Hi from Chris Macrae wcbn007@easynet.co.uk UK mobile 0793 144 2446
I hear on the grapevine (not sure of terminology) that December 1 is a day when bloggers are discussing ‘brand’. I’ve worked in 30 countries on brands and wrote the first whole book on brand in 1989 and co-authored 4 since, so if I can help I’d happily take questions or help develop any of the following sorts of stories if you see one that matches your blogger’s gravity. 
Basically I love everything to do with brand as an organisational method when it is owned by the people and not hijacked by advertising or accounting –  two industries that seem to have hijacked brand and valuation, in arguably the same way that IT platform sellers and accountants seem to have tried to hijack KM, and accountants and big management consultants hijacked corporate governance by systemically mis-valuing intangibles and the capital connections (human, social, intellectual, network) until Andersen imploded its own.  

For me, the brand is a powerful communications and behaviour method and architecture- which like all powerful stuff can be used to good or bad ends. I would agree with Naomi Klein that our biggest global brands are in many cases leading us like a pied piper to places no local culture of people should want to go. I find it obscene that a corporate global brand architecture may spend a billion dollars on image-making and have no reality-making or corporate responsibility to societies it most impacts. Risk professionals agree with me insofar that I do more keynote talks to their communities than to marketers! Ad agencies, typically abetted by mass media, have a business case that is all about issuing promises but nothing to do with closing the loop of brand trust – making sure the organisation has the competences and purposeful dynamics to keep and sustain al the promises it makes to people.

In connection with clued conversations (www.cluetrain.com) and brands in knowledge markets, I had a quick conversation earlier in the week with Doc Searls of cluetrain and blogging and Linux Open Source Journal. He said one of the most interesting ideas in pure knowledge technology markets is that sellers need to wake up to the idea that customers will always be smarter about context of application than the seller. This article appears to be all about knowledge brands that do and don’t get that revolution http://www.linuxjournal.com/article.php?sid=6585
I am also interested in other fascinating concepts that network brands introduce such as:

-perhaps open collaboration and not just closed competition needs to be what network brand organisations live and breathe

-perhaps, there is infinite value to multiply in learning products as consumers use them, unlike physical products that get consumed up

-perhaps some brands need to transfer ownership to communities of practice – is that what an open source model of a brand does to make sure its gravity always attracts more

Historically one of the dirty little secrets of advertised branding is that the marketing costs have increased every year for 3 decades until the cost to go to market is now more than the cost to make in many cases. Perhaps this demonstrates that marketing is using the wrong model. If a brand kept its promise of value to everyone, then everyone would do its word of mouth of word of net marketing for it and the cost of marketing might come back down

One other story which I have discussed with various people over the years including Gary Hamel and Tom Peters. Organisationally a brand should connect an inspirational triangle:

--Inside, the people who serve the brand

--Outside, customers and others who learn how good the brand is

--Leadership team whose big investment decisions should connect with the brand architecture. Yet they rarely do. Eg when a company does a Merger & Acquisition, brand and human relationships are not what due diligence is about, and only get examined for fit after all the dealing is done. This does not seem the right way to respect the trust, gravitational identity and human relationship dynamics of what we are serving and what we are valued for which a trustworthy brand should be protecting.

Some worthwhile links on brand:

Bestselling books have actually been anti-brand : cluetrain already mentioned and the work of Naomi Klein www.nologo.org 

Generally www.allaboutbranding.com 
My book chartering how to ask everyone to live the brand http://www.instituteforbrandleadership.org/Brand_Chartering.html 
On brand responsibility http://www.jyanet.com/links-br.htm    www.medinge.org 
On changing the profession of brand and connecting with other human change professions www.beyond-branding.com 
On connecting open methods that value putting humanity back into organisational systems http://www.valuetrue.com/home/glossary.cfm?letter=H 
The brand architecture I most want to open source over the next 3 years :

One slide http://www.knowledgeboard.com/download/3163/peaceopenbrandmap.ppt 
& discussion/linking area http://www.knowledgeboard.com/cgi-bin/forum.cgi?comment=1985&topic=  
