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The Power of an ExperienceDriven Brand
 No Comments

I have had the privilege of spending time with J.P. Kuehlwein, executive vice president of Frédéric
Fekkai, to discuss his views about what’s next in the domain of brand management. After reading
http://blog.ama.org/thepowerofanexperiencedrivenbrand/
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Rethinking Prestige Branding: Secrets of the Ueber-Brands, the book that he co-authored with
Wolfgang Schaefer, global chief strategy officer at ad agency SelectNY, and after just one
conversation, I invited J.P. to deliver a keynote presentation at the AMA’s Annual Conference that
focuses on “Inspired Marketing.” Why? It’s rare that, in the area of brand strategy, we hear of truly
fresh and new concepts that can advance both theory and practice.
You may have read my historical account of how the buyer/seller transaction has come full circle
from what was once a “one at a time” merchant to customer relationship, with the advent of mass
media to mass consumerism, then with the advent of technology and back to a technology-enabled
personalized customer relationship.
All the while, the simple formula of a brand was “brand = promise + experience.” I would assert
that, for 75 years of mass consumerism, brand management was much more about the promisemaking than it was about delivering an experience. Then along came brands like Starbucks that, for
the longer part of their existence, weren’t into the promise-making business. They were among the
forerunners to usher in brands that were defined by the experience that they created.
The power of an experience-driven brand is the authenticity. I suppose it’s why some marketers
describe the retail transaction as “the moment of truth.” In a sense, for an experience-driven
brand, there aren’t any promises to be broken. Customers’ expectation is created by their last
experience, not some insight-driven brand promise. It’s not that there’s anything wrong with an
insight-driven brand promise; it’s just that there is always such a risk that the people making the
promise aren’t the ones responsible for keeping the promise. And that’s where the lack of
alignment can create brand failure. It certainly helps to mitigate this risk when a company can
adopt an enterprise-wide customer centricity, which simply underscores the critical role that
today’s marketer should be playing inside every organization. Every marketer should transcend
the “department” mentality and become a source of enterprise-wide obsession with delivering the
customer experience, and then work backward from that to align your brand promise.
J.P. Kuehlwein and Wolfgang Schaefer will be speaking about “ueber branding” at our upcoming
conference. They have brilliant ideas about pushing past brands built on the promise of
performance and pricing, and into the challenge of creating brand mythology. They go beyond the
current school of thought on the importance of being a purpose-driven brand, in which I strongly
believe, and beyond storytelling—which, of course, is all the rage as it pertains to so-called content
marketing. The power of the myth is irrefutable, and it would be a mistake to equate brand
mythology with puffery or things that are somehow deceptive. To me, mythology simply means
“elusive or difficult to explain”… but not untrue.
Importantly, there’s no more inspiring source to build a brand myth than through delivering a
spectacular brand experience.
http://blog.ama.org/thepowerofanexperiencedrivenbrand/
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The fact that we have come full circle, thanks to technology, to enable brands to return to
personalized customer relationships is historically important context. Now add to it the insight
that experiences represent a more durable approach to brand building, and at the same time, they
represent the most inspiring sources of brand mythology, and you have a truly new model for
brand management. These dynamics have set the stage for a renaissance in brand management
and behavioral economics.
There’s no better time in business history to be a marketing professional. It’s not just because of all
of the shiny, new objects in technology. Thanks to thought leaders like J.P. Kuehlwein and
Wolfgang Schaefer, it’s also because of a deeper human understanding of what motivates us to,
in their own words, “long and belong” to a brand. I hope that every marketer reading this will take
full advantage of these insights and opportunities, and re-aggregate your thinking around an
experience-driven brand that can inspire mythological status in pop culture.
J.P. Kuehlwein and Wolfgang Schaefer will be delivering a keynote presentation at the AMA’s “Inspired
Marketing” Conference in Austin, Texas, on Sept. 27-29. To learn more, visit AMA.org/Annual.
Positively,

Russ Klein, CEO
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