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Executive Summary
We believe that the best kind of branding tells stories that confirm people’s existing
worldviews, their beliefs and understanding of societal position, and show them a path to
fulfil their wishes and desires. At this position brands can act as support to the consumer’s
identity. At this point brands can diffuse innovation. This is our hypothesis, which we will
investigate.
First we create a theoretical framework for this assumption. The framework is based on
psychoanalysis and cultural theory, Cultural Branding and the Diffusion of Innovation
theory.
We analyse the term identity and how it is connected to branding from a theoretical
standpoint. Furthermore we connect identity to culture. Then we connect innovation and
culture. We conclude from a theoretical standpoint that brands as cultural expressions
affect identity and that this effect causes people to advocate products that mixes high tech
functionality with relevant cultural expressions.
Then we show how current brand theory lacks the ability to diffuse innovation and how
this caused a great technological innovation to fail, because it lacked a relevant and
powerful cultural expression. This is the case of TiVo.
Then we show how to create powerful cultural expressions based on myths, which are
based on ideology. We use Apple as an example of a company that used ideology in their
branding (“Think Different”) and how they succeeded when that ideology was aligned
with the cultural movement.
Finally we apply this to a practical case, where we show how this can be used in practice.
This is the case of Beoplay.
The outcome of our investigation is that brands can provide this support when they
express ideology through culturally relevant myths. At this point they can mix cultural
relevant expressions with high tech and thus diffuse innovation.
To reach this conclusion we combine the psychoanalysis and cultural theory of Jacques
Lacan & Slavoj Zizek with the Cultural Branding theory of Douglas Holt and the Diffusion
of Innovations theory by Everett Rogers and Geoffrey Moore.
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Preface
We believe branding can be improved. We believe branding is something more than
stating a products or company’s superiority to its competitors. We believe that the best
kind of branding tells stories that confirm people’s existing worldviews, their beliefs and
understanding of societal position, and show them a path to fulfil their wishes and desires.
At this position brands can act as support to the consumer’s identity.
This is becoming a flourishing thought in the brand community1, but a theoretical
framework to make these thoughts functional in use is lacking in development. This
means that the school of branding thought is stuck in its ‘old ways’. We believe that the
traditional way of branding has functional lacks, which we will expose in this thesis. The
most severe one is the lack of a developed thought on consumer identity.
We do not believe that branding should merely focus on existing feelings for the brand,
which it often does now, but instead focus on creating positive feelings for the brand. We
believe that brands that tell the reaffirming stories create these feelings. But the knowledge
and framework on how and why they do that, and how you can do it too, is lacking.
We want to provide a framework that explains how and why people create very strong
emotions for certain brands, sometimes so strong that they do not consider any alternative
and the brand becomes an icon. This is what Douglas Holt terms an “Iconic Brand” (Holt
2004 p. 11). But why do people harbour such strong emotions and raise brands to such
heights? We believe that Holt has a strong foundation for providing understanding for
why people create the feelings that we want to understand.
We have thus chosen Douglas Holt’s “Cultural Branding” as a starting point in branding.
But we also find some shortcomings in Holt that hinders our understanding and
practicality of his theory, which is why we use psychoanalysis and cultural theory to take
a step back and try to fix the shortcomings.
To limit the scope of this research we have chosen to focus on using branding to brand
innovative products2 this is done for a number of reasons, first it allows us to focus on
how the brand develops, two it is perhaps the area where traditional branding is weakest
and it limits our scope to mostly high tech products and three is allows us to focus on one
group, thus simplifying the research. Furthermore Douglas Holt focuses strongly on
innovation and connects it to his theory. Therefore innovation becomes relevant for our
research.
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1!See Seth Godin’s ”All Marketers are liars”, Simon Sinek’s ”Starting With Why”, Grant McCracken’s ”Chief
Cultural Officer” etc.!!
2!For our definition of innovative products see the paragraph “What is an Innovation; the notion of cultural
innovation”.!!
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Introduction
Our starting point is that people’s identity is always incomplete. This is why they seek out
confirmation of their worldview and ideals and this is why they have desires and wishes
that can be fulfilled. To understand this, we use psychoanalysis and cultural theory to
analyse how these desires and wishes are constructed. To apply the notion of the
incomplete identity in branding, we use Douglas Holt’s “Cultural Branding”. As one of
the only brand theorists Holt also uses incomplete identity as a starting point (Holt 2004 p.
6). Holt claims that a brand becomes powerful when it addresses people’s desires and
anxieties. Because Holt has this starting point he can explain and analyse why people uses
brands as a means of self-expression and cementation of identity, what Holt calls ‘identity
value’ (Holt 2004 p. 11). But Holt quickly changes from focusing on the individual to focus
on how culture and history impacts on identity. However, this means that the
understanding and analysis of identity is somewhat neglected.
By applying psychoanalysis and cultural theory we achieve two things; we gain a better
understanding of how brands affect identity and how people uses brands as mean of
expressing identity and thereby we expand Holt’s theory into a more developed and
practical theory.
This thesis is not focusing on developing Holt’s theory, but on developing the theory on
how brands can be a mean of self-expression and thus why people develop strong
emotional ties to certain brands. Holt is an important piece of developing our thought,
because he is the most prominent one who has developed theory on this hypothesis.
This thesis is an explorative study on why and how people use brands as a mean of selfexpression. The thesis will be focusing on exploring our hypothesis, which is that a brand
needs to provide identity value, and argue how it functions in reality.

Problem Statement
Why do people use brands as a mean of self-expression and why do they tie strong
emotions to brands? And why is this particularly important for innovative products? We
believe that traditional branding has shortcomings that hinder us in creating brands that is
strong enough for people to use them as a mean of self-expression.
We argue that there is a need for a new way of building brands. We will show what is
wrong with traditional branding and how we can develop a new line of thought. This will
be shown in the context of innovative products.
Statement: How can we develop branding as a mean of self-expression in order to
diffuse innovation?
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Goals:
1) A theoretical investigation of how branding is connected to identity
2) An analysis of the shortcomings of traditional branding.
3) We will use cases of innovative products to demonstrate the necessary
connection between brands ability to help consumers express a desired identity
and their success.

