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Essay on Branding Timeless Values in the 
Market for Projecting into the Unknown 

 
(How myths might be built-up & de-segmented) 

 
DRAFT 4(b)  

 
 
Preface 
 
This essay is an ongoing project. The hypothesizing and testing began 20 years 
ago during a “Div” class at high school, when asked to read a book about the 
functionality of groups [ref 1], and as the only logical certainty is that there can 
be no certainty, this essay is by definition flawed. Hence any thoughts and 
feedback to help develop it, in a pertinently neutral (for this market) discussion 
forum on You-Tube [ref 18], would be most welcome. Thank you. AM-A  : 0 ) 
 
 
Introduction 
 
Four observations underpin the hypotheses below.  
 

a) Brands are built through long term investments designed to harvest self-
reinforcing collective perceptions. The harder it is to differentiate the core 
product (or service) on features, the more important the brand becomes in 
achieving a competitive advantage. Unsurprisingly therefore, that one of 
the first marketing case studies taught by many top business schools is 
the classic 1980s “Cola Wars”, where references to a “proprietary secret 
formula locked up in a vault” [ref 2] contribute to differentiating the 
stronger brand’s architecture. 

 
b) Be it “Darwinian survival”, or being a “Warren Buffet-style God of Stocks” 

[ref 3], those able to make superior projections into the future are at an 
advantage. If an “ingrained mental bias” is like a software glitch that 
causes, for example, systemic omissions of potentially pertinent data, or 
alternatively, mis-weightings and mis-calculations in the projections of the 
available data, then there is value to be created from advice and expertise 
that can improve the quality of future projections. Put simply, experts and 
consultants tend to populate the upper regions of most “economic food 
chains”, and branded expertise tends to become the basis for conventions 
and Conventional Wisdom. If the world stayed the same, which 
economists call “static state”, this would not be a problem, but on the 
basis that the only true constant is change, “codified conventions”, which 
are underpinned by the past, might sometimes create a market 
imperfection in the speed with which mindsets adjust to factoring in all 
newly available information. 

 
c) In most fields of knowledge it is common practice to brand expertise in 

order to maximise the expert’s return on investment, thereby also in part 
increasing the barriers to entry to potential competitors with fresh ideas. 
Furthermore, a brands’ strength can be simplified to two main 
components, one based on the product/service’s core value (e.g. the 
objectively measured engineering track record of luxury cars), and the 
other based on marketing skill in anchoring deep-rooted perceptions, 
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which for example is what luxury brand do to justify their greater price 
premium. Conceptual brands are no different, but as the product/service is 
intangible, the Conventions defined by the experts carry a 
disproportionate weight in defining the brand. Finally, brands are then a 
bit like Lego. Individuals build up their own personal identikit based on the 
tangible and conceptual the brands they consciously or sub-consciously 
select. 

 
d) In markets such as business consulting, techniques for measuring the 

effectiveness of the expertise is becoming increasingly commonplace. 
However, in intangible markets such as “preparing for the after-Life”, 
where performance measurement is not really an option, the power of the 
Brand to underpin the legitimacy of the expertise, (which cannot otherwise 
be judged), becomes all the more important. 

 
The more intangible the product or service, the more the brand can become an 
entity unto itself. An interesting field to study relates to the core product which 
some define as “Spirituality”. Other labels used around the world for this generic 
unbranded product are “Life Force”, “Chi” and “Ki” 
 
The “best attempt” to describe something that logically is beyond the human 
mind’s ability to fully fathom is simplified to two main observations, impossible to 
prove one way or the other, based on the observation of role models who 
discretely manifest this behaviour in their daily life: 
 

1. A personal pathway to perceiving oneself as “the right person in the right 
place at the right time with the right feeling”, regardless of what challenge 
life throws one’s way, and which appears to be achievable through 
mastering two core skills.  

 
a) Projecting less inaccurately into the future. (This could be defined 

as a “Life GPS” of unbiased common sense that picks up all 
pertinent signals to maximize the odds of wise decisions, and could 
be analogous to how special forces training encourages “wiping out 
of former mental programmes” to heighten sensual and intuitive 
awareness). 

 
b) Positive, sensitive and creative inter-personal skills to increase the 

odds of win/win dynamics with others (analogous to becoming a 
positive magnet that draws out the best in others). 

