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CREATIVE HUNGER: ARE YOU TOO WELL FED? /

BY MARTIN LINDSTROM /

Are you still a brand entrepreneur? Or have you become, over the jading years, a
corporate marketing executive whose attention is more firmly on the salary and bonus
than on creating innovative brands?

The fact is that today's marketing budgets are way too big. Not that I dislike giant
budgets. I'm gquite partial to them. But their downside is that they take away a team's
creative hunger. They allow a team to rest on their laurels and keep comfortably within
the square. They don't force the marketing team to think differently, to stand out and to
take chances with branding. So, what would you do if, suddenly, you had to halve your
budget?

You might go into panic mode for @ moment. Then you'd muster your arguments against
the cut. The budgetary constraint would mean reduced effectiveness, limited choices, no
flexibility. Then, once you'd realised that there was no coming back from the cut, you'd
begin to recover your creativity. And that's where you'd begin to be worth your maoney
again.

Corporate v Creative

Are you corporate, or are you creative? Let's ascertain this by comparing your
responses to ideas from five entrepreneurs with one thing in common. They have all
come up with brilliant ideas using little or no budget.

There's a lot of underwear brands out there to choose from: Calvin Klein, Hugo Baoss,
Diesel... But, to be haonest, there's not a lot of difference between their products. And,
more often than not, underwear is not on display. Mostly it is under the trousers.
Imagine you were given the mission of finding a brand name which would create the very
foundation of a brand's success. What might you come up with? Don't read on - just think
for a moment.

Well, two young men based in Sydney, Australia, were convinced that there was space
in the market for yet another underwear brand. Like most entrepreneurs, they had next
to nothing in their bank accounts. But they did have a lot of passion and the energy to
make something happen.

Their first move proved instrumental to their imminent success. They hit upon an
unusual name: AussieBum. A name you'd guarantee neither Calvin Klein nor Hugo Boss
would choose. Yet a name which was provocative enough to immediately hit the
headlines. A brand star was born, just like that. Here's an interesting fact: every time I
guiz brand owners about their unusual brand names, they all claim that the daring name
was fifty percent respaonsible for the brand's success.

Think of the iconic Faith Popcorn who produced the Popcorn report. Popcorn?! Give me

a break. That was indeed her (made up) name. But I bet you, from the first time you
heard Faith's name, you never forgot it. Then there's the Naked Chef (who I honestly

blindfold, when the survey subject can see the bottles, 79% claim the Voss water to be
superior. Who says looks aren't everything? And that's even given the price comparison.
While Voss is available only on-premise (at restaurants, bars, and hotels), meaning its
retail price should be considered in the hospitality industry context, we can ohserve that
bulk sales websites are offering 800ml Voss water for around £2.10, and 1500m]l Evian
for about £1.40.

Reinventing Ice Cream

Now, let's try a tough case. Ice cream. I'm sure you'd agree with me that this is probably
one of the most competitive FMCG fields after water. So what would you do to raise the
profile of your brilliant ice cream that no-one had ever heard of? Zest Gelato would be
able to tell you. A start-up company operating out of New Zealand, it had no money and
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thought appeared naked before I saw Jamie Oliver's UT TV show), the Australian version
of Innocent called Nudie , and FCUK - French Connection United Kingdom. 92% of us still
read FCUK with an assumed inversion of the first two letters. And we never forget the
name. But, having established the crowd-pleasing, attention-grabbing name, how does
an entrepreneur, with no budget, spread the brand message? Here's test two for the
corporate-creatives.

Let's imagine that you own a local pizza store. It's moderately successful, as corner
stores go. But your ambitions are immoderate. One store - that's not enough. You want
to conguer the region. You want a chain. But with just $5,000 in your marketing budget,
what would you do?

Let's look at a pizza shop owner from my home country, Denmark. Some ten years ago,
he decided to place an ad on the local radio station. The message was simple: 'Dear
customer. Grahb your Yellow Pages and turn to the pizza section. Rip out all the pages
under "Pizza" and bring them with you to our store. In return for the pages, we'll give
you a free pizza." That day, nearly all his competition disappeared. Overnight,
competitors' phone orders stopped coming in and an aggressive, but inventively
economical tactic, managed to secure increased market share.

Premium Purity

I've learned that great brands seldom have to be associated with outstanding products.
Don't get me wrong. A brand's products must never let the consumer down. But,
honestly, there's not a lot of difference between Vittel, Evian and Volvic water. So, what
strategy might you adopt if you were in charge of, at least according to you, the greatest
water in the world? This time, let's say your budget is higher that the pizza guy's $5000.
But far below those budgets worth hundreds-of-millions on which Evian and Vittel
survive.

