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ADVANCE REVIEWS OF THE PRISONER AND THE PENGUIN



“The Prisoner is Terry Waite. The Penguin is the brand that markets the books. The Penguin engineers the value of the books through quality, attention to detail, commitment indeed to The Prisoner (ie, the consumer). Giles Lury in his latest book has written this and 75 other very short (marketing) stories. They will go viral” – Professor Scott Lash, Director, Centre for Cultural Studies, Goldsmiths, University of London.


“An Aesop for marketers. Goes to show that every brand should have at least one great story to tell” – Paul Sweeney,Head of Brand, Paddy Power.


“A great book. It goes to show that the best brands are often built on simple but honest values” – Nick Jenkins, Founder, Moonpig.


“Giles is truly the bard of brands. His business insight shines through in this new collection of marketing maxims as does his passion to pass on the accumulated wisdom of a life steeped in brands and branding” – Tim Kaner, Director of Marketing and Communications, University of Bath.


“The wonderful thing about Giles’ brand stories is that it doesn’t matter whether or not they are true, altered, exaggerated or amended – what makes them so powerful is the intrigue and surprise. On reading the ‘stories’ I felt I was being educated about the true meaning of brands and entertained at the same time” – Katy Mousinho, Head of Insight & Customer Experience, Thomas Cook.


“Giles’ new book is a superb collection of marketing tales that will educate, inspire, entertain and help you live with your brand happily ever after” – Paul Walton, CEO & Founder, Strategic Leaps.


“A consummate feat of edutainment. Every marketer should read and enjoy this book” – Mark Scott, CEO, Cello Group.


“The moral of every story is immediately applicable. A good read with valuable lessons” – Christopher Satterthwaite, CEO, Chime Communications plc.
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For Karen…




INTRODUCTION


I want to tell you a story…


This book aims to be an alternative to traditional marketing handbooks. Rather than a textbook, it is first and foremost meant to be an enjoyable “storybook” to which the reader can dip into. They can read short tales about some of the world’s leading brands: their origins, their actions, their innovations, their beliefs and in some cases their demise.


However, like many good storybooks, it’s more than just stories: it was written to communicate a message. In this case, it aims to help businesspeople – from general managers to marketing managers to aspiring marketers – think about and understand more of the principles of good branding.


To this end, all of the stories have a “moral”, highlighting a principle or a lesson from which other brands can learn.


The power of a good story


This book is far from being the first to recognize the power of a good story. Scheherazade managed to keep herself alive for 1,001 nights by leaving her stories unfinished overnight, keeping her husband, the young sultan, in suspense. Troubadours and minstrels earned their living telling stories and singing for their suppers. Novels, movies, comics and, some might say,parts of the press are all modern forms of storytelling. It seems that, as a race, we humans love a good story.


Stories aren’t just for enjoyment, though, they have long been a powerful tool for teaching; the interesting expression of the particular to make or illustrate a more general point.


Jesus used parables as the basis for His teaching. The Karma Sutra may have a role as a manual for sexual techniques but it was originally the story of a young maiden in India. The Victorians loved their rhyming Cautionary Tales. Aesop told his fables.


The Archers, the BBC radio series that has run for over 13,000 episodes, was originally intended as a drama-based educational programme. The Government hoped farmers would listen to the stories but simultaneously pick up messages that would help them feed a still-rationed Britain.


Once upon a brand


Today’s companies are increasingly recognizing that one of the best ways to help ensure a prosperous future for their brands is to tell stories about themselves and their brands. Not only does this ensure all of their employees know and understand their history but it helps teach them about the values and the behaviours that they wish to encourage. Compared to PowerPoint presentations and traditional training sessions, stories are more engaging, better remembered and provide the heroes, the “role models”, that employees can aspire to or follow.


Nike has a number of Ekins (Nike backwards), senior executives who spend much of their time serving as “corporate storytellers”. They tell the company’s stories to everyone from vice presidents to sales reps to the hourly workers who run the cash registers at Nike’s stores. Nelson Farris, Nike’s Director of Corporate Education and the company’s chief Ekin, is on record as saying: “Our stories are not about extraordinary business plans or inancial manipulations; they’re about people getting things done.”


One of the stories an Ekin might tell is how legendary track and field coach and Nike co-founder Bill Bowerman, who on deciding that his team needed better running shoes went out to his workshop and poured rubber into the family waffle iron. The real power of this story is that it is not just an engaging tale of how Nike’s famous “waffle sole” was born, but also a demonstration of Nike’s spirit of innovation.