Thesis Structure
1. Our first goal will be dealt with in part one. Here we will first introduce the
psychological and cultural theory of identity. We will introduce the theoretical
framework, which we will use and explore in our empirical studies. We will
connect Lacan and Zizek’s notion of identity, that of the ‘split subject’, to branding.
This means that we will connect Zizek and Holt. We will introduce storytelling as
the practical expression of the desire for meaning. Storytelling is able to create
narratives that allow people to confirm their beliefs and thereby act as a mean of
expressing desirable values to the consumer.
Furthermore we will connect the Diffusion of Innovation theory to show how
identity is differentiated according to segment and how different people relate
themselves to brands. This allows us to focus on the most important group for
branding innovative products.
2. We will analyse the fundamental shortcomings in traditional theory based on the
assumptions in the theoretical framework in part two. We will show how traditional
branding lacks the ability to understand the desire after self-expression and
recognition and how this affects the process of branding innovative products. We
will use an empirical case, TiVo, to show how the shortcomings present themselves
and how this hinders us in successful branding innovative products. Our goal is to
show how these shortcomings in traditional branding stops us from creating
meaningful brands that provide the recognition, reaffirmation and means of selfexpression that consumers crave.
3. Part three is our main case Apple that binds the previous TiVo case and the
following Beoplay case together, as well as being the part where our theory
becomes operational. We will analyse how Apple connected with the desired
identity of their core consumers. However, we will show how Apple first missed
the desired identity in the most important consumer group in the early-mid 80s.
This leads us to find some shortcomings in Holt’s framework, which we develop
further by applying Zizek. This allows us to understand why Apple’s brand became
so successful in the period 1997-?. We will analyse what Apple’s storytelling did for
the identity of their consumers, how it acted as a mean of self-expression by
recognizing beliefs and values that people desired. We will show how Apple
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aligned their storytelling to the beliefs of the early adopters. Apple used their
storytelling to promote the beliefs of early adopters and provide a way of
expressing these beliefs. We will argue that this played an important role in
Apple’s massive success.
4. In part four we will use our operationalized theory on a contemporary case. We will
show how Beoplay can connect with the early adopters. We will demonstrate how a
brand can create stories that reaffirm and recognizes important beliefs in the chosen
consumer group. Thus making the brand become a mean of self-expression and
provider of a goal.
5. In part five we conclude this thesis and sum our findings. Final development of our
theory and how it differentiates from traditional theory and why it is important. We
will develop a prescriptive theoretical way of working with branding, which
differentiates from the traditional. We will demonstrate how our theory remedies
shortcomings in traditional branding.

Background and choice of theory
Our background is the ‘split subject’, a key notion in psychology. The theory on the split
subject simply states, that the subject is always alienated from itself and therefore always
seeks out recognition and fulfilment in the world around it. This is why people seek out
brands as a mean of self-expression that they believe will result in recognition and
fulfilment. Therefore this thesis will start out by introducing the notion of the ‘split
subject’ and alienation. This is why we have the chosen Jacques Lacan and Slavoj Zizek.
Both have the starting point of the ‘split subject’. Zizek also provides the theory on how
people cover up this lack in the self. This is essential in understanding how and why
people use brands as self-expression.
Holt provides practical insights on how people tend to use brands as self-expression.
Thereby we have a starting point where we can apply Zizek’s theory on brands. We use
Zizek and Holt, because they supplement each other. Zizek improves the backbone in
Holt; that people use brands as self-expression to support their identity. Holt in turn
provides a way of understanding Zizek’s theory in a branding perspective.
We limit this research to innovative products. To understand how brands affect innovative
products we use the ‘Diffusion of Innovation’ theory developed by Everett Rogers and
Geoffrey Moore. This is due to practical reasons, but also because Holt has a significant
focus on innovation.
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Methodology
Our thesis takes a drastic departure from most existing branding theory. That is done
because we want to analyse how and why people use brands to express values and to
reaffirm the values in which they believe in. We must therefore analyse the notion of
‘identity’, or ‘split subject’ as it is termed in Lacan and Zizek’s theory.
We then have to bring the notion of identity into branding. This is done through Douglas
Holt’s “Cultural Branding”, which relies on the brand being a cultural entity that the
subject uses to support and create his own identity (Holt 2004 p. 2-3).
The first chapter in our thesis will be focusing on explaining what identity is and how and
why people support it according to Lacan and Zizek. Next we will connect this to Holt’s
focus on how brands are connected to identity.
Secondly we will also explain why it is important to connect identity with branding and
how this methodology will allow us to create better branding. We will discuss and criticize
current methodology for being focused on input and output and not focusing on how and
why people find certain brands better than others. By understanding the connection
between identity and branding, we can understand why people create certain associations
to brands. Thereby we can arrive at a pre descriptive explanation of what brands should
do in order to become successful.
Our view is on how people create positive feeling and associations to brands, rather than
focusing on the existing feelings on a brand. We focus on how feelings toward a brand are
made. We believe that the association creation of brands is linked to identity. Simply
people regard brands in accordance to how they fit their worldview and identity. We
combine the perception process of Kant with its differentiation between the thing for us
(Das Ding Für Uns) and the thing in itself (Das Ding An Sich)(Thielst 2002 p. 265-266). We
are alienated due to our living in a reality ‘for us’ (Thielst 1996 p. 266). Heidegger, Lacan
and Zizek follow on this notion of alienation. Based in Kant it is important to note that it
affects our perception. Our idea is that it is identity value that plays a role in consumers
perceiving brands positively.
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Our view:

Figure!1!Own!Design!

We follow a notion from Douglas Holt, that brands who provide stories, or myths as Holt
calls it, which customer find useful in cementing their identity, gets a ‘halo effect’ on how
other parts of the brand are perceived, for example quality, benefits, value and status (Holt
2004 p. 10). The ‘halo effect’ thus makes the consumer believe that a brand is superior
based on its ability to cement his/her identity. We will investigate this claim, since it is
somewhat underdeveloped in Holt’s thought.3 Therefore we apply more in depth theory
on identity and the need for cementing identity.
The theories of Zizek and Lacan provide a framework that allows us to understand how
identity is shaped and why brands can functions as support, as Holt claims. Our key
thought in this thesis is that brands can cement one’s identity. Our problem is that Zizek &
Lacan explains this, but they do not use brand methodology, we need an entry point to
introduce them to brand methodology. Holt on the other lacks a developed theory on
identity and the effects of brands on identity that Zizek & Lacan has, but he has the brand
methodology they lack. Thus due to their psychologically similar methods4, we will
combine to solve this problem and thus create a more developed way of understanding
branding. We will also explain why this theory is relevant and how it differs from classic
branding theory.

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!

3!The notion of identity is somewhat neglected in Holt’s theory, the notion of identity and brands are only
defined on a few pages (Holt 2004 p. 3-12).!!
4!Holt uses the ideology term, that Zizek as uses. Holt is inspired by the notion that people use ideology to
support their identity. Holt’s term “identity myth” is heavily inspired by Zizek’s term of ideology. Holt
favours the term ideology in his 2010 book “Cultural Strategy”.!!!
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Mindshare Branding view:!