 
2. An energy field that, in the hands of a skilled practitioner may potentially 

contribute to helping the body’s healing process. (In my personal 
research, in Aikido, where it was applied by the Sensei like Acupuncture 
from elsewhere in the body, it felt mid-way between a micro-current and a 
milli-current at the point of injury, while with Cranio-Sacral Therapy, which 
was applied through clothing without physical contact, it felt like heat).  

 
Having made an attempt to define the generic core product, an assumption is 
made that at different moments in time different groups around the world have 
sought to (1) brand the generic core product in order to make it easier for the 
mass market to understand and (2) in order to gain market share against 
incumbent brands. To explore this hypothesis an important brand was selected 
due to its interesting history of conflict with other brands, many of which shared 



Page 3 

the same roots. Using the acronym “Brand C”, hypotheses were drawn up and 
tested for each of the various stages of evolution of this important brand. 
 
In the spirit that our understanding of history is in part a function of historical 
marketing abilities, it is important to re-emphasize that this is a personal 
conjecture based on the particular blend of signals the market has subjected me 
to during the last three and a half decades. 
 
 
Stage 1 – Brand Launch: “Red Bull guerrilla marketing meets Virgin”    
 
Hypothesis: The hypothesis is that two branches of rhetoric from Ancient Greece, 
together with a niche technique of psycho-analysis, may have been combined for 
a carefully orchestrated and powerful brand launch. A technique sometimes 
referred to as “a parable” mixes metaphors to initially confuse the audience, as 
part of a two stage persuasive approach, and is a rhetorical technique attributed 
to the Sophists who, as Ancient Greece’s first generation lawyers, would indirectly 
tease out emotions in order to win difficult arguments [ref 4]. Aristotle’s brand of 
rhetoric is more based on seeking the truth, and if necessary, placing a non-
confrontational long-term bet against conventional thinking to see whose 
projection ultimately turns more accurate [ref 5]. Finally a technique of 
“deliberately facing the fear to diffuse it”, which in medical terms can be broadly 
linked to Victor Frankl’s work with holocaust survivors (Logotherapy/Paradoxical 
Intentions), can be a way to help someone rapidly move from their current 
mental “construction” (programme) of the world, in which they are currently 
suffering, to another which they may not previously have believed was viable 
(e.g. moving from a construct of fearing life and suffering, to a construct of 
trusting and enjoying life) [ref 6] 
 
Independently of where the inspiration comes from, (in that the true “% within vs 
% from outside” is an unanswerable mystery for any inspiration), combining the 
three techniques could make for a powerful launch strategy. Cryptic pre-launch 
marketing materials designed to tease out emotions may have been initially 
interpreted one way, and then brought into a new context by a high profile bet 
against conventional wisdom. 
  
Test: Mixing the metaphors of economics, soccer and cranio-sacral therapy in 
phase 1, the methodology for this experiment was expressed in 51 ambiguous 
slides with a view to achieving a spread of responses from the 100+ thought 
leaders who asked to receive the document [ref 7]. At the end of phase 1 (Aug 
’09), the two possible realities of “has purpose” and “has no purpose”, held 
approximately 5% and 95% market shares respectively. As a challenge of mass 
persuasion the test was codenamed “How to get funded to sail West in 1492?” At 
its epi-centre, and monitored privately by a series of psychologists, this project 
also concurrently faced a challenge requiring a variant of Victor Frankl’s 
Paradoxical Intentions approach. If the hypothesis is viable, the seeds of change 
planted against convention in phase 1 will be re-interpreted in a different 
“construct” of the world in phase 2 
 