The stories spread


As such stories are told and retold, their impact spreads, reaching far beyond a specfic company’s employees. The stories are told to, heard by and retold by two other groups of people.


The general public – you and I – are hearing these stories more and more frequently. We find them on the Internet, on TV, in the newspaper or on the radio. They are becoming part of the social currency around brands and often have a very positive effect on the overall perceptions of the brand in question.


One example is the Nordstrom story to be found on page 104 – A tired old story? Not only does it teach Nordstrom employees what the brand’s values are and what behaviours are expected of them, but when customers and non-customers hear it, they learn about a retailer that takes real pride in its customer service.


Because of their power of influence, some brands are explicitly using their stories both internally and externally. For brands like Apple, Nike, Virgin, Coke and innocent, stories are integral to their PR strategies. Coke uses digital storytelling at its Coca-Cola World Centre in Atlanta, from which the Iris Bell story, Daddy’s good luck charm, comes (page 76).


Admittedly, stories aren’t always positive. Some stories can be damaging: Nike’s The stitching and the e-mail is a classic example. A story that Nike must wish had never become so public but which is on page 60.


The second group of people who are now hearing and retelling stories is made up of business leaders and marketers, who are hearing and reading stories about other brands and even their competitors. For this audience, such stories can play two roles. The “morals” of these stories can offer lessons about what they might want to do – or not do – with their brands and in their marketing. The stories also raise the inevitable question: “Shouldn’t we have stories to tell about our brand?”; starting their hearers on a search to identify anecdotes about their own histories.


This book hopes to play a role in the spreading of this new breed of brand stories beyond their internal audiences, and to provide inspiration and lessons for business and brand mangers everywhere.


A few are more general stories which talk about specific aspects of branding, insight and innovation. The title story – The prisoner and the penguin on page 15 – is not just a heart-warming story but also a demonstration of the power of good branding and the role that visual icons can play.


In search of a good story


The specific stories in the book have been collected and selected by me over a number of years. Some I know from first-hand experience or from having worked on the brand, some come from talking to people who were involved. Others come from research and hearsay, but I have tried to give credit to the books, newspapers, magazines, websites and people who provided them.


To the best of my knowledge they are “true”, but some may have been altered, exaggerated or amended with their telling and retelling, so I hope anyone who knows better will forgive any liberties they feel may have been inadvertently taken.


Finally, with this book as proof, I believe the real power of stories is in their telling and re-telling. They may grow and change but the best live on and on. They are enjoyable and can be educational, so I hope you enjoy reading the ones here but I also hope you enjoy re-telling these stories.


Finally, if you know a great brand story that isn’t included then please do send it to me at giles.lury@thevalueengineers.com because I love hearing a new story even more than I like telling an old one.


The other characters in the story of this book


The story of this book is a long one and there are many characters that have played an important part in its writing and to whom I owe my thanks:


The friends, family, colleagues and clients who have shared their stories.


Lou Ellerton, who helped in so many ways, from encouraging me to keep going, for suggestions and ideas, for editing and proof reading (of which I needed lots!).


Dawn Childs, who designed and redesigned the cover for me and who created the illustrations which help add the character I wanted for the final book.


My fellow Directors at The Value Engineers, who have supported and encouraged me along the way.


To Adam, my brother, for timely support, suggestions and for first telling me the story of The prisoner and the penguin.


And of course to my wife and family, who have put up with my scribbling.


Giles Lury


The Value Engineers





1 THE PRISONER AND
THE PENGUIN
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In 1987, Terry Waite, the then Archbishop of Canterbury’s Special Envoy to the Middle East, was kidnapped. It made headline news around the world and was the beginning of what was to be a four-year period of captivity for the man from Cheshire, UK.


Slowly but surely, Terry Waite started to win the respect of his guards. Due to the language barriers, however, conversations were limited.


So, when after many months one of the guards offered to try and get Terry Waite a book, he had to think carefully about what to ask for. Would the guard understand what he wanted if he requested a particular book, and what was the likelihood of finding that specific book anyway?


Finally, after much thought, he decided what he would ask for: he asked the guard for any book which had a picture of a particular bird on the spine. To ensure the guard knew what he meant, he drew him a picture of the black and white bird he was referring to: a penguin.


Asked later to explain his thinking, Terry Waite said that he felt anything published by Penguin would be a good book and worth reading.


And the moral is that a recognizable brand icon is a powerful communication equity. What communication equities does your brand own?





