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“That is the beauty 
of branding:
brutalized, used 
like an instrument, 
it turns on its creator.”

- Pierre d’Huy





An epidemic of 
global brand 
obesity



The ideal brand



lives in 
the 
moment



is 
invisible



transmits





delivers 
inspiration



is taken 
personally



needs 
to be local, 
small-scale



Yet brands are 
inextricably 
bound to



the 
idea of 
selling



the most
credible brands 
are those 
which look



the least
marketed





“… selling Brand Obama to the world…”
“… the key to Brand Obama…”
“… marketing of the first family…”
“… the day-to-day development and
execution of the brand…”

“… uses words like ‘strategic plan’ and ‘brand’…”
“We have the best brand on earth: the
Obama brand…”

“Like all brands the Obama brand has a crown
jewel… the White House…”

“Think of it like Unilever’s Dove…”
“Brand Obama is a marketer’s dream…”

- Wall Street Journal, June 2009



“It is proven that advertising 
works. What has changed is 
WHERE it works. The issue is the 
huge waste that is involved.”

- Ian Ryder



invisible 
consequences



wasted time, 
resources, 
money 



“only” money 
for web, tv, 
broadcast



physical waste 
for print, 
published 
media



draws resources 
away from 
product quality



intrusion into 
the naturalistic 
universe



visual and 
audial
pollution

























self-regulation
beautification



overbranding



unbranding
debranding
quiet branding



Thank you!


