻǳǊΦ ²Ƙŀǘ ŀǊŜ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ǇǊƻōƭŜƳǎΣ ǿƘŀǘ ǎƻƭǳǘƛƻƴǎ ƘŀǾŜ ǘƘŜȅ 
already tried? What does your customer need today that you can deliver?

SMART BRAND - Dove

The Dove Real Beauty campaign is 
a prime example of heroing your 
customer. They did the opposite 
of what other beauty brands do ς
which is show impossibly perfect 
women with perfect skin, perfect 
hair, perfect makeup and focused 
on who their customers really are. 

¢ƘŜƛǊ ŎǳǎǘƻƳŜǊǎ ŀǊŜ ǊŜŀƭ ǇŜƻǇƭŜΣ ǿƛǘƘ ǊŜŀƭ άƛƳǇŜǊŦŜŎǘƛƻƴǎέ ŀƴŘ ǘƘŀǘ ƛǎ ǿƘƻ 
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. 
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SMART BRAND ςNetflix

{ƻƳŜ ƻŦ ȅƻǳ ǿƻƴΩǘ ǊŜƳŜƳōŜǊ ǘƘƛǎΣ ōǳǘ bŜǘŦƭƛȄ ǎǘŀǊǘŜŘ ƻǳǘ ŀǎ ŀ Ƴŀƛƭ-order service. 
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. 

LƳŀƎƛƴŜ ƛŦ ǘƘŜȅ ƘŀŘ ǎǘǳŎƪ ǿƛǘƘ ǘƘƛǎ ǇƭŀƴΦ LǘΩǎ ƘŀǊŘ ǘƻ ƛƳŀƎƛƴŜ ŀƴȅƻƴŜ ǿŀƛǘƛƴƎ ŦƻǊ ŀ 
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. 

¢ƘŜƛǊ ƭƻƎƻǎ ǊŜŦƭŜŎǘ ǘƘŜƛǊ ōŜƎƛƴƴƛƴƎǎ ŀǎ ŀ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ΨƛƴǘŜǊƴŜǘΩ ŀƴŘ ΨŦƭƛŎƪǎΩ ǘƻ 
their present-day ribbon-inspired N, friendly across platforms. 
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BOOK A FREE BRAND REVIEW SESSION

After reading the book you can apply the principles to your business
ȅƻǳǊǎŜƭŦ ƛƴ ȅƻǳǊ ƻǿƴ ƎƻƻŘ ǘƛƳŜΦ .ǳǘ ƛŦ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǎǘŀǊǘ ǎǘǊŀƛƎƘǘ ŀǿŀȅΣ
LΩƭƭ ƘŜƭǇ ȅƻǳ ŀǇǇƭȅ ǘƘŜ ǇǊƛƴŎƛǇƭŜǎ Ƴƻǎǘ ǊŜƭŜǾŀƴǘ ǘƻ ȅƻǳǊ ǎǇŜŎƛŦƛŎ ōǳǎƛƴŜǎǎ ƛƴ 
a FREE 30 MINUTE BRAND REVIEW via Zoom.This power-packed session

will help to re-boot your brand and create a plan for growth.

IŜǊŜΩǎ ǿƘŜǊŜ ȅƻǳ Ŏŀƴ  book your session.

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


DUMB BRAND ςBlockbuster

It almost goes without saying that where Netflix shined by heroing their 
customers, Blockbuster absolutely ignored them. In 2008, the CEO of 
.ƭƻŎƪōǳǎǘŜǊ ǿŀǎ ǉǳƻǘŜŘ ŀǎ ǎŀȅƛƴƎ ǘƘŀǘ bŜǘŦƭƛȄ ǿŀǎ ƴƻǘ άŜǾŜƴ ƻƴ ǘƘŜ ǊŀŘŀǊ 
ǎŎǊŜŜƴ ƛƴ ǘŜǊƳǎ ƻŦ ŎƻƳǇŜǘƛǘƛƻƴΦέ1 (A documentary reports that Blockbuster 
passed on the option to buy Netflix because they thought their market was 
too niche.2 Ouch.) The world was evolving, customer demands were 
changing, but Blockbuster stuck by their traditional brick-and-mortar stores. 
Lǘ ŘƛŘƴΩǘ ǘŀƪŜ ƭƻƴƎ ōŜŦƻǊŜ ŎǳǎǘƻƳŜǊǎ Ǝƻǘ ǊŜŀƭƭȅ ǘƛǊŜŘ ƻŦ ƭŀǘŜ ŦŜŜǎ ŀƴŘ ƘŀǎǎƭŜǎΦ 
They went from 9,000 stores to zero.2