One answer can be found in Norway. Norway has something which only a handful of
other countries can lay claim to: it's a country associated with the purity of its
environment and natural assets. And that was exactly the foundation for the water brand
known as Voss. Yet the young entrepreneurs who founded Voss knew this wasn't
enough. Ole Christian Sandberg and Christopher Harlem wanted to achieve unigue
packaging design that distinguished itself as artwork and virtually demanded a place on
the stylish tables of socialites and in the hands of high-profile super models. Their
search ended at Neil Kraft.

On the Voss website, Kraft explains that he, Sandberg and Harlem combined their
creative powers to 'create a personality that differentiates itself through the entire
experience and reflects the true essence of the brand'. The former creative director for
Calvin Klein describes the brand as: 'A new way to think about water. Beyond
refreshing... to beautiful.' It took over a year to have the exceptional bottle successfully
manufactured. The result is a piece of design that stands out from all competitors in all
high-end enviranments: top hotel bars, fancy restaurants or exclusive clubs. The bottle's
unique and beautiful design went a long way to recommending it to the tables of the rich
and famous. It helped open doors to the celebrity world which would later carry the
message of Voss water into New York City and the rest of A-list U.S. society. Nowadays,
Voss water enjoys star-packed success. You won't be surprised to learn that, in blind
taste-testing, people can't tell the difference between Voss and Evian. Yet, minus the

limited marketing skills. Yet one idea turned everything around. It decided

to concoct ice cream flavour sensations: ever tried bacon and egg flavoured ice cream,
toasted coconut, lime and mascarpone ice cream, Manuka honey gelato or vanilla bean,
poached pear and blue cheese? Then there's pumpkin and caramelised pecan. In June
this year, founder James Qliver (no relation to that Naked Chef mentioned above) won
medals for all seven of his whacky flavours at the New Zealand ice cream awards, a hotly
contested honour. Word of mouth is now spreading news of this low-volume, high-quality
brand and building cult status for the 22-year-old entrepreneur behind it. James simply
went against the norm in the ice cream industry, and peaople loved it. The brand managed
to make the puhlic talk, with just one crazy idea!

The biggest challenge for almost all brand owners is distribution. That was the hurdle
Ben & Jerry's ice cream faced against Unilever and Nestlé, finally succumbing to the
challenge when the company was acquired by Unilever in 2000. The Anglo-Dutch
conglomerate and Switzerland's Nestlé now command more than a third of the world ice
cream market. Distribution was also the challenge Mars had against Hershey's, and
which Mars won with aggressive sales representatives literally fighting in stores to
secure shelf space. So, let's say you've invented the brand name everyone talks about,
your product design is outstanding in a range of persuasive ways, the product and its
attributes are unigue, and your campaign makes people desperate to buy your product.
None of this is to any effect if consumers can't find it anywhere. What would you do?

Finding Your Wings

Red Bull offers a few lessons. Did you know that the secret of the brand's success was
its distribution strategy? By analysing the retail market, the Red Bull marketers realised
that they'd never win the conventional retail channels over. The Coca-Colas of the world
had well and truly colonised them. Instead, Red Bull, in a piece of lateral-thinking genius,
targeted stores which, at that time, had nothing to do with soft drinks: surf-wear stores,
clothing stores and petrol stations (remember, this was 15 years ago, when petrol
stations actually concentrated on selling petrol). By installing the now famous Red Bull
fridges, filled with the round-form containers, Red Bull secured immediate exposure
among probably the most lucrative consumer group of all: trendy, sporty, energy-filled
people - as well as party-goers who need a kick start between engagements. To this very
day, Red Bull has maintained this alternative distribution strategy. And the beverage
giants quickly realised they'd left this channel open by mistake. Yet that oversight is the
reason why we know Red Bull today.

If you're a start-up branding entrepreneur, the trick is simple: be different, across
every touchpoint. The brand name, packaging design, ingredients, communication and
distribution channels. Following conventional marketing paths will doom your start-up to
failure. If you've discovered you've become a corporate rather than a creative brand
entrepreneur, shake up your approach. And, if you don't know where to start, give this
article to your boss and ask that your marketing budget be cut in half. That'll give you a
kick along.

Martin Lindstrom is an advisor to several Fortune 100 brands including Disney, Mars,
Pepsi, Amex, Mercedes-Benz, Reuters, McDonald's, Kellogg's, Yellow Pages and Microsoft.
www.MartinLindstrom.com
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