Figure!2!Own!Design

We will argue that classic branding uses existing brand associations and do not focus on
their creation. We believe and will demonstrate that this creates shortcomings in its
methodology. This is especially when associations have to be created in order to sell
innovative products, which are unknown to the consumer. Before we develop our theory,
we will demonstrate the deficiencies in modern branding to show the need for our
proposed development in branding theory.
We focus on innovative products in order to limit our research and we use the diffusions
of innovation theory to identify our target group and their characteristics. This is done
because scale & scope limits the possibility of market research. So we replace market
research with this theory. We also develop the diffusion theory and expand it beyond
technology and into social and cultural developments and diffusion of cultural
expressions. Douglas Holt believes that the strongest brands communicate to a selected
target group (Videnskab 2013). Logically successful brands spread beyond their core
group. We will investigate this through the Diffusions of Innovation theory, thereby
expanding on this idea in Holt’s theory.

Research Design
The thesis will be conducted with an interchange between inductive and deductive
method. We will start out by deducing from theory, but then use empirical material to
reflect on the theory and thus end with a more complete theory. This will allow us to have
a more fluid thesis structure, which positively will add a better understanding and more
relevant analyse and use of theory. Furthermore this outside-in concept is useful in order
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to uncover possible hidden obstacles with an open mind and on that basis further analyse
and develop new ideas.
The empirical research will primarily be based upon qualitative secondary data gathered
through biographies, marketing, branding campaigns, ads and other kinds of
communication from our chosen business cases. The aim is to derive a general relationship
or pattern, which can be made possible by adding theory to a specific case. The thesis will
be characterized by a qualitative exploratory approach, which will allow us to concretise
and clarify, which challenges company’s face, when marketing and branding a new
product. This method corresponds well with the aforementioned interchanging approach,
and gives the possibility underway to rethink our analytic focus.
The thesis is an explorative theoretical study and will therefore not focus on providing
new empirical material. We have chosen renowned cases in order to better illustrate our
points and make the appliance of theory more apparent.

Theoretical background of our methodology
We base our methodology on the hermeneutical method. Our goal is to understand our
prejudices and take them into account, so they become productive. We understand that
our solution always will be based on our prejudices. This is the core element in
hermeneutics (Guldal & Møller 1999 p. 35). By being able to understand prejudices, we can
enter the hermeneutical circle (Guldal & Møller 1999 p. 35). Thereby we can enter a
productive field of science that allows us to continually question our methods and
prejudices in branding and thereby develop the theoretical framework of branding.
This thesis is based in philosophical hermeneutics. This hermeneutical approach is a
further development of traditional hermeneutics (Gulddal & Møller 1999). Philosophical
hermeneutics was developed primarily by Martin Heidegger and his student Hans-Georg
Gadamer, and it is their approach we base our thesis, theories and conclusions upon.
This hermeneutical approach is opposed to most common scientific approach, because it
disagrees with the Cartesian subject (Gulddal & Møller 1999 p. 34). The subject in
philosophical hermeneutics is always predisposed by tradition and history, the subject is
forced to use a certain language, which contains certain perspectives and blind spots due
to every human being are born into a culture, which prescribes one’s interpretation of the
world (Gulddal & Møller 1999 p. 34). It is Heidegger who first creates this notion in his
magnum opus “Sein und Zeit”; the “Dasein”(literally: “Being-there”), the being in the
world, who is the Being who is capable of relating itself to its being (Gulddal & Møller
1999 p. 29). The Dasein’s basic determination is its being in the world (In-der-Welt-sein), the
Dasein does not exist on its own, it only exists in a world.
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When science differs between subject and object, it differs between the Dasein and the
world, this is impossible to Heidegger, because the being is always in the world, it cannot
be placed at a sacred place, where it can observe the world objectively. The Dasein’s
purpose is to understand its possibilities and its understanding of the world, the
“Geworfenheit” (“thrownness”) into the world (Gulddal & Møller 1999 p. 31). The Dasein
is thrown into a world that does not choose; our world is always determined by previous
generations. Heidegger’s student, Gadamer, continues Heidegger’s work and his critique
of the Cartesian subject: in Gadamer’s thought the human subject is not indefinite; it is
always limited by its being in a certain tradition and history. Where Descartes believed
that the elimination of prejudices is a prerequisite for finding the truth, Gadamer believed
the prejudices to be unavoidable, the goal is not to eliminate them, but to find the
productive ones (Gulddal & Møller 1999 p. 35).
The prejudices have to be tested against the historical tradition to find the base of one’s
prejudices. The hermeneutical circle is a method of confronting the interpreter’s preunderstanding of the subject and thus creates new knowledge and understandings that
can be tested once more. The goal of this indefinite process is to distinguish between
productive prejudices and harmful ones (Gulddal & Møller 1999 p. 36). The hermeneutical
circle is the way the subject interprets its being and its world, it is the ontological
prerequisite. The philosophical hermeneutics is as such related to structuralism and poststructuralism in the way that both try to understand how structures such as history,
culture and other social relations create certain understandings. There is therefore a
connection from Kant’s alienation by the ‘thing for us’ to Heidegger and unto Lacan and
Zizek5.
Lacan and Zizek6 are very much inspired by the “thrownness” that Heidegger prescribes
and Lacan’s key idea is based on this world that is always created by pre-existing
generations. Douglas Holt in essence also follows Heidegger’s thought on the
“thrownness”, the way we are “thrown” into culture and how culture affects our
decisions. Holt & Zizek (following Lacan) are related in the way that they try to answer
how people relate themselves to culture; Zizek & Lacan uses the split subject as the base of
their ontology, this is also Holt’s base ontology; there is something lacking in the subject
that one seeks out in the world around one’s subject. Zizek can provide a further
understanding of this lack, which is not well defined in Holt’s literature. Hermeneutics

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
5!Heidegger continued the tradition from Kant by looking at the distance between objects and our
perceptions (Dreyfus 1991 p. 248). Lacan and Zizek are very much inspired by Heidegger and thus also
follow Kant.!!
6!Lacan was inspired by Heidegger through Sartre’s reworking of Heidegger’s writings (Homer 2005 p. 20).
Zizek himself “started out” as a “Heideggerian” and his first book was on Heidegger and language (Zizek
1999 p. 8).
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and the work of Heidegger and Gadamer are thus both the background for our method
and also the background for the thinking of Lacan, Zizek & Holt.
We view branding as an imaginary entity7, this means that the brand is not merely
physical artefacts such as logos, slogans, messages, ads etc. but more an idea in the
consumers mind8 based on the expressions of the brand, we view these expressions as
dependent of culture. As an idea in the consumer’s mind, branding is impossible to
measure and define. As an idea branding cannot be subject to normal scientific research,
unless one believes we possess the tools to directly define and measure personal ideas.
Branding is therefore not exact science, and therefore we will not claim our thesis to be
exact science, nor will we claim that our method qualifies; neither philosophy, cultural
theory nor psychology can be regarded as exact science that can be proven or disproven.

