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RULES

You are not able to be seen or heard by the panelists or other participants

Please be respectful of the speakers and of each other
when using the communication features

Please use the chat function to ask any questions and we will do our best
fo answer as many as we can

Please use the auto-transcript function in zoom if you need to

This session will be recorded and upload to the login site following the session,
so don’t worry if you miss anything!



1. Brand
2. Experience
3. Innovation
4. Skills required




GUESS THE LOGO







BUT A BRAND IS MORE THAN A @§ LOGO.










Sponsorships
Advertising
Copywriting

Employee
Films culture

Typeface

Anw o’ L B

Products

Apps

Experience
P Websites



BUTUL IMAIELY...



T’S A PROMISE PERFORMED
GONSISTENTLY OVER TIME




THE BEST PROMISES TAP INTO SIMPLE HUMAN DESIRES

Nike doesn’t sell shoes. Disney doesn’t sell experiences. Redbull doesn’t sell drinks.
It sells empowerment. It sells magic. It sells adrenaline.



SAME PRODUCT,
DIFFERENT PROMISE.




WHIGH WOULD
YOU BUY?




GAN ANYONE THINK OF A
BRAND’S BROKEN PROMISE?






HOW DO YOU DELIVER ON YOUR PROMISE?



BACK YOUR BELIEFS

If you're a brand about environmental activism, you have to operate differently to other businesses



BACK YOUR BELIEFS

If you back support black athletes, you support them regardless



BE GLEAR AND DIFFERENTIATED

If you're a challenger brand, you have to challenge the status quo



BE GLEAR AND DIFFERENTIATED

If you're a challenger brand, you have to challenge the status quo



BE GONSISTENT OVER TIME

Same logo. Same red. Same(ish) bottles. Same taste. Same good times.

1905 > 2026




BE GONSISTENT OVER TIME

Who doesn’t love a mascot?

1950 - 1960s Today



THE

OF A GREAT BRAND



BE INSTANTLY REGOGNISED



GHARGE A PREMIUM



WE’RE SORRY

A chicken restaurant without any chicken. It’s not ideal. Huge apologies to
our customers, especially those who travelled out of their way to find we
were closed. And endless thanks to our KFC team members and our franchise
partners for working tirelessly to improve the situation. It’s been a hell of
a week, but we’re making progress, and every day more and more fresh
chickenis being delivered to our restaurants. Thank you for bearing with us.

Visit kfc.co.uk/crossed-the-road for details about your local restaurant.

DEFEND YOURSELF




EXPAND INTO NEW MARKETS




Brands require a leap of faith. vo I E M 0 H E B

So people buy promises.

When brands keep those promises.

People keep coming back. -




Case study

BUILDING A BRAND FOR AN A.l. BUSINESS



THE BUSINESS
G42 are an Abu Dhabi based A.l. business.

Thelr algorithms direct satellites in space,
enhance athlete performances and
powered the response to Covid.



THE PROBLEM
They had an image problem.

A.l. was Increasingly seenina
negative light and their existing
brand was not helping —

It was dark, mysterious and cliched.



‘fo iInvent a better everyday’



Motion
versions

(O] Leave a message (O] Leave a message (O] Leave a message

re't%%%% Design to Connect




2. Experience



S0 NOW WE KNOW WHAT A BRAND IS.

WHAT ABOUT BRAND EXPERIENGE?






1. Apple 2.\irgin

3. Tesla 4. Nike



The world of brand experience Is vast -
from retall to digital products and services




BRAND EXPERIENGES ARE WHERE
PEOPLE MEET THE BRAND,

AND WHERE WE FORM A POSITIVE
(OR NEGATIVE) IMPRESSION



THE BEST EXPERIENGES AMPLIFY
THE BRAND’S PURPOSE AND DIFFERENGE

Google’s mission is to organise the world's information and
make It universally accessible and useful.