References
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KEY TAKEOUT FROM THIS CHAPTER:

You are not Luke Skywalker ςȅƻǳΩǊŜ ¸ƻŘŀΦ²ŀƭƪ ƛƴ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ǎƘƻŜǎΣ 
identify their problem, and guide them to your solution. 

https://www.thomasnet.com/insights/7-companies-that-failed-to-adapt-to-disruption-and-paid-the-ultimate-price/
https://www.usnews.com/news/business/articles/2021-03-30/bends-last-blockbuster-even-more-popular-after-netflix-show


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 
ȅƻǳǊ ŎƻƳǇŜǘƛǘƛƻƴ ƛǎƴΩǘΚ ²Ƙŀǘ ǇǊƻōƭŜƳ Ŏŀƴ ȅƻǳ ǳƴƛǉǳŜƭȅ ǎƻƭǾŜ ŦƻǊ ȅƻǳǊ 
customers? 

¢ƻŘŀȅΣ ŎƻƳǇŜǘƛǘƛƻƴ ƛǎ ƎƭƻōŀƭΣ ŀƴŘ ƛǘ ǘŀƪŜǎ ƘŀǊŘ ǿƻǊƪ ǘƻ ƎŜǘ ƴƻǘƛŎŜŘΦ ! ōǊŀƴŘΩǎ 
success hinges on having the courage to resist the obvious strategy of doing 
what everyone else is doing, and instead steer your own course. 

/ƘŀƴƎŜ ȅƻǳǊ ŦƻŎǳǎ ŦǊƻƳ ōŜƛƴƎ ΨōŜǎǘ ƛƴ ŎƭŀǎǎΩǘƻ ōŜƛƴƎ Ψƻƴƭȅ ƛƴ ŎƭŀǎǎΦΩ

One of my favourite narrative strategists is Andy Raskin. He talks about 
ΨŀǘǘŀŎƪƛƴƎ ǘƘŜ ƻƭŘ ƎŀƳŜΩ ŀƴŘ ΨƴŀƳƛƴƎ ǘƘŜ ƴŜǿ ƎŀƳŜΦΩ ¢Ƙƛǎ ǿƻǊƭŘ ƛǎ ƛƴ ŀ ǎǘŀǘŜ ƻŦ 
ǊŀǇƛŘ ŎƘŀƴƎŜΣ ŀƴŘ ȅƻǳ Ŏŀƴ ƭŜŀŘ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ǘƻ ƘŜƭǇ ǘƘŜƳ ǿƛƴ ΨǘƘŜ ƴŜǿ 
ƎŀƳŜΦΩ ¢ŀƪŜ ŎƘŀǊƎŜΦ .Ŝ ŀ ŘƛǎǊǳǇǘŜǊΦ LƴƴƻǾŀǘŜ ȅƻǳǊ ŎŀǘŜƎƻǊȅ ςhell, make your 
own category.

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

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

SMART BRAND - Liquid Death

ά5ƻƴΩǘ ōŜ ǎŎŀǊŜŘΦ LǘΩǎ Ƨǳǎǘ ǿŀǘŜǊΦέ

Bottled water is pretty boring, right? Well, 
Liquid Death put their water in a can and 
ƎŀǾŜ ƛǘ ŀ ŎǳǊƛƻǳǎ ƴŀƳŜΦ ¢ƘŜƛǊ άŜǾƛƭ Ƴƛǎǎƛƻƴέ 
ƛǎ άǘƻ ƳŀƪŜ ǇŜƻǇƭŜ ƭŀǳƎƘ ŀƴŘ ƎŜǘ ƳƻǊŜ ƻŦ 
them to drink more water more often, all 
ǿƘƛƭŜ ƘŜƭǇƛƴƎ ǘƻ ƪƛƭƭ ǇƭŀǎǘƛŎ ǇƻƭƭǳǘƛƻƴΦέ 

¢ƘŜȅ ǇǊƻƳƛǎŜ ά5ŜŀǘƘ ǘƻ tƭŀǎǘƛŎΣέ ōŜŎŀǳǎŜ 
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 
ǿŀǘŜǊΦ ¢ƘŜƛǊ άǘŀƭƭōƻȅέ Ŏŀƴǎ ŀǊŜ ǇŀŎƪŀƎŜŘ 
in 12-packs, like a case of beer, with 
artwork on the bottom of the box. 
Their shopping cart icon is a tiny coffin. 
¢ƘŜƛǊ άǇǳƴƪǎ ŀƴŘ ǇƻŜǘǎέ ƛƳŀƎŜ ƛǎ ǘƘŜ 
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.

