The Fourth Brand Leaders Summit took place in Moscow in the Marriott Hotel last week. Talking officially the Summit participants “had discussed top trends that would profoundly impact branding in the nearest 10 years as well as opportunities and perspectives for the Russian companies in the global economy”. In words of one syllable it means that it was the meeting of the founders of the largest companies on the Russian market who basically told us about their success and plans.
Session 1: Winsor listening to Internet
John Winsor opened the first session. I knew that he was a branding guru and I was waiting for information how to make more rebrandings per year and what colour should be chosen for logo in order to prevent Max Lusher and investors from snapping, or at least the lecture “How to change brand spirit of Russian brand in vertical brand image transformation by means of decreasing the investor’s shells”.
But John turned out to be a simple Internet guru (by the way he has a blog http://www.johnwinsor.com/). The most cases he mentioned in his report were concerned with the Internet.
His marketing concept is based on the brand open source and he calls for using Internet as a monitoring tool to survey the target audience. For example, Procter & Gamble uses Internet communities to respond to customer’s demands and wishes in time.

Winsor appeals, “Build brand together with your target audience. The customer wants to control the dialog”. The example of co-operation is Sony. This company offered web site clients to create how-we-love-brand advertisements. Finally, the advertisement made by a teenager of 19 won and the Sony President called it the best ad for the last three years.
But users could also tell something unpleasant about brand. For example, the Chevrolet Tahoe brand managers had suggested their customers to develop a slogan. As a result, the following text appeared in the Internet, “We have chopped the forests, polluted ecology in order to drive Tahoe”.
It seems that dialog with customers can help only transparent and earnest companies which have no fear and are able to respond to the claims. If a company has something to conceal it’s better to hide behind commercials and beauty of silent images in glossy magazines.
However, retelling of Winsor is like Karruso chirped by Rabinovich over the phone. It’s better to download his presentation (5 MB) and have a look at his Beyond the brand book.
Session 2: When brand smashes
The second session was dedicated to how do elements of brand identity impact on brand equity. Alexander Fedorov (the Dikaya Orhideya (Wild Orchid) Company), Evgeniy Chichvarkin (the Euroset Company), Grzegorz Esz (the MobileTeleSystems Company) and Kirill Turbanov (Alfa-Bank) participated in it.
Grzegorz Esz (MobileTeleSystems Company) disclosed rebranding secrets of his company. You know tens of thousands of people were worried about whether everything was all right in the MTS Company after rebranding and it had enough funds for new rebrandings? Gzhegozh appeased everybody that new logo brand awareness reached 95%, the audience wasn’t lost. 
Evgeniy Chichvarkin (the Euroset Company) spoke in a family way, “I haven’t taken presentations and cartoons with me”. We discovered that the old 386 MHz PC in Paint Brush application was used to create the Euroset logo in 10 minutes in October, 1996 in the shop utility room and he was not going to change it. He considers that if somebody succeeds to get money for rebranding from the senior management the last needs “rebraining” instead of rebranding. No matter how you may win, the main thing is that you are number one. Brand doesn’t live its own life separately from the business. If you carry on good business for 5 years and then you do it badly, brand won’t help you and is sure to be quickly killed. 
According to Mr. Chichvarkin, the most important thing is how the maintenance service and distribution channels work. “Who likes this water (Aqua Minerale)? Why it’s so dratted? It’s insipid and like tap water!” Evgeny rebels against coquettishly. – “You meet it on the every conference. It happens due to the excellent distribution system. Rebranding is important, but it was the better billing that gave MTS the first place!”
Alexander Fedorov (Wild Orchid Company) shared with the participants his own vision of the problem from different perspective. The main message was, “If your ad is better than your product, you must change the product or use the other ad”.

Kirill Turbanov (Alfa-Bank) in turn was surprised that American market went into virtual reality. He spoke much about branding relevance in banking sector. And again he told us about the importance of service before the brand.
Session 3: “Dead cat” problem
The third session was also interesting. Especially one phrase - even Mr. Chernomyrdin would envy it. Pier Ludoviko Bankale (Rostiks Group) said it while answering the question, “Do you know that your Moscow restaurants are awful?” He said, “The waiter could have lost his cat or mother. And he told you that you were a fucking idiot. Yes, the problem of personnel is our problem. You have hurt me right in the belly-button!”