Validity of the thesis
We are aware that our thesis has postulating elements. This is due to the explorative
approach in a field, branding and advertising that is not very scientifically based.
Furthermore philosophy and psychology (psychoanalysis) are not typical science; they
cannot be scientifically proven or disproven. But that does not mean that they are useless;
Nobel Laureate in medicine, neuropsychiatrist Eric Kandel states that psychology is the
background for scientific research projects of the mind (Lear 2005 p. 6). Ironically Eric
Kandel received his Nobel Prize for his research in the physiology of memory. Memory is
the cornerstone in the way mindshare and neuromarketing uses ‘science’ in branding, yet
Kandel is a strong supporter of psychoanalysis and not cognitive science (Lear 2005 p. 6).
We are also aware that we have picked cases that support our argument and thereby be
more in control of the outcome. The scale and scope of this thesis has not allowed us to
increase the number of cases or analyze a contradictory case.
As a study based in hermeneutical method we do not see our thesis as a “final answer”,
but more as a starting point for a new way of interpreting branding.

Delimitation
Our topic, problem area and the theory, which forms the basis of our thesis naturally,
involve a number of limitations. Our field of study has many issues and paradoxes that we
are far from being able to address in this thesis. Looking solely at the impact the ideology
or the alienation created by Lacan mirror stage has on the human being, could constitute a
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
7!See

Hanby’s review on the development of brands p. 25
is also the notion in the Consumer Based Branding, which is the dominant kind of branding (Heding
et al. 2009 p. 83).
8!This
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thesis. Furthermore we exclude any political discussion on how ideology should be or if
another political ideology would be preferable. This means that a large part of especially
Zizek’s writings will be excluded, but this paper is not a politically paper nor is it a
discussion of fixing mental issues, such as stress etc. We are aware that Zizek is often
described as a radical leftist and since this is a minefield, we are leaving it untouched.
The thesis will have an American bias, this is due to most high tech cases being from USA
and being the most documented. Also most branding theory originates from USA and
therefore uses American cases and has an American bias. We limit this research to high
tech products and business to consumer brands, but we believe that our findings can be
used in other aspects and products. We will not, however, investigate this further due to
scale and scope of this thesis.

The notion of identity and self-expression
Our definition of identity could be termed “the necessary illusion of being the same”9, this
meaning that there is a need to stabilize one’s perception of identity with the ditto
perception from others. It is to stabilize the distance between our identity for us and our
identity for others.
Our notion of identity is based on the hermeneutical way of understanding identity. In the
hermeneutics the identity is always incomplete; the subject is always searching after
answers and understanding of its being. This is key element in why people use the world
around them to cement their identity. While Heidegger only dealt with the subject as
thrown into history and culture, psychoanalysts such as Freud also suggests that
thrownness is of unconscious identity (Lear 2005 p. 106). Freud radicalizes Heidegger’s
idea, not only do we have the responsibility to understand our being as a historic being,
but also as a being that has the responsibility to understand its unconscious being (Lear
2005 p. 106).
Our term ‘self-expression’ covers the ability to cement one’s identity and also express
identity. It is not merely ‘conspicuous consumption’, but also merely consumers searching
out brands that cement their existing beliefs. In Lacan & Zizek the notion of cementing
identity is tied to the need of desire of others. Ideology is the link between psychological
desires and their expression in society and culture. Through ideology you express our
desired identity. So when you express ideology, you express both ideology and desired
identity.

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
9!This

!

is inspired by Danish philosopher Anders Fogh Jensen’s definition.!!
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Theoretical Background
The core of our theoretical framework; Jacques Lacan & Slavoj Zizek and Douglas Holt are
connected. Holt as an anthropologist is significantly inspired by Claude Levi-Strauss, who
created the school of structuralist anthropology, especially Strauss’ anthropologic studies
of myths seems to have inspired Holt’s study of myths.
However, Lacan is also very inspired by Levi-Strauss, especially Strauss’ analysis and use
of language inspired Lacan’s work (Homer 2005 p. 34). Because of this inspiration it is
possible to use Lacan (and his follower Zizek) to analyse anthropological findings and
constructions such as myths. In order to analyse the uncovered myths psychologically,
such as Holt does, it is natural to use psychoanalytical theory that provides tools to do so.

Theoretical Introduction
This study will apply Lacan and Zizek to a field, where they have not been applied
beforehand. Our thesis will mainly use the theories of Slavoj Zizek, because of his focus on
ideology and culture, which is closely related to Holt. Because of Zizek’s heavy reliance on
Lacan, we are bound to introduce Lacan and explain the elementary foundations of his
theories. We will use our cases to provide understanding for Lacan’s and Zizek’s theories
and to further enrich them beyond their origin. We will, however, provide a short
introduction to the theories and key terms due the notoriously complex theories of Lacan
and Zizek.
Jacques Lacan (1901-1981)
Jacques Lacan was a French psychoanalyst, who widely has been called the most
controversial psychoanalyst since Freud. His flamboyant and somewhat mischievous
character makes him controversial to this day.
The Real, The Symbolic and The Imaginary

Figure'3'Lacan’s'Borromean'knot.'Seminar'XXI'13.'November'1973
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In 1936 Lacan presented his first major discovery, a discovery that would change
psychoanalysis; “Le stade du miroir”, The Mirror Stage (Homer 2005 & Lacan 2006). Lacan
stated that the child’s identity is shaped by the reflections in the “mirror” (Homer 2005
p.26), not necessarily literally a mirror, but its environment in general; its parents, society
and language. Language plays a big part in the child’s symbolizing itself. At a very young
age, we meet the symbolic; the structures10 that shape our world, and which we recognize
our reality, e.g. language, in which we mirror ourselves and recognize ourselves. But to
recognize one’s image in a mirror or one’s mother eyes results in that this image takes the
place of one’s self (Homer 2005 p. 71). In this moment the subject is split between a selfimage that only be recognized through the gaze of the other and its “true” self, which it
can never know11. This part, the “true” self is what Lacan calls the real. The real can never
be articulated, it stays with Lacan’s bonmot a “bone in the throat”.
This lack, this split produces the imaginary: the fantasies and ideologies, we use to cover
up this lack, this terrifying real of our self only existing in the eyes of others. The goal of
the imaginary is to answer a simple question: “Che Vuoi?”; What do you want from me?
How can I make you desire me? As the child realizes that the mother’s desire is not for it
only, it begins to speculate how to recapture the entity of the mother’s desire; Lacan calls
this “Name of The Father” (Homer 2005 p. 51). This does not mean the father literally
(Lacan is rarely to be taken literally), but the space or others where the child assumes her
desire is focused at. The child’s goal is then to possess, what the others presumably
possess. The imaginary, the fantasy, then is created to answer of why desire is focused on
certain objects and people; what shall I do to be desired by others? The subject believes
that if the others desire it, then it will be fulfilled and the lack will disappear, as the subject
is complete. Therefore desire becomes the desire of others. Through fantasy the subject
attempts to maintain the illusion of being united with the others desire, but even as the
desire of the other always escapes the subject, there is something that sustains the subject
in its pursuit. This is objet petit a (Homer 2005 p. 87). This object is the feeling of something
missing from our lives, which is why that even if we find what we seek; love, career,
fortune, there is always a lack, which sustains an eternal search (Homer 2005 p. 87). Zizek
uses this lack to explain mass consumption in the Western World, e.g. even if we have the
beautiful wife, the big house and the fast car, there is always something lacking…

