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What’s a brand?



“A brand is a product that creates an 
experience and, ultimately, a relationship.”

- Alan Lafley, Chairman: Procter & Gamble 



“Consumers build brands as birds build 
nests – from scraps and straws they 
chance upon.”

- Jeremy Bullmore, Director: WPP



“Tell me, what is it 
you plan to do
With your one wild 
and precious life?”

- Mary Oliver: “The Summer Day”



What brand, 
product or
experience has
made an impact
in the past year?
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Century
of
saying
things



‘Truth well told’

McCann Erickson











Words 
increasingly hold
limited power



76%
of people don’t
believe companies
tell the truth in ads

DYG monitor



41%
fall in consumer
trust in advertising
between 2002 - 05

DYG monitor



A new world

= rethink how we ‘connect’









too much stuff



too many products



too many channels



too many messages



too many competitors



Moving away from
words to persuade 
towards actions



People care less
about what you
say, they want to
know more about
what you do





Century
of

doing
things

122,960,759



The best, more lucrative,
most successful, most
creative, most inspiring
challenges all do one 
thing…

….ask a big question





How do we get people
to go beyond watching
TV and be part of an
active culture force?









All these ideas are
powerful because they
were communicated
in a way that allowed
them to spread



exhorts

opposes

equalises

finds



What does your
brand do, 
what is
its verb ?





When people think of Local 
Government or a Council, what 

is in their head?



This…?



Or this…?



Some clues about community and what 
people want from “government”…
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Australians' morals & values

Income

Work Life Balance

Current Job

My Local Community

Relationships with Neighbours

Living Conditions

Family Relationships

Relationships with Friends

Satisfaction with aspects of Life

Total

% Satisfied (2009)

Very

Happiest Closest To Home
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… Families Are The Heart Of A Community
Factors Vitally (6) important to make a real Community
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A Bank

A Post Office

Fire Station

Absence Of Crime

Parks & Gardens

A Local Hospital

Good Public Transport

A Police Station

A School

Families

A Local Doctor
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Day Care Centre

Knowing Your Neighbours

A Library

Sustainable Environment

Dentist

Good Car Parking

Supermarket

Full Employment

Active Local Council

No Vandalism/Graffiti

% (2009)

… Then Lifestyle Stuff …
Factors Vitally (6) important to make a real Community
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Active Religious Centres

Good Local Festivals

Local Cafes

Strong Community Groups

Friendly Shops

Local Sports Club

Local Newspaper

A Vet

Retirement Village

% (2009)

… Then Services …
Factors Vitally (6) important to make a real Community
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Live Music Venues

Good Pub

Museum

Art Gallery

Performing Arts Centre

Local Cinema

Active Arts Community

Cycle Tracks

Local Sports Centre
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… Then The Rest
Factors Vitally (6) important to make a real Community
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Volunteering

Member of local
Clubs & Groups

So Community Involvement 
Under Pressure
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Sufficient

Insufficient

Values Poles %

Things Are Slipping Out Of Control
Personal Control Over Life
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Growing Expectations Of Government

Major

Minimal

Values Poles %

Role Of Government
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More Dependent On Government

%

Phrases that describe me:  “Want the Government to fix things”



Federal Gov.

% Nett Satisfied with :-

Local Gov.
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State Gov.

Local Government Consistently 
Better



Phone

Post

% By Household member in receipt of Government benefits 
2009 Multiple response

FTF Branch

Web Site

Other

“Method Used Last Time dealt with Government

And Most Prefer The Personal Touch

E mail



Power to the 
people
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“I ask not only that my city, 
But all, give themselves

To the essence of our cult –
The ritual assembly of an 

Interested coterie in a space
Where magic can be made

And miracles occur.”

- Bruce Mason


