MANAGING A BRAND

INVESTLING’S
e a. Who are you? b. What do you do? c. Why does it matter?

3 EXPOSURES e Messages have evolved thru: What is it? > What it does? > How
Generally people don't pay you'll feel? > Who you are?

attention to something until they 2. Collaborate

have seen it 3 times. Plan for this . . L

in marketing. e Hollywood model for collaboration, with Producer coordinating

necessary specialists

FEEDBACK e ‘Speak in Prototypes’ to cut through talk.

Feedback sessions are great to ask for 3 areas. 3. Innovate

What should we: e Innovations come either from people outside the company, or

STOP doing those inside who think outside.

KEEP doing, & 4. Validate

START doing? o

LEADERSHIP FROM BEHIND o Seek feedback from your brand communication

EXPERIMENT Like a sheppard with their flock, you can lead e Use Focus groups to Focus the research, not be the research
Seek fast feedback from behind... allowing stars to run ahead, but 5. Cultivate

I I I I i :O I {, ! O Ii I i: R/- I i: I {, l I I I ING E,ezgrgnthe momentum going in the right e Allow your brand to show the occassional flaw, it gives greater
irecti

personality as you try new things.

CHIEF EXPERIENCE OFFICER

Your CEO is also your Chief Experience Officer. They ..itis not.the §trongest species that survive, nor
What is thiso should be continually assessing the experience from the most intelligent, b“t the ones who are most
° the customers perspective, setting relevant standards responsive to change.

for the organisation to meet - Charles Darwin.

An attempt to capture our strongest insights into adding
value, whether in marketing, design, engineering or general
INSPIRE STANDARDS

b USINESS. Compete against perfection, rather than

just competitors Practise does not make perfect. GARTNER HYPE CYCLE
Perfect practise makes perfect.
. (just look at taxi drivers; the worst A
How do we use it? drivers on the road) Peak of Inflated Expectations

Plateau of Productivi

Any time we read a great book or article or hear a sage
speak, we try and record the essence of the insights here. e o e TION
Then when we have a key planning session, we have this * Use Concrete Language DELIBERATE PRACTISE

Slope of Enlightenment

infront of us, to jog our memories where they might other- - Lo Fements et are NOT e S T
Wise forget' 2. Obtaining immediate feedback Trough of Disillusionment JOBS TO BE DONE

echnology Trigger
3. Concentrating on the technique as much as on the outcome. el

Remember, taxi drivers practise all day, but are terrible.
"For every complex problem, there is an answer “Perfect practise makes perfect”

But you’re miSSing coe @N that is clear, simple...and wrong."

If you can see an insight that we are missing (there’s lots of L WEielias
PERSONAL EFFECTIVENESS
STRATEGY HURDLES THE SPACING EFFECT Getting Things Done (GTD)

gaps!), we’'d love to hear from you. There’s various ways to S SPACING EX Getting Things Done (GTD)
reach us |isted on the ContaC-tS page. Q e Curse of Knowledge - Tapping tunes ? _%:\(Zé AII’IC;(;GSS, rganize, Review, Dol
E‘ 5’ 100%
90%

predict 50% success, actual is 2.5%
e Decision Paralysis
e Common Strategic Language
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SEEK ENGAGEMENT &
ELIMINATE DISTRACTIONS

e Managers should be responsible for sparking @

creativity & networking group
Reward successes with better challenges N
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Memorisation
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CHANCE OF REMEMBERING §

(]
e Engage all stakeholders
e Understand your employees work DAYS 10 20 30
e Hire hard, manage open, fire hard
e Allow your customers to be heard loud, clear
& unfiltered
High Supportive High Directive
Low Directive High Supportive
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1. SPECIFY

Low Directive High Directive

Low Supportive Low Supportive

low SUPPORTIVE BEHAVIOUR jgh

INCENTIVES

From all business, my favorite case on incentives is Federal
Express. The heart and soul of their system—which creates

low  DIRECTIVE BEHAVIOUR  high

5. OPTIMISE

e An idea to help a consumer do more

the integrity of the product—is having all their airplanes come i i

to one place in the middle of the night and shift all the L aﬁogd%bw’, eﬁ%Ctlvel[y &/Ort COH\J/[eCT lently
packages from plane to plane. If there are delays, the whole e Add value & eliminate waste. Il ey ve been 1rying to get done.
operation can't deliver a product full of integrity to Federal e Review stages are everything e The End Customer (consumer) is the