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
10!The symbolic is very much inspired by Levi-Strauss’ structuralist ideas. Lacan’s ‘symbolic’ is defined as
language, society, culture and generally all the structures and tradition we meet in society.
11!This is the definition of the Split Subject, which is a key element in the theoretical framework of Jacques
Lacan and Slavoj Zizek.!
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Slavoj Zizek (1949- )
Oh yes, “The Giant of Ljubljana”. Zizek is (also!) a controversial character known for his
flamboyant writings, manic public performances and (mis)quotable punch lines. Zizek
was born in communist Yugoslavia and from an early age he took an interest in Hegel’s,
Lacan’s and Marx’ works (even though Marx was obligatory in Yugoslavia). An
interesting fact is that Zizek’s PhD thesis was rejected at first for being too anti-Marxist.
Zizek therefore spent time teaching at a lower level as a temp, exiled from the University
of Ljubljana. Zizek used his time to develop his line of thought and to watch movies.
Especially American movies enthralled Zizek, in particular the ones of Hitchcock. Zizek
got his doctorate studying with Lacan’s stepson, Jacques Alain-Miller, and his work is
predominately Lacanian.
Fantasy and strawberry cake
The main difference between Lacan and Zizek is while Lacan focuses on the individual,
Zizek focuses much more on the whole society.
One of Zizek’s “favourite” stories is that of Freud’s daughter who dreams of strawberry
cake. This is not a story of a little girl not getting any strawberry cake and therefore
dreaming about it, but a story about a little girl realizing that her enjoyment of the cake
satisfies her parents and thus makes her the object of their desire (Zizek 1997 p. 9). A small
child is embedded in the complex network of his family and while he cannot exactly
fathom what he is to others, he can see the game playing before him. The fundamental
fantasy is therefore to answer the simple question of what I am to my others, “Che Vuoi?”
(Zizek 1997 p. 10). Fantasy is not the place where our desires come true, but the place
where they can come true. Zizek’s perhaps most lucid description of this is taken from
Robert Shockley’s “Store of the Worlds”(Zizek 1992a p.7). In this short-story, our hero Mr.
Wayne meets Tompkins, who is said to have a machine that transposes you to a parallel
dimension where your desires will be fulfilled. Tompkins offers Wayne this service, but
Wayne is unsure about and decides to think it over. Wayne uses a year always thinking
about getting his desires fulfilled, but he spends his time with the joys, sorrows and
business of family life and postpones revisiting Tompkins. Until he suddenly wakes up
with Tompkins by his side; “Are you satisfied?” he asks. Wayne has been in the “other
dimension” the whole time (Zizek 1992a p. 7). This is of course ‘objet petit a’ at its purest.
Wayne can only dream of fulfilment and thus just feel the lack, which sustains his fantasy.
The pleasure we derive from fantasy is not from fulfilment of desire, but more the staging
of a place where desire can exist (Homer 2005 p. 87).
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The notion of fantasy derives from Freud12, and is then developed by Lacan and Zizek.
The fantasy is a distortion of wishes that cannot be articulated, wishes of the real. Fantasy
lets these wishes enter the order of the symbolic. Our desire thus becomes directed at
symbols that are loaded with imaginary power, an example of this is status symbols such
as the Rolex watch or a Ferrari, which promises desire from the other to the owner of such
symbols and thus answering what others want from the subject. We create fantasies in
order to desire symbols, of which cultural expressions is an example, in order to enter a
cycle where we as subjects can be desired and a cycle where our desire is possible, because
it becomes directed by fantasy. The enjoyment we gain is that of knowledge, it is an ‘aha
moment’ where we realize what to do in order to be able to fulfil ourselves.
The fantasy leads further to ideology13, “what does society want from me?” (Zizek 1997 p.
9). One accepts this ideology for one self to be able to fit into the social order and therefore
ideology has a much more powerful grip than one realizes. Ideology is thus the way we
reflect ourselves in society and find our place. Ideology is used to answer society’s ‘Che
Vuoi?’, what do you want from me. The subject uses ideology to explain why objects are
desired and how one should obtain a desired position in society.
What Zizek does is that he combines the notion of Freud and Lacan’s fantasy with Marx
and Althusser’s term of ideology; “An ideology is a system (with its own logic and rigour) of
representations (images, myths, ideas or concepts, depending on the case) endowed with a historical
existence and a role within a given society.… “ (Ferreter 2006 p. 76). Ideology for Althusser
was the way the subject made sense to its given position in society (Ferreter 2006 p. 88).
Ideology make people inserted in to complex social system not of their choosing believe
that in reality they are free and that they control their own thought, emotions and so on
(Ferreter 2006 p. 89).Because ideology presents itself as common sense, popular opinion
and taken for granted notions, we do not realize it (Ferreter 2006 p. 77). We do not realize
that for example using a certain brand affects how we live our life and how we think and
act (Ferreter 2006 p. 16). In simple terms ideology can be seen as a set of social and cultural
codes that are so embedded, that we do not realize it. What Zizek does is connecting
ideology to Lacan and Freud’s notion of fantasy14. Ideology is thus a system of
representations linking the subconscious with the conscious. It is the system that allows
our desire to enter into the social world.

