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What�s in a name? In business it can be everything
In a world of over-supply, brands have become the 
primary source of strategic advantage. A brand 
conveys meaning. It builds trust. It draws people in. 
It creates wealth—so much more wealth than the 
sum of raw ingredients.

What’s the state of your brands?
How are you managing them? 
Exploiting value from them?
Rejuvenating them?
Nurturing them? 

Idealog features case studies from three of 
New Zealand’s top branding agencies.
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Don’t tell us, we’ll tell you
In a world where everything is available, 
good branding is the only way to stand 
out. But what is good branding? There are 
just about as many different de�nitions for 
branding as there are brand consultants, 
but the common thread through them all is 
the importance of what others say about 
your brand.

A brand is a concept that a company 
develops, but if it�s a successful brand the 
story continues to be told by the customers. 
It�s something they take with them, and make 
their own.

Heart and soul
Take Harley Davidson, for example. 
They�ve created a brand that attracts avid 
fans. (Would anyone tattoo your brand on 
their body?) And it�s affected the way the 
company listens to its customers. While 
other companies employ market research 
companies, Harley Davidson staff members 
join Harley Owner Groups, or HOGs, to see 
what�s the word on the street. 

The company has not only saved 
on market research, they�ve saved on 
advertising as well. A strong brand creates 
its own community�something that�s vital in 
a world of media fragmentation.

But it wasn�t always like that. Harley-
Davidson stared down bankruptcy twice in 
the four decades since 1960. Like many other 
American businesses in the 1970s and 1980s, 
Harley Davidson was having its lunch eaten 
by faster, cheaper and more innovative 

motorcycle brands from Japan. In contrast, 
Harleys seemed old and unwieldy. 

When it�s impossible to compete head 
on, it�s time to think about differentiation. 
And with a heritage stretching back to 1903, 
there was a lot of unique brand material to 
draw from. 

In a 1997 article in Strategy + Business 
Magazine, Harley Davidson�s vice president 
for business development, Clyde Fessier, 
described the company strategy as �to turn 
left when [competitors] turn right. �Let�s be 
the alternative and do the things they can�t 
do�.� This has become a kind of mantra for   
Harley Davidson�and its advice that many 
Kiwi businesses should heed.

Harley Davidson�s turnaround mixed a 
big vision�reviving the glory days of the 
past, and recreating the Harley Davidson 
dream of riding bikes and having fun�with 
meticulous attention to detail. That has led 
to a wealth of Harley Davidson-branded 
merchandise, including leather-clad 
Barbie dolls and a Harley Davidson 
burger restaurant. 

Change the world
But where do great brands come from in the 
�rst place? The most famous brands in the 
world�Coca-Cola, McDonalds, Starbucks, 
Google�came from the unique vision of an 
individual who wanted to change the world. 
They�re all now big corporations with big 
marketing departments, and big decisions 
to face.

Should we let our brand adapt to its local 
markets, or insist on the same look, feel and 
brand values everywhere?

If a customer makes a tribute ad and 
posts it on YouTube, do we embrace it, even 
if it doesn�t meet our brand standards, or do 
we send them a cease-and-desist letter?

If the marketing team on the other side 
of the world want to tweak the campaign do 
we add in the local colour or keep it global?

When times change, and the nature 
of our product changes (think of General 
Electric, which has very little to do with 
electricity any more), what stays the same? 

Stay true to you
Actually, that last question is a little easier to 
answer. What stays the same, is the brand. 
Companies that last have a purpose beyond 
just a product or a bottom line. The secret 
of lasting brands is to identify that essence, 
that passion that drove the brand�s founding, 
and express it as clearly as you can, visually, 
verbally and most importantly through the 
experience of each customer.

In the following pages you�ll discover the 
principles of branding used by some of this 
country�s top branding practitioners. They all 
come from design backgrounds, and so the 
�nished product is beautiful, exciting visual 
design. But you�ll see the process goes well 
beyond a pretty logo and nice packaging. 
Branding starts with the heart�yours �rst, 
then your customer�s. Let them own your 
brand, tell your stories, make them theirs.

What’s your brand?



Insight matters
But how do you put it to work?
It makes a huge difference when businesses 
can base planning on consumer insights rather 
than intuition. 

Because the best brand strategies are 
based on potent consumer insights, this thinking 
often in�uences business strategy. Products 
can be evolved or changed completely. Retail 
environments, customer interaction models and 
staff culture can be transformed. And, of course, 
brand expression becomes more relevant and 
differentiated.  