2 THE TATTOOED ANKLE


Phil Knight and Bill Bowerman met at the University of Oregon. Phil Knight was a student and Bill Bowerman was the athletics coach whose dedication led him to make running shoes by hand for his star pupils. In 1957 they founded Blue Ribbon Sports and began selling high-tech, low-priced shoes out of the back of a van in California.


In 1972, the company was renamed after the Greek goddess of victory and adopted a new logo designed for the company by a student for the princely sum of $25. Nike and the famous red swoosh are now instantly recognizable all over the world.


Like most rags to riches stories, however, there have been downs as well as ups. Most notably the bad publicity surrounding claims about the poor working conditions of Asian workers producing shoes in China, Indonesia, Thailand and Vietnam, for which Phil Knight publicly apologized. Other “downs” have included plateau-ing sales of trainers, increased competition from old stagers like Adidas, and claims that Nike put undue pressure on Brazilian coach Mario Zagello to play an unfit Ronaldo in the 1998 World Cup Final against France.


That Nike has come through these is in no small part down to its key employees. The designers are recruited from a range of backgrounds, not just from art schools. Employees come from transportation design schools, architectural design and even occasionally NASA. They are well looked after at Nike’s headquarters in Beaverton, Oregon. It’s a 75-acre site that’s home to sports centres, gyms, design studios and marketing suites as well as various lakes, small woods, restaurants, cafes and a day-care centre for employees’ children.


Above all these, Nike’s greatest asset is the fanatical loyalty it engenders amongst its employees. A few years ago, a sceptical journalist for The Sunday Times was being shown around the headquarters. He asked about the apocryphal stories of dedicated workers having the red swoosh tattooed on their bodies. The man conducting the tour was Nelson Farris, the Corporate Education Director, who promptly rolled up his trouser leg and said: “You mean like this?”


And the moral is that great brands inspire great loyalty. How will your brand inspire this level of loyalty?





3 FROM SWITZERLAND WITH LOVE


In the early 1950s, Ruth Handler was watching her daughter, Barbara, play with paper dolls, and noticed that she gave them adult roles. This was unexpected, as at the time, most children’s toy dolls were representations of babies or young children. Taken with her observation, Ruth suggested the idea of an adult-bodied doll to her husband, Elliot, who just happened to be a senior executive at the Mattel toy company. He was unenthusiastic about the idea, as were Mattel’s directors.


And nothing happened until after the Handler’s summer vacation to Switzerland in 1956, where Ruth noticed a strange looking doll in the window of a cigarette shop. The doll was 11 and a half inches tall, had platinum-blond hair, long legs and perhaps surprisingly an ample bosom. Her name was Bild Lilli.1


Although Ruth didn’t know it at the time – she didn’t speak German – the doll was actually a sex symbol, sold mainly to middle-aged men. (That’s why the doll was only stocked in bars and tobacco stores.) Instead, she took one look at the blond Bild Lilli and saw a perfect toy for young girls. She bought three of them. She gave one to her daughter and took the others back to Mattel.


The design of the doll was slightly reworked (with help from engineer Jack Ryan) and the doll was given a new name, Barbie, after Handler’s daughter, Barbara. The doll made its debut at the American International Toy Fair in New York on 9 March 1959. (This date is now used as Barbie’s official birthday.)


While Barbie wasn’t exactly an overnight success – early market research showed that some parents were unhappy about the doll’s chest, and the famous US Sears store initially refused to carry a toy that had “feminine curves” – around 350,000 Barbie dolls were sold during the first year of production. Since then the toy has become a cultural icon and one of the most popular toys in the world.


And the moral is that old ideas can be reinterpreted for new markets. What ideas from other markets could you use to deliver innovation in your own market?


1 And just in case you’re interested, The Bild Lilli doll was based on a character that appeared in a comic strip drawn by Reinhard Beuthin for the newspaper Die Bild-Zeitung. Lilli was a blonde bombshell, a working girl who knew what she wanted and was not above using men to get it. The Lilli doll was first sold in Germany in 1955. Mattel acquired the rights to the Bild Lilli doll in 1964 and production of Lilli was stopped.





4 THE MOUSE AND THE
CAR PARK ATTENDANT


Walt Disney created Mickey Mouse but it was his wife who actually christened him. Walt went on to create: “A place for people to find happiness and knowledge”. On 23 September 1955, the 30th wedding anniversary of Walt and Lillian Disney, Disneyland California opened its doors.
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