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
12!Freud

uses fantasy to describe the fulfillment of a wish in a distorted way, because consciousness cannot
allow the wish to be fulfilled in reality (Thurschwell 2001 p. 23-24)!!
13!The difference between fantasy and ideology is contested; Zizek rarely distinguishes clearly between
them. But normally the difference is that the fantasy is for the individual and ideology is for the whole
society/community. It is ‘shared fantasy’ for a fraction of people.!!
14!Zizek does this in his magnum opus “The Sublime Object of Ideology” (1989) in the first chapter “How
Marx Invented the Symptom”.!!
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The power of ideology
Zizek follows in the footsteps of Marx and Althusser and his ideology critique. But
following in the line of Freud and Lacan, Zizek states: “…the main point is to see how the
reality cannot reproduce itself without this so-called ideological mystification”. (Zizek 1989 p. 25).
Ideology is not a pair of glasses we can take off and thus see the reality as it really is, our
social reality is per definition ideological: “Ideology is not a dreamlike illusion that we build to
escape insupportable reality; in its basic dimension it is a fantasy-construction which serves as a
support for our “reality” itself…” (Zizek 1989 p. 45). Ideology is inescapable it is what
explains the way our society is structured, its language, culture, money, power and
education, in short its symbolic structures. To guarantee this symbolic order, we have ‘The
Big Other’15, the symbol we believe defines the symbols around us and which we have to
follow. The ‘Big Other’ is a symbol sublimed in such a way that it strengths the symbolic,
e.g. it is religion or moral that provides certain courses of actions. An example of the use of
the ‘The Big Other’ is the emperor who uses God to justify his rule.
Zizek often refers to ‘The Emperor’s New Clothes’, where only a child can recognize that
the emperor is naked and only the ideology of the big other keeps us believing him to be
clothed, a metaphor for the emperor having actual power (Zizek 1989 p. 21). Ideology and
fantasy is created to support ‘the big other’ and thereby guarantee a meaning full symbolic
social structure.
Desire
As with Lacan desire is the desire of others. For people and objects to be raised to the
status of sublime object, the object of our desire, it has to enter the fantasy frame (Zizek
1989 p. 133). One has to fill out the space of ‘Ego Ideal’ in the other’s fantasy space (Zizek
1992b). To love one and another, one has to answer the question: “Is there in him something
more than himself, objet petit a, a hidden treasure?” (Zizek 1992b p. 9). In order to desire
persons and things they must enter a fantasmatic frame that explains why they are to be
desired (Zizek 1989 p. 133). By entering this frame we can become ‘Ego Ideal’ and thus
fulfil our split subject by possessing the magic object ‘objet petit a’.
Here we meet objet petit a again, the object that causes of desire (Zizek 1989 p. 180), objet
petit a is the “leftover” of the real which causes a void in the symbolic order (Zizek 1989 p.
191-192). You might know objet petit a as the ‘Macguffin’ (Zizek 1989 p. 183), this empty
thing that our hero pursues in movies. A prime example of a Macguffin is “Raiders of the
Lost Ark”, where our hero, Indiana Jones, pursues the ark for no other reason than to keep
evil Nazis and their archaeologist, Belloq, from obtaining it. We never know what the ark
is or what it can do, except that it is probably dangerous. The difference between Indiana
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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big Other’ (as it is emphasized in Lacan) is often represented as language (Homer 2005 p. 44).
Language is seen as a structure we are born into and which we do not control.!!!
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Jones and his archaeological colleague and arch enemy Belloq, is that Belloq believes he
can use the ark to access ‘the real’, to talk to the gods. Jones is much too smart to wish such
a thing, and this saves him as the ark, objet petit a, destroys Belloq and the Nazis. We
cannot of course not grasp objet petit a, because then we will be fulfilled and our social
reality would be destroyed, it therefore always escapes our grasp, just as the ark does in
‘Raiders’, which is of course put far, far away from our reality. This is again one of Zizek’s
trickier points, our social reality only exist because of this lack, which allows ideology to
construct the social reality and create a meaningful social construction16.
Objet petit a, is of course related to branding, which also fills the object with ‘a hidden
treasure’, something more than its pure function and being. Recall a wristwatch; when we
pay for a Rolex, we do not pay for its function, craftsmanship or expensive materials, we
pay for the story, the something more in the Rolex, which signals who we are and lets us
be represented favourably in the fantasy of the other. By owning status symbols such as
Rolex, the subject can enter a specific fantasy (or ideological) frame. The question is of
course how these frames change according to culture, what is to be desired changes as
cultural and societal tastes do. It is the fantasy/ideology as a story that explains and
expresses why certain objects are to be desired and how they will support and express the
subject’s identity. The objects, brands and products, must express a certain ideology that
heals our identity. This is what Douglas Holt calls cultural expressions that provide
‘identity value’ (Holt 2004 p. 11). In Zizekian terms the cultural expressions are loaded
with ideology, which gives them power. For example by having a certain cultural
expression we can belong to a certain group and their underlying ideology, thus we can
desire certain brands and products that fulfil these expressions and we can be desired
because we possess desirable expressions, thus our identity must seem to be desirable and
‘whole’. In order to understand our being we are necessitated to express in order to
understand it, the key is in the gaze of the other, therefore we must find the right
expression that allows our identity to seem to be completed.
Cultural Branding (2000s-)
How Brands Become Icons
Douglas Holt launched the idea that a brand was a cultural artifact that provided
particular stories called identity myths (Holt 2004 p. 2). Holt’s idea is that people share
identity across a nation (Holt 2004 p. 6). Holt claims that there are collective anxieties and
desires of a nation, that brands can address (Holt 2004 p. 6). The goal for a brand is to
address the anxieties of a nation that we feel as personal anxieties and desires (Holt 2004
p. 8). In essence brands should address our aspired identity, cement it and provide an
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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this point is not Zizek’s alone, it is inspired by Freud’s notion of repression. For Freud the
repression creates the lack.
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expression for this wanted identity, thus fixing our anxieties and desires (Holt 2004 p. 8).
However, Holt focuses on identity on a national scale, as he believes personal identity to
be a part of a greater national identity.
An example of this is “Snapple”, who rose to prominence during the late 80s and early 90s.
Snapple was founded in 1972, but first reached mainstream popularity in the early 90s,
when it used amateurish and “grungy” commercials to sell their fruit drinks. According to
Holt it was because Snapple answered the cultural contradiction of the Reagan years, the
optimism and economic policies that Reagan stood for had left a group of people
disillusioned and stuck in “McJobs”. The contradiction was Reagan’s optimism, “Morning
in America”17, versus the poor reality people faced.
Snapple answered this contraction by making fun of itself as a company led by amateurs
and thereby also made fun of the billionaire corporations (Heding et al. 2009). Snapple also
created a definite culture making fun of the yuppies and thereby spoke directly to a lot of
young people who spent their time listening to grunge. The cultural brand ‘fixes’ anxieties
