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Data doesn’t create meaning - we do.

A global brand building strategy is, in reality, a local plan  
for every market.

Creativity is to have courage in the sea of big data irrelevance.

Everyone is in the business of brand management; designers, 
businesses, artists, celebrities, politicians, museums, universities, 

armies, royal families and even nations.

Branding is not about what something says or what it means,  
but how it makes us feel.

A vision is not – as many people think a financial goal  
– it is an emotional statement.

That’s your challenge when creating brand loyalty  
– you basically need to break down love.

In a transparent, overpopulated world where we spill our  
inner lives online, more than ever the concept of “privacy”  

… has become the greatest luxury of all.

Control is generally a sign and a consequence of fear.



At our core, we’re all members of a tribe.

Our perception of the world is almost always local.

Across the globe, aspiration exists at every level of society,  
from the lowest to the highest.

Humans are fundamentally insecure people, and…the fear of 
expulsion from our tribe is stronger than practically anything else.

Every successful brand stands for something more than itself.

The more “personal” an item is, the more it reveals the  
truth about someone.

In a digital era, the opportunities for transformation are diminishing.

Decline in churchgoing creates the need for other outlets  
to address the need for transformation.

Human beings seek balance.

The faster we go, the slower, in some respects, we will become.

Thanks to our phones we are never altogether present  
and never completely alone.

As self-confident as I may come across sometimes onstage,  
when I go home to my hotel room at night, I still have a stubborn 

need for confirmation and validation.

Sex doesn’t sell anything other than itself.



90 percent of all Gillette shavers are bought by  
women for the men in their lives.

Products are produced in the factory;  
brands are produced in our minds.

We’re no longer bored – in fact we’re petrified of being alone with 
ourselves getting bored. Yet boredom is the foundation for creativity 

– an asset slowly disappearing from our world.

Powerful brands in the future will instead carefully choose  
who’d they’d love to be friends with – and who they’d be 

comfortable upsetting.

Where big data is all about seeking correlations – and thus to make 
incremental changes - small data is all about causations - seeking to 

understand the reasons why.

A brand is an emotional construct. It helps you to project  
an image to the world which you’d like to own.

What do Harley-Davidson, LEGO, and Apple have in common? 
They’re all based on communities.

When we brand things, our brains perceive them as more special 
and valuable than they actually are.

If you want to understand how animals live, you don’t go to the zoo, 
you go to the jungle.

When you surrender to apprehension, or worry, or nerves,  
you effectively place a filter over your senses and are no longer  

able to see what’s right in front of you.