Express customers. only true judge
And it was always screwed up. They could never get it done

on time. They tried everything—moral suasion, threats, you

name it. And nothing worked. www.baekdal.com

PLAN, DO, SUPPORT & IGNORE

Finally, somebody got the idea to pay all these people not so

much an hour, but so much a shift—and when it's all done, PLAN This is what SUPPORT This is what
they can all go home. Well, their problems cleared up ‘y ou plan to do “}'b?ft’,ffﬁ’,,‘;gffm)
overnight.

Charlie Munger Value

INFORMATION HIERARCHY

Noise: No discernable pattern. 4 o ARRANGE

Data: Noise becomes data when it has a cognitive pattern.

1 t 1 1 1
Information: Data becomes information when it's oo E%ters AEfa'}gmy ﬁatﬁarity f frasees PROCESS 2 ° RESOLVE

assembled into a coherent whole, which can be related to This is what This is
other information. Doym'l do" IGNOREireI'le‘/ant e Established ways that THE PROFIT
Knowledge: Information becomes knowledge when it's organisations turn resources FORMUL A
integrated with other information in a form useful for STRATEGY FORMULATION into products or services.
making decisions and determining actions. These will come from .
Understanding: Knowiedge becomes understanding [ [ Omectves] Tactos | Actors | resources e e e
when it's related to other knowledge in a manner useful for 1.Priorities g "
anticipating, judging, and acting. (Short term) . e Seek Transparency & Flow value proposition profitably.
Wisdom: Understanding becomes wisdom when it's o Themes e Establish necessary
informed by purpose, ethics, principles, memory, and (Mid term) margins, asset turns, etc
projection. Q Excel at one.
Dee Hock, founder of Visa 3 [Bliesicne a?r? Q?Od at
Long term CUISHLO
FAST. CHEAP. GOOD. beie i 3. UNDERSTAND
Choose 2 Goals for the process include: identifying unconcious & EST ABLISH

incompetences, visualising success scenarios, & better
planning for agility

Process Innovation

RESOURCES

Look to release your Minimum Viable Product

By far the dominant reason for not releasing sooner was a FOR SALES TEAMS e Things or assets that organisations
reluctance to trade the dream of success for the reality of Measure/reward Behaviour: can buy or sell, build or destroy.
feedback O il [z [ peiiar (8 e e Capabilities to succeed originate in
G o If Dangerous (insurance, etc) resources, and then migrate to

Entreprenuers should be:
Stubborn about the Vision
Flexible about the Tactics

processes, values and cultures

Measure/reward Results:

Plans are of little importance, e If short term

but planning is essential. -Jeff Bezos
_ Winston Churchill e |f you need entreprenuerial behaviour
IDEO’S
Human Osterthero AGILE DEVELOPMENT
Centred E
e v THE BUYING FUNNEL
.
DESIRABILITY Awareness () awareness
Design focus Evaluation z brand
(customers, aesthetics, etc) Validation E awareness
€3]
~ brand
. -] consideration
s : A & < pbrand
FEASIBILITY : VIABILITY E preference
Engineering focus E Business focus e ————————————————————
(technologies, E ~ (marketing, (7)) purchase
process, etc) E finance, etc) $ Fﬂ intention
: -
: <
v wn purchase
The s soutors i MASLOW’S COMPETANCE Q

) ] customer
subconscious competence (highest) loyalty
conscious competence

unconscious competence

conscious incompetence 0/

unconscious incompetence (lowest)

&

Work on THINKING, not just THINGS

Sx All models are broken, some are useful

CHOOSING CUSTOMERS

Generally choose many small customers

v rather than few big ones:
@ -No middle men in getting product feedback
Q -More consistent paying
@ -Less risk
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monetize %
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Learn to Learn to
do this better 2y e

What we can be
paid to do

www.investling.com