and desires in consumer groups by using myths, stories that makes sense out of the lack
that people feel shaped by the cultural contradictions, exemplified here with Snapple.
Snapple performed what Holt calls an ‘identity myth’ (Holt 2004 p. 8). The identity myth
was that Snapple made a joke of Reagan and his ‘empty promises’ as the Snapple
consumers saw it, when they did not feel the promised “morning in America”. Thus
Snapple became a cultural expression that supported their identity.
The definition of a cultural brand is that it performs an identity myth, which is a simple
story that resolves cultural contradictions (Holt 2004 p.8). Identity myths are fabrications
that stitch tears in the cultural fabric of the nation (Holt 2004 p. 8). These ‘tears’ is
experienced as personal anxieties by individuals in everyday life, the myths smooth out
these tensions and help people create a purpose in their life and to keep their desired
identity in place under stress (Holt 2004 p. 8). This is clearly related to Lacan’s and Zizek’s
theory. The ‘tears’ are ‘Che Vuoi?’, they shape a hole in the individual’s understanding of
itself in society, which leads to the myth, or the Zizekian fantasy/ideology, that explains
what the purpose is and how you can cement your desired identity. There are clear
similarities in Zizek’s and Holt’s line of thought18. The reason why we simply not just stick
with Holt, is that Zizek allows us to take a step back. The key point in Holt is the identity
myth that smooth over tensions, in much the same way ideology ‘smooths’ over tensions
in the subjects identity. Zizek allows us to focus on the tensions in identity, whereas Holt
focuses on identity in correlation a nation’s culture (Holt 2004 p. 8). Holt’s term ‘identity
value’ is based in the ability to negotiate cultural and societal transformation (Holt 2004 p.
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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Reagan’s 1984 reelection TV campaign.!!
use of ideology is already inspired by Zizek and he refers to Zizek in his bibliography (Holt 2004 p.
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37). Holt focuses on how brands have to change to fit with the transformations, but we
want to take a step back and understand how brands can affect identity in the first place.
The identity myth leads to the identity value, which is the brands contribution to selfexpression (Holt 2004 p. 11). The identity value is one’s ability to make the right cultural
self-expressions. This value is the base of cultural brand equity (Holt 2004 p. 11). A brand
becomes an icon, when it achieves an adequate sum of identity value, simply when it is so
expressive for a group of people that everybody in this group got to have to signal their
belonging to the group.
Cultural Strategy
In his 2010 book Holt deviates from many of the concepts of ‘How Brands become Icons’,
e.g. is ‘cultural contradiction’ left out of this work. Instead Holt focuses on social change,
called social disruption19, which creates the need for ‘better ideology’ (Holt & Cameron
2010 p. 12). An example from this book is Starbucks; Starbucks was successful as a brand
because they used the need for cultural capital for well educated people in the 90s (Holt &
Cameron 2010 p. 92). Starbucks had existed for years, but their breakthrough came, when
they went from being a subculture reservoir to being cultural accessible for the cultural
early adopters (Holt & Cameron 2010 p. 99). Starbucks was a sophisticated and a center for
cultural capital and that made them a success. An example of young urban professionals
enjoying cultural capital in a coffee shop is of course the popular TV show, ‘Friends’. Holt
argues that Starbucks utilized the desire after cultural sophistication to express status,
what he calls the ‘cultural capital cohort’ (Holt & Cameron 2010 p.90). Starbucks did not
invent better coffee and they had a lot of similar competitors, but they were the only one
who understood the ideology in their consumers and thus were able to create cultural
expressions based on ideology that attracted them (Holt & Cameron 2010 p. 85). Their
opportunity was not technological, but ideological, because people sought after an
ideology that provided new support to their identity through cultural expressions.
Holt calls this an ‘ideological opportunity’, which is the need for new cultural expressions
based on a social disruption, a change in culture and society, for example when a new
group of professionals become wealthy like the dot-com Bobos of the 90s (Holt & Cameron
2010 p. 198 & 229). Holt claims that you have to break out the competitors’ dominant
cultural expression, “Cultural Orthodoxy”, to stand out (Holt & Cameron 2010 p. 184).
This fits somewhat odd with other parts of Holt where he criticizes brands in general for
not using cultural expressions (Holt 2004 & 2010). Holt flirts with the very brand theorists
he criticizes by not focusing on the power of cultural expressions and the ideology behind,
but on how popular they the cultural expressions already are.
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two terms ‘social disruption’ and ‘cultural contradiction’ are very similar. To add to complexity, Holt
also uses the term disruption in “How Brands Become Icons”. Because Holt does not differentiate between
the two terms, we are not able to do so satisfyingly either.!!
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Holt focuses more on ideology, which is the base behind cultural expressions. Holt defines
ideology as a certain point of view on cultural constructs (Holt & Cameron 2010 p. 174).
His goal is to explain why ideology works as cultural expressions that allow people to ease
anxieties and desires. To back this explanation he created the ‘cultural contradiction’ in
‘How Brands Become Icons’ and ‘social disruption’ in ‘Cultural Strategy’.
We will further develop Holt’s starting point by providing a more in depth description
and analysis of ideology and identity, thereby arriving at one starting point instead of
having two different. Furthermore the core in his myths, ideology, is somewhat
underdeveloped: What ideology is, what it does and why it exists is not established in
Holt’s work. We will expand on his theory by developing the notion of ideology20. Holt
sees ideology as a base for cultural expressions (Holt & Cameron 2010 p. 174). However,
ideology is more the base of “identity codes”, than cultural codes. Ideology is our basic
programming in sensing and belief.
Ideology and Culture
Our main argument is that it is ideology and not culture, which must function as
theoretical framework. The main problem is that the term ideology has become pejorative
and the semiotics of the term has become shady and illusory (Krause-Jensen 2011 p. 271).
We will try to clarify what ideology is in a non-political, but philosophical and sociological
sense.
The prominent anthropologist Bruce Kapferer has this distinction between culture and
ideology:
“By culture I refer to an ensemble of beliefs, ideas and instituted practices, which constitute the
common-sense, taken-for-granted, and usually not consciously reflected upon aspects of routine
daily action. Ideology, by way of contrast, is a creation of reflective consciousness and is typically
manifested in the problematic and non-routine dimensions of social life. People do not proselytize
their culture, but they do proselytize ideology.” (Kapferer, 1991: 27, emphasis added)
In Kapferer’s definition culture is the social order; it is the expression of values, beliefs,
ideas and practices, which are already instilled in people. Ideology on the other hand is
sociological interesting, because it does not describe social order, but because they
contribute to the shape of the social order (Krause-Jensen 2011 p. 7). Ideology is thus not
an expression of culture, but a fundament for culture. It is therefore we investigate
ideology and not culture. With Kapferer in mind, Holt’s cultural contradictions are not
cultural, they are ideological, because culture is not reflected upon, but taken for granted
as common-sense, and thus cannot contradict itself. The lack that Holt establishes in the
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Strategy”.!!