SMART BRAND - Ink Hotel

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

¢ƘŀǘΩǎ ǿƘȅ L ǿƛƭƭ ƴŜǾŜǊ ŦƻǊƎŜǘ ǘƘŜ ǘƛƳŜ L ǎǘŀȅŜŘ ŀǘ Lƴƪ IƻǘŜƭ ƛƴ !ƳǎǘŜǊŘŀƳΦ 
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. 
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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 
tƻŘΦ L ŎŜǊǘŀƛƴƭȅ ǿƻǳƭŘƴΩǘ Ŏŀƭƭ ǘƘŜƳ ŘǳƳō ōǊŀƴŘǎΦ ¢ƘŜ ǘƘƛƴƎ ǘƘŜǎŜ Ǝǳȅǎ ǊŜƭȅ ƻƴ 
is undying customer loyalty. 

Unless your brand is as big as Amazon, relying on loyalty to be successful is a 
dumb brand move.
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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
ȅƻǳǊǎŜƭŦ ƛƴ ȅƻǳǊ ƻǿƴ ƎƻƻŘ ǘƛƳŜΦ .ǳǘ ƛŦ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǎǘŀǊǘ ǎǘǊŀƛƎƘǘ ŀǿŀȅΣ
LΩƭƭ ƘŜƭǇ ȅƻǳ ŀǇǇƭȅ ǘƘŜ ǇǊƛƴŎƛǇƭŜǎ Ƴƻǎǘ ǊŜƭŜǾŀƴǘ ǘƻ ȅƻǳǊ ǎǇŜŎƛŦƛŎ ōǳǎƛƴŜǎǎ ƛƴ 
a FREE 30 MINUTE BRAND REVIEW via Zoom.This power-packed session

will help to re-boot your brand and create a plan for growth.

IŜǊŜΩǎ ǿƘŜǊŜ ȅƻǳ Ŏŀƴ  book your session.

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


Smart brands 
create trust 

through 
transparency



Embrace radical honesty

¢ƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊǎ ŀǊŜƴΩǘ ƛƳǇǊŜǎǎŜŘ ōȅ Ƨǳǎǘ ŀ ŦŀƴŎȅ ƭŀōŜƭΦ ¢ƘŜȅ ǿŀƴǘ ǘƻ ƪƴƻǿ 
that the businesses they choose to buy from are in line with their values. 
²ƘŜǊŜ ȅƻǳΩǊŜ ǎƻǳǊŎƛƴƎ ȅƻǳǊ ǇǊƻŘǳŎǘ ŦǊƻƳΣ ȅƻǳǊ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ƛƳǇŀŎǘΣ ƻǊ 
what your brand stands for, need to match their ethics. 

¢ƻ ǿƛƴ ǘƻŘŀȅΩǎ ŎƻƴǎǳƳŜǊǎΣ ȅƻǳ Ƴǳǎǘ ōŜ ŀǳǘƘŜƴǘƛŎ ŀƴŘ ŎŀƴŘƛŘΦ ¢Ƙƛƴƪ ƻŦ ȅƻǳǊ 
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 transparency1

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 BRAND ςLush

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.2
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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. 

They were publicly open and honest 
about every aspect of their effort to 
ensure transparency in their supply 
chain. For further transparency, 
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.