Session 4: Foul blogs and tamagochi husbands 
The forth session was dedicated to the Internet. The whole separate session at the Summit was dedicated to the Internet for the first time this year. The Internet was presented by Elena Kolmanovskaya (Yandex), Sergey Pevnev (Samsung Electronics Rus), Anton Nosik (Sup), Taras Tkachuk (Victory S.A) and Dmitry Andryashkin, it’s me (Fashion Time.Ru).
Elena Kolmanovskaya spoke about the Internet as the brand environment. A brand can follow several ways: 1. “Corporate booklet or memorial” 2. “Way of life”. The first way can be admired but it’s harder for people to get in touch with the brand. You have to develop “lifeward” to have a contact. But there are also “overactions” here. The Internet is dangerous because everyone can express his opinion. The Internet is uncontrollable. In particular, Elena didn’t recommend buying bloggers. If you don’t want to have scandal like between Wall Mart and customers when the PR company for Wall Mart advertising had created “pseudo blog” then it was revealed and turned into anti PR. For details read Elena Kolmanovskaya’s presentation (2.9 MB, ppt).
Sergey Pevnev showed how brand can help customers to express themselves. Especially as an effective communication channel with youth. For example, Sergey named the Samsung MP3 Club project. The idea of this project is very simple: a customer finds invitation in the mp3-player box, then he goes to the web site, registers the product (i.e. supply data for CRM) and downloads 100 tracks for free. Further participant receives points for active participation in the club life. The points are exchanged for musical tracks.
Communication efficiency is monitored by “Involving in CRM activity” index which can rise and sometimes reaches 50%. This index influences another factors such as “Recommendation to friends”, “Brand loyalty” and “Re-purchase”. Within the framework of club the special portal with opportunity to keep personal audio-blogs will be developed.
The second project is the Samsung Fan Club. It is Wap-resource which provides content for happy owners of mobile phones. Any kind of technical support as well as free SMS messages, polyphonic tunes, pictures, mp3 collections and unique quizzes all year round are available for the Samsung Fun authorized users. According to Pevnev, brand is not the only one topic discussed in community. For details, see Sergey’s presentation (2.2 MB, pdf).
Anton Nosik told the participants about surprises in advertisement placing in blogs. Standard brand-books don’t work in blogs. Blog envisages new rules. The advertiser cannot simply shut up user. It’s easy to measure the virus status and blog readability, but none could say what the blog will be tomorrow. Some blogs are written in the foul language and even some blogs’ names are fouls (including the own Nosik’s blog – “dolboeb”, in Russian means “adverse fucker”).
How to advertise in such circumstances? For example, one insurance company concocted an abusive anecdote based on their campaign. This anecdote spread successfully in blogs. But can you imagine the situation when agency comes to client and suggests spreading an abusive anecdote! It is likely to be kicked downstairs…
In general Anton recommended mastering blogs environment today “until environment hasn’t started to master us”. Today this field is unoccupied, “take your chance”.
Taras Tkachuk reminded that man received about 400 ad messages during the day. That’s why you have to use unusual tools to catch customer’s attention. Interactive cards and flash-games are examples of such tools.
Presentation of “Train a Husband” tamagochi - virtual simulator sponsored by Redds beer had great success among female audience. The main task of the tamagochi game is to take the virtual man to… not the thing you have just thought about, but wedding. He can eat his passport or get drunk drinking Redds just before ceremony. For details, see presentation.
Then comes my, Dmitry Andryashkin’s, turn. 
I offered brand managers to get closer to folk, but not literally go to the villages in bast shoes as it was described by Russian author, Maxim Gorkiy. For example, I advised to use good monitoring tools such as statistics of the Internet search queries and change the way of the Internet search of your brand by creating the whole separate world for your customers on your site. At the end I showed abusive banners made in best traditions of the modern Internet ads.
Summary: don’t mix up tools
The Summit demonstrated that e-branding had become an independent trend of marketing in Russia. Besides standard brand attributes (positioning, emotional benefits, differentiation point etc.), e‑branding requires special attributes for on-line environment. Here are some of them mentioned during the Summit:
1. Open source (not in software engineering, but in branding)
2. Forming of communities around the brand (product) idea and brand values
3. Informal communication with users
4. Brand ability to hear the informal environment and use the feedback 
5. Joint brand building (users as partners)
6. Focus on trend setters. By the way, an idea of developing vertical searching system by the trend setters. 
The second day of the Summit see in the next Review
Dmitriy Andriyashkin, Fashion Time.Ru
