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   Introduction by Richard Bonner-Davies
  

  
   People running businesses, or heading organizations, consultants, advisers and students all tend to be big readers. We look for inspiration, for best practice and for advice.
  

  
   We are readers about our competitors and rivals, usually through trade publications and blogs. We also read articles, publications and books, both related to our business or industry, but also to leadership in general.
  

  
   Our Harvard Business Review reading list is a long one, be that devouring the latest issue, or having our attention drawn to an article from 3 or 4 years ago, that suddenly might prove useful to an issue we are grappling with.
  

  
   The Economist is, of course, a must-read for most of us in business today, if only to be able to have a point of view on, or to “know enough to be dangerous” about a far-flung conflict or the impact of Bitcoin on today’s economy, or the pros and cons of a reduction of the corporate tax rate on society.
  

  
   And then there are the books we’re told we absolutely need to read. Some generalist, like
   
    The best kept secrets of the world’s top CEOs
   
   (I think I just made that up but I’m sure it exists),
   
    The 7 habits of highly effective people, How to deliver a great TED-like talk,
   
   etc. And some specialist to marketing and marketers, like
   
    Eating the Big Fish, Hit Makers, Blue Ocean Strategy
   
   and perhaps
   
    Digital Marketing for Dummies.
   
  

  
   
   
   This is a big list of “must-reads” considering it comes on top of doing your actual job. Truth is, though, we need this inspiration – to learn from others that have blazed new trails and are happy to share their secrets and failures along the way.
  

  
   The nagging concern I have when reading much of what I read however, is always one of relevance. What is in this that is useful to me? Books and HBR articles tend to be written by the winners, and as such they are stories delivered through the lens of people who want to demonstrate their success as much as offer you their sage advice and wisdom.
  

  
   My other source of unease here is that the printed word is discussing something that happened in the past. And let’s face it, the world is changing so rapidly, it is tough for any of us to keep up, much less have time to look in the rear-view mirror at what just happened. We now have new ways to talk to our customers, and we make use of new and interactive content to help drive both brand and sales. Rapidly evolving markets, companies, dynamics, channels and challenges keep us all on our toes.
  

  
   Let’s now add to all these challenges; of time (or the lack thereof), of changing dynamics of our markets, our competition and our customers.
  

  
   What do we tell them? How do we tell them? And when do we tell them what?
  

  
   
   
   In
   
    Rockets and Rebels,
   
   Nordhagen and Rogne have managed to identify the needs of the modern business to answer these questions. They do so in a way that is short-hand to the long reading list; you know, the ever growing, always extensive, never exhaustive list alluded to above. This is at its heart, a compendium of the best and brightest marketing & brand thinking from academics and marketers over the last 50 years, balanced and blended with real-world examples from brands we know and understand.
  

  
   By doing this, they manage to explain often complex marketing theory in plain English, through the introduction of a brand story, example or anecdote. So, while the book is riddled with theories, models and approaches from the best and brightest marketing minds of the past 30 or so years (like Kotler, Edelman and Morgan), the book is completely up to date in both its thinking and brand examples. Indeed, a somewhat dry subject for many comes alive with anecdotes and examples using brands like Coke, Nike and VisitOSLO.
  

  
   The chapters are logically laid out and the journey the book takes you on is thoughtful. So, an understanding of your brand’s positioning and role is followed by discussions around differentiation, identity and strategy.
  

  
   But embedded in all of this are some fascinating discussions around things like clearly defining the category in which you operate – and the critical importance of defining this correctly, was for me a real eye-opener.
  

  
   
   
   Nordhagen and Rogne use science and medicine liberally throughout the book, giving you examples of how the human brain works as it considers everything from brand choices to how it engages with stories and storytelling.
  

  
   This is perhaps then, finally a book on branding and marketing that is accessible, knowledgeable and forward looking, as opposed to ones written about the past. Reading a chapter at a time makes it easy reading – although I admit to reading the whole thing in one sitting.
  

  
   I can see this book being useful for teams of people, from disparate departments across a company, who are tasked with working together on a major corporate project or merger. Or, for people who want to start a business, large or small, and get their branding right from the start. Or, for young people looking to build the brands of the future. You don’t have to be an expert in the field of branding to read this book … but you just might be by the end of it.
  

  
   London, June 2018
  

  
   Richard Bonner-Davies
  

  
  

  
   
   
   Note from the authors
  

  
   This book is a true team effort. It has two authors: Monna Nordhagen and Kirsti Rogne. Monna is the main author and the book’s narrator.
  