SMART BRAND -5ƻƳƛƴƻΩǎ

.ŜƛƴƎ ǘǊŀƴǎǇŀǊŜƴǘ ƛǎƴΩǘ Ƨǳǎǘ ŀōƻǳǘ ƘƻƴŜǎǘȅ ƛƴ ǎǳǇǇƭȅ ŎƘŀƛƴǎ ŀƴŘ ŜǘƘƛŎǎΦ 
5ƻƳƛƴƻΩǎ ǇƛȊȊŀ ƘŀŘ ŀ ǘŜǊǊƛōƭŜ ǊŜǇǳǘŀǘƛƻƴ ǎƻƳŜ ȅŜŀǊǎ ōŀŎƪΦ LƴǎǘŜŀŘ ƻŦ ǘǊȅƛƴƎ ǘƻ 
ǎŜƭƭ ǇŜƻǇƭŜ ƻƴ ŀ ΨƴŜǿ ŀƴŘ ƛƳǇǊƻǾŜŘΩ ǊŜŎƛǇŜΣ ǘƘŜȅ ƛǎǎǳŜŘ ŀ ǇǳōƭƛŎ ŀǇƻƭƻƎȅ ŦǊƻƳ 
ǘƘŜƛǊ /9h ǎŀȅƛƴƎΣ ά²ŜΩǊŜ ǎƻǊǊȅ ƻǳǊ ƻƭŘ ǇƛȊȊŀ ǿŀǎƴΩǘ ǾŜǊȅ ƎƻƻŘΦέ tŜƻǇƭŜ ǿŜǊŜ 
intrigued, perhaps touched by their human approach, and sales soared. In 
ŀƴƻǘƘŜǊ ƛƴǎǘŀƴŎŜΣ 5ƻƳƛƴƻΩǎ ōǊƻŀŘŎŀǎǘ ǊŜŀƭ-time unfiltered reviews from their 
ŎǳǎǘƻƳŜǊǎ ƻƴ ŀ ōƛƭƭōƻŀǊŘ ƛƴ bŜǿ ¸ƻǊƪΩǎ ¢ƛƳŜǎ {ǉǳŀǊŜΦ ! ǊƛǎƪȅΣ ōŀƭƭǎȅ ŀǇǇǊƻŀŎƘ 
to radical transparency. 
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DUMB BRAND ςNike

Years ago, when news broke 
that Nike used sweatshops to 
create their athletic shoes and 
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 factories.4

Universities who had contracts with Nike for licensed apparel requested that 
ǘƘŜ bDh ²ƻǊƪŜǊ wƛƎƘǘǎ /ƻƴǎƻǊǘƛǳƳ ŎƻƴŘǳŎǘ ŀƴ ƛƴŘŜǇŜƴŘŜƴǘ ŀǳŘƛǘ ƻŦ bƛƪŜΩǎ 
suppliers, but Nike said no. The message this lack of transparency sends is that 
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 countries.5 It took Nike two years 
to allow independent monitoring of their supply chain by WRC ςa positive 
move, but one they only made when forced by a global campaign. 
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¢ƘŜ 5ŀƭŀƛ [ŀƳŀ ǎŀȅǎΥ ά! ƭŀŎƪ ƻŦ ǘǊŀƴǎǇŀǊŜƴŎȅ ǊŜǎǳƭǘǎ ƛƴ ŘƛǎǘǊǳǎǘ ŀƴŘ ŀ ŘŜŜǇ 
ǎŜƴǎŜ ƻŦ ƛƴǎŜŎǳǊƛǘȅΦέ ¢ƻŘŀȅΣ ōǊŀƴŘǎ Ƴǳǎǘ ōŜ ǇǊŜǇŀǊŜŘ ǘƻ ǊŜǾŜŀƭ ŀƭƭΦ
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Smart 
brands aim 

for simplicity



Make it easy

ά{ƛƳǇƭŜ Ŏŀƴ ōŜ ƘŀǊŘŜǊ ǘƘŀƴ ŎƻƳǇƭŜȄΥ ¸ƻǳ ƘŀǾŜ ǘƻ ǿƻǊƪ ƘŀǊŘ ǘƻ ƎŜǘ ȅƻǳǊ 
ǘƘƛƴƪƛƴƎ ŎƭŜŀƴ ǘƻ ƳŀƪŜ ƛǘ ǎƛƳǇƭŜΦ .ǳǘ ƛǘΩǎ ǿƻǊǘƘ ƛǘ ƛƴ ǘƘŜ ŜƴŘ ōŜŎŀǳǎŜ ƻƴŎŜ ȅƻǳ 
ƎŜǘ ǘƘŜǊŜΣ ȅƻǳ Ŏŀƴ ƳƻǾŜ ƳƻǳƴǘŀƛƴǎΦέ ςSteve Jobs