To Google To Uber

To Hoover To Venmo



HOW BRANDS CHOREOGRAPH
THEIR EXPERIENGES

Look Speak Act
+
: : : The way the brand
The visual appearance The brand’s written -
of the brand and spoken language or people representing

the brand, behave

= a distinct and memorable experience




DISNEYLAND




IT°S ALL ABOUT THE SENSES

See Smell Sound
From a distance, Cinderella's Castle looks Pooh’s Adventure smells like honey, The The horses wear special shoes with a unique
larger than life because the bricks at the top Pirates of the Caribbean ride smells like salty coating, which makes a louder “clopping”

are smaller than those at the bottom sea air sound when they walk



Successful brand experiences work
for both customers and brands

~ A

Right for Right for
customers the brand

R </




SPOTIFY IS ABRILLIANT EXAMPLE

User data allows Spotify to truly tailor it’s experience - from advertising to in-app experiences.
Creating experiences that feel personal keeps users coming back, building strong brand loyalty.



Case study

Kit, a money app
for kids and parents.















FOR ADULTS FOR KIDS & PARENTS



3. Innovation



INNOVATION IS A TOOL BRANDS USE TO DRIVE
GROWTH AND PROTECGT THEIR RELEVANGE




WHEN’S THE LAST TIME A NEW PRODUCT,
SERVIGE OR EXPERIENGE REALLY BLEW YOU
AWAY? HOW GOME?




THERE ARE DIFFERENT LEVELS OF INNOVATION

Closerin Further out

Refresh New to business New to world
New flavours or formats New aisles or categories New technology



AND TYPES OF INNOVATION

EXPERIENCE PRODUCT BUSINESS MODEL

@ Uber One

123 6 e e Rides and delivery, together
$9.99/mo or $49.99/yr

Order received. Working on it now...

a5 Get50% off an annual plan
“®  Offer ends November 23

Unlimited $0 Delivery Fee

For eligible orders on food, grocery, alcohol,
and more*

Member pricing guaranteed

5% off eligible rides, delivery, and pickup
orders*

Priority service

Top-rated drivers on rides, and the Uber One
Promise on eligible deliveries to give you $5 in
Uber Cash if our estimated time is wrong*

Exclusive perks

Special offers and promotions, plus premium
member support and invite-only experiences

Delivery Details

123 Main Street, San Francisco, CA 94123

Choose plan




TWO KEY OBJEGTIVES

1.
Drive penetration

Attract new consumers
to the brand



TWO KEY OBJEGTIVES

2.
Drive frequency
Get current consumers
to purchase more often



Feasibility

THE 4 LENSES OF INNOVATION

e Desirability
Does a deeply unresolved tension
or unmet need exist?

e Feasibility
Do we have not just the ability, but a competitive
advantage to create a solution?

- .+ Viability
Viability Is this a credible, commercially attractive
space for us to play in and grow our brand?

« Ownability
Just because its viable, feasible, desirable,
doesn’t mean it’s right for the brand!
The brand must be protected and prioritised.

Ownability



30, WHAT HAPPENS WHEN YOU DON'T FOLLOW
ALL 4 OF THOSE LENSES...?




A PEN THAT NO ONE ASKED FOR



MISUNDERSTANDING OF THE CORE




LACK OF COMPETITIVE DISTINCTION




INNOVATIVE, BUT NOT FIT FOR PURPOSE




BUT WHEN YOU DO IT RIGHT...









4. Skills required



What type of person
would thrive in this
world?



MANY OF YOU!

We're all consumers. You already have opinions and
perspectives because youre already a human that
experiences brands on a dally basis.

You're already half-way there.



GREATIVE

STRATEGY

Our industry brings people together from diverse backgrounds who have a shared set of attitudes
and passion that blends empathy, curiosity and a magic combination of the left and right brain.



SKILLSET CHECK

Curiosity & Empathy

You have an insatiable
curiosity to understand what
makes humans tick

Human-First

You're relationship oriented
and deeply understand that
our business is a people
business

Going Deep

You always ask questions
and challenge assumptions,
asking “why” at every turn

Flexible & Adaptable

You go with the flow and are
comfortable with ambiguity,
always finding a clear path
forward

Dot Connector

You work tirelessly to connect
the dots and spot patterns,
synthesizing information to
drive clarity for your clients

Storyteller

You have a love for
storytelling, and helping
people to see what you see



What’s up next...



ANY QUESTIONS?