Some companies even re-engineer their 
business as a result of the brand strategy 
process. That�s because developing the right 
brand thinking depends on mining the right 
insights, whether around consumer needs, 
market shifts or any number of business-related 
issues. Insight is king.

But the real difference comes from how 
insight is applied. While insight provides the 
catalyst for challenging accepted wisdom and 
assessing unrealised customer-centric view 
points, you�ll still need the right combination of 
imagination and business rigour to turn this into 

business advantage.
Everything then hinges on how this strategy 

is applied. This notion of applied insight lies at 
the heart of everything DNA does, be it small 
scale brand communications, brand creation, 
brand engagement, online initiatives, or more 
far-reaching business improvement projects. 

Three key steps are typically involved: 
1. Mining the right insights, often through 

uniquely focused qualitative research and 
investigation techniques that factor in the whole 
human head, heart and gut mix. 

2. Applying the diverse perspectives offered 
by a cross-disciplinary team of business and 
brand strategists to explore, test and develop 
the best thinking based on these insights.

3. Ensuring that creative execution and 
business-wide customer-facing initiatives bring 
this insight-based thinking to bear in ways that 
deliver the desired results.    

These examples showcase how insight 
has been applied across a range of projects 
to deliver successful business outcomes. 
These insights have a common theme: think 

less about your competitors and more about 
your customer�s real needs, applying the right 
insights in the right way. 

Hold
Insight We all have an innate need to hold and 
display the precious �stuff� that gives us comfort.
Result Reinventing the business�Legacy 
Timber escaped the commodity timber export 
bind by applying this insight. The business was 
redesigned and renamed. Hold now develops a 
unique range of products catering to people�s 
desire to hold and display the precious things 
we collect though life. From a standing start 
Hold has achieved signi�cant interest and 
growing export orders across Europe, North 
America and Australia, and been featured on 
international shows such as Oprah. The future 
looks good.

Webstock
Insight The most in�uential audience isn�t 
always the most obvious customer group.
Result Web conferences can appear dime-

a-dozen. As brand partner for Webstock we 
pushed the thinking that its success would hinge 
on the international guest speakers and what 
they thought of the event�and that delivering 
them a complete brand experience was going 
to be key. 

By making this experience outstanding 
Webstock gained great reviews from the likes 
of international online thought leader Scott 
Berkun who posted comments including �most 
conferences spend little effort crafting the 
things they give attendees� they�re rarely 
made with love and infrequently re�ect the 
values of the conference itself, Webstock kicked 
ass on all counts�. As local online pundit Russell 
Brown noted in his own review of Webstock, 
�the people behind it correctly deduced that you 
don�t get a bunch of tech conference stars to �y 
across the Paci�c by being ordinary�.  

Firestone
Insight Customers are often looking for much 
more than the product you sell.
Result The very customers Firestone needs to 

attract feel vulnerable and out of their comfort 
zone in the dirty workshop environment. Their 
standards are increasingly set by the High 
Street retail experience. Firestone has begun 
to exceed customer expectations by creating a 
quality retail environment and service approach 
built around clearly understood �human� 
customer needs. This has been supported by an 
extended vehicle health offering. 

Epic
Insight The truth is it simply tastes bigger�so 
keep things simple and let the product do the 
talking.
Result In a market where some big brands 
appear to lie and boutique beers are almost 
always sold on heritage/craft values, it was 
decided to create a unique product and let 
it do the talking. The beer was huge so we 
called it Epic. And with no budget to promote 
the brand, the packaging had to work very 
hard. Consequently, the brand expression 
developed was bold and simple, avoiding all the 
usual craft clichØs. The demand for this little 

upstart (and multi award winner) just grows 
and grows, continually outstripping increased 
production runs. 

Lewis�s
Insight Understand and work the vulnerable 
and very �human� gap between aspiration and 
commitment. 
Result Purchasing premium quality curtains is 
an emotive investment that is both vulnerable 
and easily derailed. Key customer personas 
were researched and created to explore this 
customer journey. The thinking around these 
personas has been used to inform staff and 
refocus the whole sales process. It�s also fed 
directly into brand expression and Lewis�s 
marketing strategy. The business outcome 
has been strong sales growth for this, long 
established regional market leader.

If you want to know more about why insight 
matters contact Aaron Carson 09 306-8038 or 
email aaron.carson@dna.co.nz
www.dna.co.nz
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