²ƘŜƴ ǿŜ ŀǊŜ ŦƭƻƻŘŜŘ ǿƛǘƘ ƛƴŦƻǊƳŀǘƛƻƴΣ ƛǘΩǎ ǘƘŜ ǎƛƳǇƭŜ ǎǘǳŦŦ ǘƘŀǘ ǎǘŀƴŘǎ ƻǳǘΦ 
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 
ǘŜƭŜǾƛǎƛƻƴ ǇǊƻƎǊŀƳƳƛƴƎ Ƨǳǎǘ ōŜŎŀǳǎŜ ƛǘΩǎ ƻƴΦ ¢ƘŜ ǎƛƳǇƭŜǎǘ ŘŜŎƛǎƛƻƴ ǿƛƴǎΦ

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 companies1

How do you embrace simplicity? By offering the simplest solution to resolving 
ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ǇǊƻōƭŜƳǎΦ aŀƪŜ ŘŜŎƛǎƛƻƴǎ Ŝŀǎȅ ŦƻǊ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΦ DƛǾŜ ȅƻǳǊ 
customers what they want, when they want it, in the easiest way possible. 

SMART BRAND ςApple

When Apple was developing the first iPod, 
Steve Jobs wanted to be able to get to a 
ǎƻƴƎ ƛƴ о ŎƭƛŎƪǎΦ ¢ƘŜ ŎƻƴǎǳƳŜǊ ǿƻǳƭŘƴΩǘ 
care about the complex process behind 
the scenes. It needed to be as simple to 
use as possible. 

¢Ƙƛǎ ǘƘƛƴƪƛƴƎ ƛƴŦƭǳŜƴŎŜŘ !ǇǇƭŜΩǎ ŜƴǘƛǊŜ ōǊŀƴŘΦ Lǘ ǊŜǾƻƭǾŜǎ ŀǊƻǳƴŘ ǎƛƳǇƭƛŎƛǘȅ ŀƴŘ 
bringing order to complexity. When most electronic gadgets were black, Apple 
went with white for a pure, clean look. 
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¢ƘŜ ǇŀŎƪŀƎƛƴƎ ƻŦ !ǇǇƭŜΩǎ ǇǊƻŘǳŎǘǎ ƛǎƴΩǘ ŎƻǾŜǊŜŘ ǿƛǘƘ ƳŜǎǎŀƎŜǎ ǘǊȅƛƴƎ ǘƻ ǎŜƭƭ 
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 BRAND ςBrandless

.ǊŀƴŘƭŜǎǎΩ ǇǊƻŘǳŎǘǎ ŀǊŜ ǇŀŎƪŀƎŜŘ ǿƛǘƘ ǇƭŀƛƴΣ ƎŜƴŜǊƛŎ ƭŀōŜƭƭƛƴƎ ǿƛǘƘ ƴƻ ƻōǾƛƻǳǎ 
branding. The Brandless product range features household and food items 
that are organic, non-toxic, and cruelty-free. They research every product to 
ŘŜƭƛǾŜǊ ǘƘŜ άƎƻƭŘ ǎǘŀƴŘŀǊŘέ ƛƴ ǿƘŀǘ ƛǎ ƎƻƻŘ ŦƻǊ ȅƻǳ ŀƴŘ ǘƘŜ ǇƭŀƴŜǘΦ ¢ƘŜȅ ƻŦŦŜǊ 
only one option for every product, because they have chosen the absolute 
ōŜǎǘ ƻƴŜ ŦƻǊ ȅƻǳΦ bŜŜŘ ǘƻƛƭŜǘ ǇŀǇŜǊΚ ¢ƘŜǊŜΩǎ ƻƴƭȅ ƻƴŜ ƪƛƴŘΦ hƴŜ ƪƛƴŘ ƻŦ ƭƻǘƛƻƴΣ 
one kind of dish detergent. They have embraced simplicity to offer their 
customers the easiest experience possible.
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DUMB BRAND ςYahoo

When they launched in 1994, 
Yahoo was the go-to search engine 
for internet users and charged a 
premium for advertisers to place 
ads on their site. But the company 
ŘƛŘƴΩǘ ŦƻŎǳǎ ƻƴ ƛǘǎ ǎŜŀǊŎƘ ŦŜŀǘǳǊŜǎ 
as it was only 6% of their income 
stream at that time. 