  
   The writing process has been more or less as follows: Monna writes a twenty page draft, Kirsti cuts it down to ten, adds two, and then rewrites all over again.
  

  
   We have had long discussions about content, structure, examples, what to include and what not. So many colleagues have helped by offering opinions; alternately boosting our confidence in the project and making sure our feet remained firmly on the ground. Thank you all for that!
  

  
   We have also learnt a great deal from our clients. While we can’t mention you all by name you know who you are.
  

  
   Our editor, Sven Barlinn, has helped us navigate between the formal requirements of academia and our desire to be as practical as possible.
  

  
   Not to be forgotten is the creative team responsible for the design of the book. Oli Riches, Vegard Aspelund, Truong Vu Pham, Petter Tangen and Nick Bilmes have sketched, redesigned, and fought for their versions of models, illustrations and layout with superhuman patience throughout the time it took to write this book. We could not be more grateful for, or proud of, the final result.
  

  
   
   
   We are also eternally grateful to our families, in particular Monna’s husband Tor and Kirsti’s Gunnar, who have suffered through our triumphs and set backs with just the right amounts of support and celebration along the way.
  

  
   Oslo, June 2018
  

  
   Monna Nordhagen
   
   
   Kirsti Rogne
  

  
  

  
   
   
   
    We shape our tools and then our tools shape us.
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     Father John Culkin
    
   
  

  
   
    A Schoolman’s Guide to Marshall McLuhan
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   In the beginning
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   I watched the first manned mission to the moon on a black and white television set. I was six. I will never forget the seconds when the astronauts’ voices faded out as they went around the moon and disappeared behind it. My friends and I held our breath until we heard the crackle once again. Man had seen the back of the moon. Now, there was nowhere we couldn’t go and nothing we couldn’t do.
  

  
   The mission to the moon would not have been possible without a visionary American President determined to put a man on the moon and bring him safely back to earth. But it also would not have been possible without the efforts of scientists and engineers taking advantage of the newest theories and discoveries to play along with, and challenge, what the laws of nature allow.
  

  
   
   
   My claim is not that brand building is exactly the same as rocket science. But nor is management, systems development, organisational change management or strategy in general. Nevertheless, within these disciplines you will find academic theory, frameworks, tools and processes that are constantly challenged and improved, to the benefit of the ambitious leaders and organisations that make use of them.
  

  
   We have seen this to be the case to a particular degree over the last decade or so. The digital shift has thrown quite a few established truths overboard. For example, the new pace of innovation has made it necessary to fundamentally change the methods and tools of project management. The old tools were fine for development processes that spanned over time, perhaps even years. But now that development processes are iterative in nature and focused on continuous improvement of products and services, new tools were needed to support new ways of working.
  

  
   The same shift affects branding. From a time when the brand was managed by a specific business function, it is now a concern that should be top of mind for all leaders. From exercising brand management mainly through design and communication, the brand is now built by the entire organisation. The theoretical models and processes that were fine when marketing and communications people only talked to each other, are not effective in the new situation where the brand must be understood and built through the actions of everybody.
  

  
   I will admit that this is something I’m passionate about, as an entrepreneur, brand consultant, advisor and voracious reader of academic/nerdy literature. I have followed this area of academic research closely and aimed to stay up to date as new knowledge and insights have emerged. Together with colleagues and customers, we have thought, discussed, tested and adjusted. What we have found useful, we have kept, what hasn’t worked has been discarded. As the collection of tried and tested methods grew, my ambition to put together a comprehensive toolbox grew as well.
  

  
   
   
   Thus, this book has come to be and it is the result of 15 years of search and deploy, trial and error. I’ve wanted to select a portfolio of the best and most useful models, and the newest methods and knowledge we have about how to build brands today. The book is written for practical people; those who think it’s worth digging a bit deeper to aim higher. It’s for people who want to use the brand as leverage to take out the full potential of the organisation they work in, with or for, whether as leader, specialist, advisor or student.
  

  
   For managers that don’t have a marketing background, I hope the book can be an introduction to how brands can play a role in the success of the business or organisation.
  

  
   For marketers, I hope the book can motivate the development of well-founded brand platforms; that it may come in handy in day to day operations and inspire in the struggle to secure an important role for the marketing function in the business.
  

  
   For advisors, I hope the book can inspire the use of tools to help you do great work and motivate the search for more tools to apply to the areas that are beyond the scope of this book.
  

  
   For designers and other creative forces, I think it would be wonderful if this book could contribute to more strategically executed and interpreted briefs that inspire brave branding measures that clients want and understand.
  