Status: Phase 2, began on Sept 18 2009 when a simpler executive summary was 
quietly introduced into social networks [ref 8]. If over time these social networks 
domino to an eventual reversal in market share leadership between the two 
interpretations of reality, then the exercise will be deemed a success.   
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Stage 2 – Early Development: “Rules Based versus Apprenticeship”    
 
Hypothesis: In business training and development there is a natural tendency to 
move from the artisan model to more procedural based training that is both 
quicker to implement and easier to scale. The evolution of Japanese martial arts 
offers an interesting analogy. Many began manifested, with no written rules, and 
with a gradual long term development through apprenticeship. However, as with 
Karate which is an example of a mature martial art, over time the focus shifts to 
codifying the physical side, gradually diminishing the importance of harnessing 
the spiritual side (Ki/Chi) that requires a longer term more feeling based 
development path.  
 
Test:  A front line rep of Brand C asked how he might better market his training 
services in order to improve the asset utilization of his premises. His initial 
thoughts were to test “Subway-style” placards at the local tube stop. After a 
series of discussions about the suitability of the proposed analogies to his core 
marketing material, a different plan was recommended based on the serenity 
under pressure achieved from voluntarily facing the “death-defying leaps through 
fear” in the training of the Special Forces and martial arts, not least because such 
serenity under adversity can be highly magnetic in triggering interest in others 
 
Status:  In Sept’09 a thank you email was received suggesting a positive 
outcome to testing this strategy. In a separate test, two reps of “Brand W”, 
known for their proactive door-to-door marketing approach, accepted and 
conceded that one page [ref 9] and ten principles of character development [ref 
10] from a martial arts beginners booklet, could more succinctly express timeless 
common sense than any material they might be carrying, whose metaphors might 
have been designed for an audience of a different era.  
 
 
Stage 3 – Key Market Facilitator: “Invisible Hand”    
 
Hypothesis:  While economists model perfect competition, in practice markets are 
far from perfect. Left to their own devices, decision makers will not collectively 
achieve an optimal use of resources. While economists’ “Heaven on Earth” is 
defined as the Pareto Efficiency Frontier where available resources are used 
optimally, any shortfall from this is referred to as an opportunity cost. A good 
coach or manager can reduce this opportunity cost, and in the context of sport, it 
was noted that of managers reaching the later stages of Europe’s prestigious 
Champions League, a disproportionate share appeared to be from Brand C. Two 
articles from the same sports correspondent may offer a hypothesis for this 
anecdote. The first praises the current England Manager’s (from Brand C) 
successes in turning the team’s fortunes around, conferring on him the title “Don” 
[ref 11]. The second bemoans a recently relegated team whose sequence of 
“Messiahs” (all from others Brands), struggled to “float on water” [ref 12].  
 
Test:  To test the timeless subtle and non-confrontational persuasion techniques 
that could explain Brand C’s market leading ability to act as the equivalent of 
Adam Smith’s Invisible Hand of Market Efficiency [ref 13], a role that implicitly it 
was best placed to perform when its overall market share was at its peak, a 
remote group coaching system was developed based on three timeless notions: 
(1) group discussion forums, (2) “360” mirrors for being the right person for that 
role at that phase in events and (3) a system to quantify and record projections 



Page 5 

into the future such that any potential biases might be captured objectively for 
the coach to then play then back discretely at the appropriate moment.  
 
Status:  In Q4’09 the core coaching methodology called “Projections Based 
Coaching” [ref 14] was accepted for publication in the coaching press, while the 
core system [ref 17], has been cleared for adoption by a number of 
multinationals.  
 
 
Stage 4 – Mature Phase: “Focus on Brand Heritage”    
 
Hypothesis: All brands mature and in a world where the only certainty is change 
the hypothesis is that over time a gap may open up between the brand at launch, 
defined “Brand Ct0”, and the brand today, defined as “Brand Ct2”. 
 