¸ŀƘƻƻΩǎ ǇǳǊǇƻǎŜ ǿŀǎ ƴƻǘ ŎƭŜŀǊƭȅ ŘŜŦƛƴŜŘ ςwere they a search company, a tech 
company, or a media company? When Google entered the scene with its 
ŎƭŜŀƴΣ ŦƻŎǳǎŜŘ ǳǎŜǊ ƛƴǘŜǊŦŀŎŜ ƛǘ ǎǘƻƭŜ ¸ŀƘƻƻΩǎ ǳǎŜǊǎ ǿƘƻ ǊŜŀƭƛǎŜŘ ǘƘŜȅ ŘƛŘƴΩǘ 
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 
ŎƭǳǘǘŜǊŜŘ ƘƻƳŜǇŀƎŜ ǘƘŀǘ ŎŀǘŜǊǎ ǘƻ ǘƘŜƛǊ ŀŘǾŜǊǘƛǎŜǊǎΦ LΩƳ ƎǳŜǎǎƛƴƎ Ƴƻǎǘ ǳǎŜǊǎ 
stick with it out of nostalgia or fear of change.
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In a complex world, simplicity wins. Save your customers time and
energy by making everything as easy for them as possible.
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Smart 
brands focus 
on actions 
not ads



Walk the talk

ά²Ƙŀǘ ȅƻǳ Řƻ ǎǇŜŀƪǎ ǎƻ ƭƻǳŘƭȅ ǘƘŀǘ L Ŏŀƴƴƻǘ ƘŜŀǊ ǿƘŀǘ ȅƻǳ ǎŀȅΦέ 

¢ƘŜ ŀōƻǾŜ ǉǳƻǘŜ ƛǎ ŀǘǘǊƛōǳǘŜŘ ǘƻ wŀƭǇƘ ²ŀƭŘƻ 9ƳŜǊǎƻƴΦ !ƭǘƘƻǳƎƘ ƘŜ ŘƛŘƴΩǘ 
put it exactly in those words, the sentiment remains.

People are bombarded with thousands of marketing messages every day. And 
ǘƘŜȅ ŀǊŜƴΩǘ ƭƛǎǘŜƴƛƴƎ ǘƻ ǘƘŜ ƳŀƧƻǊƛǘȅ ƻŦ ǘƘŜƳΦ bƻ ƻƴŜ ƭƛƪŜǎ ŀŘǎΦ bƻ ƻƴŜ 
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. 

¸ƻǳǊ ŀŎǘƛƻƴǎ Ƴǳǎǘ ǇǊƻǾƛŘŜ ǇǊƻƻŦ ƻŦ ȅƻǳǊ ōǊŀƴŘΩǎ ǾŀƭǳŜǎΦ LǘΩǎ ǿƘŀǘ ȅƻǳ Řƻ ǘƘŀǘ 
people care about, not what you say. 

Smart brands focus on practical ways to help customers. To stay relevant, you 
Ƴǳǎǘ ōŜ ǇǊƻŀŎǘƛǾŜ ƛƴ ƳŜŜǘƛƴƎ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ƴŜŜŘǎ ςespecially in our 
current changing landscape. It is more important than ever to be empathetic 
in your actions and authentic in your approach.

LǘΩǎ ǿƘŀǘ ȅƻǳ Řƻ ǘƘŀǘ ǿƛƭƭ ƳŀƪŜ ŀƴ ƛƳǇŀŎǘΦ bƻǘ ǿƘŀǘ ȅƻǳ ǎŀȅΦ

SMART BRAND - TOMS Shoes

Blake Mycoskie was travelling Argentina when a chance run-in with a woman 
volunteering on a shoe drive changed his life. He travelled with the woman 
and her group and became aware of the far-reaching effects of kids not 
having shoes ςlike infections and sores that prevented them from going to 
school or even getting water ςand 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 long-term 
answer. 

Blake used his entrepreneurial experience to come up with the idea of a for-
ǇǊƻŦƛǘ ŎƻƳǇŀƴȅ ǘƘŀǘ ƘŜƭǇŜŘ ǘƘƻǎŜ ƛƴ ƴŜŜŘΦ Iƛǎ ŎƻƴŎŜǇǘ ǿŀǎ ǘƻ άǎŜƭƭ ŀ ǇŀƛǊ ƻŦ 
ǎƘƻŜǎ ǘƻŘŀȅΣ ƎƛǾŜ ŀ ǇŀƛǊ ƻŦ ǎƘƻŜǎ ǘƻƳƻǊǊƻǿΦέ1 Every time someone bought a 
pair of TOMS, a pair would be donated. 
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This would ensure a constant flow of donations ςrather 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 footwear alpargatas. 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. After Vogueran an article, celebrities started 
buying his flat, comfortable canvas shoes.

