
 
 
 
 
 
 
 
 
 

A  M a n i f e s t o  F o r  C h a n g e  



Why Change?? 
 

Traditional branding approaches were created in post-WWII era filled 
with happiness, hope and for the first time disposable income. The idea 
was simple… create trust by telling people to trust you. These 
conversations were facilitated by interrupting consumers via ads, 
outdoor, radio and a new medium – television.  
 
And in 1950, that worked because it  was new, novel and still  somewhat 
interesting. Over the years advertising and branding have evolved into 
a pop culture phenomenon.  
 
But traditional branding no longer works. The world today is complex 
and the consumer is overwhelmed with advertising, information, work 
and life. The idea of interrupting them and telling them to trust you is 
annoying at best and fruitless at worst.   
 
For the first time in modern branding we are talking to an educated 
consumer base. Not just education in the classical sense but education 
in the marketing sense. Today’s consumer is jaded, on guard, and 
highly skeptical of any and all marketing messages.  
 
That’s why advertising needs to change. My belief is that today’s 
consumer is different. So different that to reach them marketers have 
to retrain themselves to approach the entire concept of branding from a 
new light. Today’s brands must make authentic, emotional connections 
to the consumer. Today’s brands must establish and maintain relevance 
in the consumer’s life. Today’s brands must be lived, not just 
communicated. Today’s brands are alive. They evolve over time. They 
have thoughts, feelings, ideals, values, political beliefs and 
personalities. Today’s brands are not simply a promise, they are a 
point-of-view, something to which a consumer can form a relationship 
with over time.  
 



Branding Today. 
 
Brands have always been an illogical reaction to an outside stimulus. 
However, in the past we believed a brand’s promise because they told 
us. Today, in a world marked by Enron, MCI, Anderson, Motrin, AGI 
and others, brand actions speak louder than brand words.  
 
Brands today are a collection of expectations, beliefs and experiences 
drawn from a vast array of offline, online, direct and indirect 
resources. Brands today must be holistic. They must be authentic and 
real at every TouchPoint. On the bright side, done right, brands have 
enormous power in today’s networked world.  
 
Brands crystallize, they express, and they create a vision for a person, 
product, and/or company. Brands have the power to change people’s 
lives. Brands can and do change the world and the world can and does 
change brands. In some cases brands transcend themselves to create 
place.  
 
Doug Smith, a 55-year-old former teacher, lawyer, executive, and 
McKinsey consultant, puts it  best.  He argues that we Americans used 
to organized our lives around place – home, school, work, church. 
Today, we reside in places, of course, but that 's basically a lifestyle 
choice. Rather, Smith writes, "it  is in markets, organizations, and 
networks, and among family and friends that you spend your time, 
pursue your most pressing purposes, and find meaning in your life." So 
he argues, "Where do you live?" is an interesting question, but "What 
do you do?" is more telling.  
 
Into this vacuum steps brands. Think about Starbucks, Target, Sam’s, 
WalMart, Apple, BMW, Harley, and many others. What do these  
brands give the consumer? On one hand, they deliver a desirable 
product/service but at a deeper level they provide identity, fulfillment, 
and community. That is branding today.  
 



Why Hire Me to Help You? 
 
Good question. I think the experience will be unique. Distinct.  I  seek 
to create new opportunities for my clients. I work at a small,  
insightful,  innovative, agency filled with people who are able to help 
companies break out of static thought and into the universe of non-
linear, divergent thinking. We create positive disruption that will lead 
to new ideas, forms of thought and ultimately emtionally ladden, 
culturally relevant, authentic brands that connect with their targets.  
 
I  lead teams that specialize in helping companies immerse themselves 
in consumers’ worlds. Whether creating from scratch or clarifying an 
existing brand that has lost its way, our goal is the same: To provide 
companies with keen consumer insights to inspire thinking that is more 
imaginative, more creative and bold. By casting a long and wide 
antennae; talking to the target as well as the people around the target; 
and treating brand research as a journey of discovery not a proposition 
to prove, we will help companies capture the true essence of their 
brand’s emotional uniqueness and communicate it  through authentic, 
tangible actions.  
 
Finally, I work with our clients to communicate their brand by 
translating their consumers’ language into a visual and verbal palette 
that will aid them in creating more powerful, persuasive and effective 
communication. Emmerson said, “You’re speaking so loudly, I can’t 
hear what you’re saying.” We couldn’t agree more. Big, loud, 
expensive ad campaigns are not the order of the day. Consumers edit 
out and ignore the boring or irritating. They favor the relevant, unique 
and compelling. Thus, I look to the consumer to help clients 
understand when, where and most importantly how to communicate 
with them. We won’t look for answers. Instead,  we’ll sit  back, listen 
and the answers will reveal themselves to us.  
 
 
 
 
 
 

 
 
 



Who do I want to work with? 
 

Anyone that feels they need and want my assistance. Companies that 
believe they must move beyond defining their target to achieve true 
understanding of their target.  I  want to work for companies that are 
looking for inspiration to drive new creative development, product and 
service design or marketing strategies.  
 
My personal mission is to improve the world one brand at a time. By 
creating rich, consumer-focused brands we improve the consumer 
experience. By improving the consumer experience, we improve the 
consumer’s life. By improving the consumer’s life, we improve the 
world. Yes, it’s a bit hokey but it’s a good reason to get out of bed 
every day and come to work.  
 
 

 
  

 
 
 


