
John Fanning: Brand Culture 

The importance of being 
branded 



Why? 



Attract more customers 

More regularly 

At a premium price   

Strong brands 



Attract more customers 

More regularly 

At a premium price   

Quality guarantee 

More convenient 

Social cachet  



You can’t choose whether or not to be a brand 

You can choose 
whether to manage 
it! 



Why manage? 

Professionalism 

Profitability 

Economic 
Reality 



How? 



1. Ambition 



Decide on a BHAG 

The difficulty of being 
different  



Geography no longer a barrier to BHAG’s 





I have harboured the absurd notion of motivating a small town, a 
speck on the map, to become a centre of the imagination   

   Bryan McMahon 



2.  Have a brand perspective 



Great brands are more than a collective of attributes 
they have a value system, a sense of purpose. 

Competitors can rapidly replicate everything about your 
business - except your culture, your value system which 

must represent something bigger than the product or 
service you are selling.  



It’s a noisy world 

An instant to make your case  

Clarity about what you stand for 



Child development 



Modern parenting 



Ballynahinch ‘embodying’ Connemara 



Developing a powerful 
brand stance  

How does your business improve people’s 
lives? 

How does your business improve the lives of 
people in the immediate community? 

If your business was a school – what would it 
teach? 

My business believes the world would be a 
better place if…..  



The Mullamore House Hotel: Mullamore  

 One of the world’s great boutique hotels! 

 Rejuvenating the economy of Mullamore and 
surrounding countryside. 

 Creating a national and international market for 
local produce. 

 A spiritual retreat for the world’s elite. 

 



3. Copy 



abcdefg 

hijklmnopqrs 

tuvwxyz 

The easiest, most inexpensive way to gain an 
unfair competitive advantage 













Broken down Battersea bargain, erected at the 

end of a long reign of increasingly warped 

moral and aesthetic values, it’s what you 

would expect – hideous, redeemed only by 

the integrity of the plebs who built 

it…….well. 

Originally a one skiv Victorian lower-middle 

class family res it’ll probably be snapped up 

by one of the new Communications Elite 

who’ll tart it up and flog it for three times the 

price in 18 months. 

3 normal sized bedrooms and a fourth for an 

undemandng dwarf lodger.  Bathroom, big 

double drawing-room, breakfast room and kit, 

nature has fought back in the garden and won. 



The pub with 

the best ‘craic’ 

in the West of 

Ireland 



4. Design 







The Girls hn 

The Girls  

The Boys 







5.  Ethnography 



Brand knowledge doesn’t come from 
market research or trend reports – 
the marketer’s usual way of getting 
‘close to the consumer’ – rather it 
comes from a cultural historian’s 
understanding of ideology as it 
waxes and wanes, a sociologist’s 
charting of the contradictions that 
ideology produces and a literary 
critic’s expedition into the culture 
that engages these contradictions.  





Cultural Branding:Brand Culture 

• Organisations are increasingly competing on the basis of their 
ability to communicate who they are and what they stand 
for—and are therefore becoming more expressive. 



Cultural Branding:Brand Culture 

• A brand culture acts as a perceptual frame through which 
customers understand value and experience the product. 



Cultural Branding:Brand Culture 

• Cultural knowledge is critical for building iconic brands—
managers must develop sensitive antennae to pick up tectonic 
shifts in society that create new identity desires—managers 
must get close to the nation—the social and cultural shifts 
and the desires and anxieties that result.  



Cultural Branding:Brand Culture  

• The greatest opportunity for brands today is to deliver not 
entertainment but rather myths that their customers can use 
to manage the exigencies of a world that increasingly 
threatens their identities.  
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The importance of being 
branded 