²Ƙȅ Ŏŀƭƭ ǘƘŜƳ ¢ha{Κ άI'd been playing around with 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 a promise -ŀ ōŜǘǘŜǊ ǘƻƳƻǊǊƻǿΦέ

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 
ŘƛŦŦŜǊŜƴŎŜ ƛƴ ǇŜƻǇƭŜΩǎ ƭƛǾŜǎΦ 
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DUMB BRAND ςBP

άDǊŜŜƴǿŀǎƘƛƴƎέ ƛǎ ǘƘŜ ǘŜǊƳ ǳǎŜŘ ǘƻ ŘŜǎŎǊƛōŜ ƳŀǊƪŜǘƛƴƎ Ǉƭƻȅǎ ǘƘŀǘ ƳŀƪŜ ŀ 
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.

/ƘŀƴƎƛƴƎ ǘƘŜƛǊ ƴŀƳŜ ŦǊƻƳ .ǊƛǘƛǎƘ tŜǘǊƻƭŜǳƳ ǘƻ .ŜȅƻƴŘ tŜǘǊƻƭŜǳƳ ŘƛŘƴΩǘ Ŧƻƻƭ 
ŀƴȅƻƴŜΦ ¢ƘŜƛǊ ŀŘǎ ŎƭŀƛƳƛƴƎ ǘƻ άƳŀƪŜ ŜƴŜǊƎȅ ŎƭŜŀƴŜǊέ ǿŜǊŜ ǇǳƭƭŜŘ ǿƘŜƴ ǘƘŜȅ 
were called out by environmental lawyers for misleading the public.2

The lawyers compared them to 
the tobacco industry, saying 
their ads would need warning 
labels similar totobacco 
products, like in the image 
on the right.

aƻǊŜ ǘƘŀƴ фс҈ ƻŦ .tΩǎ ŀƴƴǳŀƭ 
spend goes to fossil fuels and 
just 4% to low-carbon energy.2

²Ƙŀǘ ǘƘŜȅ ǿŜǊŜ ǎŀȅƛƴƎ ŘƛŘƴΩǘ 
match what they were doing. 
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KEY TAKEOUT FROM THIS CHAPTER:

Actions really do speak louder than words. Make sure your actions
areƛƴ ƭƛƴŜ ǿƛǘƘ ȅƻǳǊ ōǊŀƴŘΩǎ ǾŀƭǳŜǎΦ 
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Forget the facts

Stories are over 20 times more memorable than facts.1

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 stories ςƻǳǊ ŀƴŎŜǎǘƻǊǎΩ ǎǳǊǾƛǾŀƭ ŘŜǇŜƴŘŜŘ ƻƴ ƛǘΦ 

CŀŎǘǎ ŀǊŜ ŦƻǊƎŜǘǘŀōƭŜΣ ǎƻ ǇǳǎƘƛƴƎ ȅƻǳǊ ǇǊƻŘǳŎǘ ŦŜŀǘǳǊŜǎ ǿƻƴΩǘ ǿƻǊƪΦ ¢ƘŜǎŜ 
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 you ςno 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 for ςnot 
Ƙƻǿ ȅƻǳǊ ǇǊƻŘǳŎǘ ƛǎ ōŜǘǘŜǊ ǘƘŀƴ ǘƘŜ ƴŜȄǘ ƎǳȅΩǎΦ

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 -.ǳǊǘΩǎ .ŜŜǎ

Skin care has got to be one of the most flooded markets. Consumers are 
overwhelmed with choices, from global corporate giants to local artisans. 
Iƻǿ Řƻ ȅƻǳ ƳŀƪŜ ŀƴ ƛƳǇǊŜǎǎƛƻƴΚ ²ƛǘƘ ŀ ǊŜŀƭƭȅ ƎǊŜŀǘ ǎǘƻǊȅΦ .ǳǊǘΩǎ .ŜŜǎ ǘŜƭƭǎ 
their endearing story on their website:

Lǘ ǿŀǎ ǘƘŜ ǎǳƳƳŜǊ ƻŦ Ωуп ŀƴŘ aŀƛƴŜ ŀǊǘƛǎǘ wƻȄŀƴƴŜ vǳƛƳōȅ ǿŀǎ ǘƘǳƳōƛƴƎ ŀ 
ride home (back when you could still do that sort of thing).Eventually a bright 
yellow Datsun pickup truck pulled over, and Roxanne instantly recognised Burt 
Shavitz, a local fella whose beard was almost as well-known as his roadside 
honey stand.Burt and Roxanne hit it off, and before long, Roxanne was 
ƳŀƪƛƴƎ ŎŀƴŘƭŜǎ ǿƛǘƘ ǳƴǳǎŜŘ ǿŀȄ ŦǊƻƳ .ǳǊǘΩǎ ōŜŜƘƛǾŜǎΦ ¢ƘŜȅ ƳŀŘŜ Ϸнлл ŀǘ 
ǘƘŜƛǊ ŦƛǊǎǘ ŎǊŀŦǘ ŦŀƛǊΤ ǿƛǘƘƛƴ ŀ ȅŜŀǊΣ ǘƘŜȅΩŘ ƳŀŘŜ ϷнлΣлллΦPretty auspicious 
beginning ςbut just the beginning, all the same.
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bƻǿ ǘƘƛǎ ŎƻǳƭŘ ǊŜŀŘ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ ά.ǳǊǘ ŀƴŘ wƻȄŀƴƴŜ ƳŜǘ ƛƴ мфупΦ ¢ƘŜȅ 
started making candles from beeswax and within a year had sold $20,000 
ǿƻǊǘƘΦέ {ŜŜ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜΚ ¢ƘŜƛǊ ƻǊƛƎƛƴ ǎǘƻǊȅ ƛǎ ŀōƻǳǘ ŀ ƘŜǊƳƛǘ ŀƴŘ ŀ ƘƛǇǇƛŜ 
ǿƘƻ ƳŜǘ ǳǇ ŀƴŘ ǎǘŀǊǘŜŘ ŀƴ ƻǊƎŀƴƛŎ ǎƪƛƴ ŎŀǊŜ ŎƻƳǇŀƴȅΦ ¢ƘŜƛǊ ǘŀƎƭƛƴŜ ά¢ǊǳŜ ǘƻ 
ƴŀǘǳǊŜέ ŜƴŎŀǇǎǳƭŀǘŜǎ ǘƘŜƛǊ ǾŀƭǳŜǎ ŀƴŘ ǘƘŜƛǊ ǎǘƻǊȅ ōŀŎƪǎ ƛǘ ǳǇΦ Burt passed 
away a few years back and Roxanne has since sold her shares, but the story 
ǇŜǊǎƛǎǘǎΦ .ǳǊǘΩǎ ƛƳŀƎŜ ƛǎ ǎǘƛƭƭ ǳǎŜŘ ƛƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ƭƻƎƻΣ ƭƛƴƪƛƴƎ ǘƘŜ ƘǳƳŀƴ 
touch to the products. 

Dove (again)

5ƻǾŜΩǎ wŜŀƭ .Ŝŀǳǘȅ ŎŀƳǇŀƛƎƴ ǘŜƭƭǎ ŀ ǎǘƻǊȅ ŀōƻǳǘ ǘƘŜƛǊ ǇǳǊǇƻǎŜΦ .ȅ ǳǎƛƴƎ ǊŜŀƭ 
people of all shapes, sizes, and ethnicities in their advertising, they tell a story 
ǘƘŀǘ ŎƻƳƳǳƴƛŎŀǘŜǎ ǘƘŜ ōǊŀƴŘΩǎ ǾŀƭǳŜǎΦ ¢ƘŜȅ ƘŜǊƻ ǘƘŜ ōŜŀǳǘȅ ƻŦ ŀƭƭ ǿƻƳŜƴΣ 
not some flawless ideal. They are not here to just sell soap but to enhance the 
self-esteem 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 non-binary people. 
Their well-told 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 could.2
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DUMB BRANDςPepsi

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 cheers ςhooray, 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 
ŦƻǊ άƳƛǎǎƛƴƎ ǘƘŜ ƳŀǊƪέ 
ŀƴŘ άǇǳǘǘƛƴƎ YŜƴŘŀƭƭ 
WŜƴƴŜǊ ƛƴ ǘƘƛǎ ǇƻǎƛǘƛƻƴΦέ3
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KEY TAKEOUT FROM THIS CHAPTER:

Stories connect with people more powerfully than facts. Make sure
ȅƻǳΩǊŜ ǘŜƭƭƛƴƎ ȅƻǳǊ ǎǘƻǊȅ ƛƴ ǘƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ǿŀȅΦ
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Smart brands 
speak their 

own language.