  
   
   
   For students, my wish is primarily to inspire, but also to give you a thorough introduction to really useful brand building tools so that you might apply them to building the great brands of the future regardless of which role you aim for in your future work life.
  

  
   
   
   Brand builders need tools too
  

  
   My hope is that this book is picked up by everyone who thinks branding may be a strategically important resource, and want to take advantage of that resource for all it’s worth.
  

  
   You might say that business strategy is a kind of blueprint for building your business in the world, or «in reality». Your brand strategy is the corresponding blueprint for what you’re looking to build in people’s minds. Of course, the two are connected. But they are not one and the same.
  

  
   In this book, you will discover a toolbox, or a collection of tools that are useful when it comes to defining your brand strategy decisions and when it comes to communicating what the decisions are. You’ll find models and theories to guide you as your sort through insights; that help you structure your thoughts as well as discussions with others. You’ll also find descriptions of processes that will help you make good branding decisions and communicate these decisions in a way that makes it easier to understand their consequences.
  

  
   In the following I’ll present you with some decisions you need to make – such as category, differentiation and identity – and some models to help you make those decisions – such as a podium, a differentiation rocket and a wheel of archetypes. It’s fair to say that both the decisions themselves and the models you use to involve and inform your organisation along the way, are tools you need for the big job; namely building strong brands. I’ve structured it so that the chapters of this book represent each of the decisions you have to make. I introduce the models and processes to put you in a position to make those decisions within the chapters.
  

  
   
   
   
   
   Which tools? And why?
  

  
   There’s no official standard that lays out what the end result of a brand strategy process looks like, or what it contains. As branding is not an exact science, a fixed formula may be too much to expect. It’s not unfair to expect, however, a coherent system to help you get to the blueprint stage. While I have looked around, searched and read through books and articles, I have yet to discover such a coherent system in one place.
  

  
   On the other hand, there’s a lot of research in our field, some of it shared and popularised in ways that makes it possible to apply new insights to practical problems. Some of it has also ended up in the toolkit that is this book. What has ended up here are the insights, models and processes that have proved their worth in practical application. I’ve simplified some of the theory, but if you’re familiar with its original source it should be easy to recognise nevertheless.
  

  
   For discussions about brand across your organisation, such as what you want the brand to do for your business and how everybody’s day to day contributions fit into that picture, you need practical models and tools that people can understand and apply to what they do. For that you need a common language to talk about these things, and processes that can be used across the entire organisation. This will help give people direction in their day to day decision making. Management can use this language and apply these processes to ensure that the brand is defined and developed as systematically as the other assets of your business.
  

  
   
   
   The following requirements have informed my choice of which tools to include:
  

  
   
    Insights and methods are well documented.
   
  

  
   Where it’s not been possible to tie a specific tool to a single source, an article or book, I’ve allowed a broader selection of sources that are recognised within our field. I will also have broad experience to confirm the tools’ utility.
  

  
   
    The tools should help you clarify and simplify in the face of complexity.
   
  

  
   They should make the world easier to understand, the important insights stand out more clearly and show you which choices to make and what your options are. That does not mean that using the tools doesn’t require effort from you. As you are probably well aware, getting to simple can be the most difficult thing in the world.
  

  
   
    The tools must be ethical.
   
  

  
   Brands influence our behaviours and there can be a thin line indeed between influence and manipulation. There are plenty of resources and techniques aimed at manipulation, even some that take advantage of new knowledge about the inner workings of our brain. You’ll find none of those in this book.
  

  
   
    The tools must yield results.
   
  

  
   Not necessarily in the sense that you can expect immediate and irrefutable commercial results as such. However, the consequences of the choices you make should be much clearer and also much easier to act upon.
  

  
   Just like any tool, these tools are no better than the people who make use of them, and they may require a bit of practice before you can use them for all they’re worth. They work, but not of themselves.
  

  
   
   
   
   
   The structure of this book
  

  
   In the book’s first chapter I describe the world view that underpins it. Then follows three parts. The first part treats brand positioning. The second part is devoted to brand identity. The third and final part is all about how brand strategy communication can and should be integrated with your overall strategy communication. At the very end, I offer a few pieces of advice you’d do well to consider as you go about your brand building project, whatever it might be.
  

  
   There are at least three ways to read this book:
  

  
   
    •
    
    
    Read it from cover to cover as an introduction to brand building, or as a refresher.
   

   
    •
    
    
    Read individual chapters and pick up specific tools as and when you need them.
   

   
    •
    
    
    Read the chapters as an introduction to some of the theories or thinkers you are curious about.
   

  

  
   Whichever way works best for you; I hope you will learn something that’s useful to you and that you have a good time doing it.
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