Test: An online rhetorical debate was arranged with two senior domestic 
representatives of Brand C. The project was given the codename “1st Century 
Cola Wars”. In a rhetorical debate the audience’s reaction determines the winner. 
The carefully selected and intellectually neutral audience of five consisted of an 
MBA/banker, a political correspondent, an author/MBA/consultant, a marketing 
professor, and a front line member of Brand C. 
 
Status:  Following several rounds of sporadic debates over many months, the 
debate peaked in March ’09. The audience response at that point was one vote 
against (“isn’t sense”), one abstention, and three independent acknowledgements 
that the rhetorical approach made sense. At the next peak, in August ’09, the 
debate broadened with input from leading figures in the coaching industry. 
Currently dormant again, it would be interesting to see if the debate resurrects 
should milestones be achieved in the other experiments. 
 
 
Conclusion 
 
The benefits derived from superior abilities to project into the future range from 
increased chances of survival (Darwin), to achieving a higher rate of return on a 
set of assets (Buffet).  
 
This essay was motivated by the hypothesis that if, in each of the various fields of 
human expertise, one strips away the “expert driven branding”, behind this may 
lie something called “timeless intuitive white label common sense”. A second 
hypothesis is that one’s ability to tap into this timeless common sense is a 
learnable skill, which requires a personal development journey to “re-programme 
away” biases, normally best achieved by learning off more experienced teachers. 
Finally, to best navigate one’s path through uncertainty, all datapoints, past and 
present, should be factored in – or put more simply – “always keep an open 
mind”.  
 
Hence the only certainty can be that there can be no certainty. Anyone who 
allocates all 100 metaphoric pennies to either side of a debate, by taking a 
polarized stance and not hedging something on the alternative, immediately 
creates the risk of creating a “blind spot”. In so doing, they also increase the risk 
of conflict. 
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Faced with the constant question “whose advice should I follow?”, over the years 
this essay has been shaped by an amazing portfolio of role models, including, to 
name just a few: 
 

• A top tier psychologist coach whose coaching capabilities were so subtle 
that they were almost undetectable. 

• One of America’s best crisis communicators who used rhetoric to push 
students outside the boundaries of their mental programming. 

• The serenity of a peer in the face of quasi-certain death which at the time 
made no sense to my mental world. 

• The example of empathy and dedication to the team of a peer whose 
personal brand only became visible after the event. 

 
Across my personal portfolio (or role models), the common themes are probably 
(1) “trust”, (2) “make the most of every metaphoric pass received” and (3) 
adhere to the timeless principles that Paulo Coelho calls “Universal Laws” [ref 
15]. 
 
At a macro-economic level, trusting market signals and being more adaptive 
should lead to better asset utilization, creating the economist’s equivalents of 
soccer’s fluid “Jogo Bonito” [ref 16]. But this type of strategy requires a certain 
leap of faith to operate outside clearly defined structures. In practice few 
economic agents are likely to risk exploring white label (structure-less) intuitive 
common sense. 
 
Hence brands of branded expertise will always compete for market share of 
advising those who want the illusion of certainty, and incumbent experts will 
always be at a natural advantage (unless technology or other factors trigger a so-
called paradigm shift).  
 
So in summary, for all the appeal of “Jogo Bonito” [ref 16], which economists 
define as the best route to an optimal use of available resources, the smart 
money is that its minority market share of the overall market (between Branded 
Conventional Wisdom, and Unbranded Common Sense) will ebb and flow in cycles 
(as per slide 2 in Potential Antidote to Wrong Person, Wrong Time, Wrong Place 
[Ref 8]), both because of demand side issues, such as people looking for short-
cuts in personal development plans, and supply side issues, such as teachers 
wanting to naturally differentiate themselves in the market place through a brand 
premium over their core skills.  
 
As the French say “plus ca change, moins ca change!”   
 
With thanks to all my amazing role models who helped shape the version so far. 
 
AM-A 
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