!

!

!

23!

cultural contradiction cannot be cultural, but has to be ideological. It is ideology that can
be changed, and thus change culture, and it is this base of the granted culture, that creates
the gap between how things are and how one would have them to be, which relates to the
notion of overcoming disruption /contradiction. We therefore believe we have to focus on
ideology, since ideology is the direction behind culture.
Ideology bridges the gap between how things are and as one would have them to be
(Geertz, quoted in Robertson 1984 p. 98). This is an anthropological definition of what
Holt’s identity myths are, Holt’s identity myths ‘smooths’ out the tensions between how
we want things to be and how they are.
Ideology is thus changed in order to bridge/answer to this gap. In Lacan and Zizek this
gap is termed ‘Che Vuoi?’. We will later establish how cultural contradictions exactly
work as ‘Che Vuoi?´.
Ideology is a ‘compass’ behind culture and cultural expressions. Cultural expressions only
provide identity support if they are based upon ideology with the consumer, this is when
they become relevant.
What is an innovation; the notion of Cultural Innovation
Rogers defines innovation as "an idea, practice, or object that is perceived as new by an
individual or other unit of adoption" (Rogers 1962 p. 11). Innovation is thus not just
connected to technology; it can also be a cultural new idea. Holt uses this as base for his
book “Cultural Strategy”. The thesis is that you should launch new cultural expression to
brand you products (Holt & Cameron 2010). An innovation is simply a step change in the
value proposition (Holt & Cameron 2010 p. 4). Holt believes that the value proposition
also could be improved the ideology that people to support identity, thereby changing the
value proposition (Holt & Cameron 2010 p.5). Rogers does back this up, he states that an
innovation must be compatible with culture (Rogers 1962 p. 241) and that people adopt
innovation in order to boost status21 (Rogers 1962 p. 231).
Holt uses the term of ‘mix-match’ innovations, products/brands that are created by using
two existing ideas (Holt & Cameron 2010 p. 4). Holt expands this idea to include products
that become innovations when they are combined with new cultural expressions (Holt &
Cameron 2010 p. 1). An example of this is Nike who combined technological innovation
with relevant cultural expressions (Holt & Cameron 2010 p. 26). Only then did they
become a successful brand.
Holt claims that it is not enough to be a technological innovation; you also have to be
culturally innovative (Holt & Cameron 2010 p. 11). In our cases, TiVo is an example of a
brand that is technologically innovative, but not culturally innovative. Apple is a
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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combination and Beoplay has the ability to become so as the brand tries to mix their
existing technology with a new cultural expression. This mix and match makes the
theories of Rogers & Moore and Holt & Zizek go together. Holt is relevant because he
expands on Moore’s theory by adding the cultural element (Holt & Cameron 2010 p. 116).
We will focus on the thought of mixing cultural expressions with technology, especially in
the case of Apple.
Holt and Zizek therefore become related to the diffusions of innovation theory when we
regard innovations not just as technological advancements, but also cultural and social.
What Holt suggests is that disruption in society creates the demand for ‘better’ ideology,
what he calls an ideological opportunity (Holt & Cameron 2010 p. 12). The new ideology
delivers new and relevant cultural expressions that ease the tension that the disruption
creates (Holt & Cameron 2010 p. 12). When this ideological opportunity occurs, brands
have the possibility of using this to create new cultural expressions. This is Holt’s ‘Cultural
Innovation’22 (Holt & Cameron 2010 p. 12). You do not have to have a technologically
innovative product to perform a cultural innovation, but you can use cultural innovation
to spread a product, which Holt demonstrates in “Cultural Strategy”.
It is important to note that cultural innovations are not brands creating new expressions.
Brands are cultural ‘parasites’ that use and sometimes add to existing myths already
circulated by other cultural products such as films, music and TV (Holt 2004 p. 60). Only
very rarely does brands create new expressive culture, mostly they use material already in
circulation (Holt 2004 p. 60). Here we meet one of Holt’s problems; he argues that you
have to break out of ‘cultural orthodoxy’ (Holt & Cameron 2010 p. 183). But at the same
time you have to use cultural expressions that are already in circulation, making this
somewhat contradictory.
Diffusion of Innovations
It was Everett Rogers, who launched this theory in 1962. Curiously enough he based in on
research in agriculture. But his findings has been widely accepted and used. His key
finding was that innovations spread through certain segments, and that the early adopter
segment convinces the later segments to adopt an innovation (Rogers 1962). His theory
therefore also becomes a social science of persuasion. Roger’s theory has created a huge
following, imitators and people who have evolved his theory. One of these is Geoffrey
Moore, who wrote “the bible for entrepreneurial marketing”; “Crossing the Chasm”
(Moore 1991).

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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This model is what Moore calls the “Technology Adoption Life Cycle”. What the theory
states is that people are differentiated in their tendency to adopt technology/innovation.
The more to the right you go in the model, the tendency to adopt drops. The different
segments are characterized by23:

Figure'5'Moore'1991

Innovators: This group pursue new technology products aggressively. They may even
search out the product before formal marketing. They are intrigued by every new advance
in technology, but are also the smallest group (Moore 1991 p. 12). The innovators are
technology enthusiasts that do not care about any marketing or branding. They will try
most things just to see if it works (Moore 1991 p. 33). The problem is that they are simply
into deep into technology and too far from the mainstream. Their buying motive is
completely different from the rest of population; they care about technology not products.
Early adopters: This group is the visionaries, who are quick to imagine and understand
benefits of new technology (Moore 1991 p. 12). They are not technologists, but are guided
by a “dream” of change. This change also includes a high degree of personal recognition
and reward (Moore 1991 p. 34). They are the best-off group, often younger than average
and the opinion leaders (Moore 1991 & Rogers 1962). Holt broadens term to also include
people who are willing to adopt culture or brands in the same way. They are still opinion
leaders and driven by personal recognition and reward, but in a social way (Holt 2010 p.
90) Holt terms the early adopters of culture, the cultural cohort (Holt 2010 p. 90). As
people follow the early adopters in technological adoption and cultural expression24, they
are extremely important for success in branding innovation and probably most other
aspect of branding.
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Early Majority: The early majority has still the tendency to adopt and believe they can
handle innovative products. However they are pragmatic and want the product to have
been proven be the early adopters (Moore 1991 p. 44). Furthermore they are more price
sensitive than the early adopters and tend to follow their lead (Moore 1991 p. 45).
Late Majority and laggards: These two groups have a tendency not to adopt innovation and
do not trust it (Moore 1991 p. 13). The late majority will adopt after the early majority and
the laggards will adopt, when they have no other choice. They are followers, not by choice
but necessity.
Ideology and Diffusion of Innovation
To be successful in diffusing innovation, the innovation must be made culturally
appropriate (Rogers 1962 p. 4). According to Rogers the primary reason for imitating the
innovation adoption of others is status seeking (Rogers 1962 p.230). This notion was first
pioneered by Thorstein Veblen and Georg Simmel (Holt & Cameron 2010 p. 90). Holt
argues that the imitation is no longer merely restricted to innovations that symbolize
wealth, but also innovations that give cultural capital (Holt & Cameron 2010 p. 90).
Holt argues that people imitate the cultural expressions of the elite; his example is
Starbucks (Holt & Cameron 2010 p. 93). In this way the ideology of the elite, the early
adopters, is spread as a ‘cultural innovation’, just like technological innovation is imitated
for prestige, so is cultural innovation.
By applying Zizek and Holt to Diffusions of Innovation theory we can complete the theory
by explaining why people adopt certain innovations and not just how, which is the focus
of Moore and Rogers.

The Chasm
Geoffrey Moore adds the idea of the ‘chasm’ to the Diffusions of Innovation theory; Moore
discovers a ‘gap’ between the early adopters and the early majority (Moore 1991 p.19).
Holt uses this to create a term he calls the ‘Cultural Chasm’ (Holt & Cameron 2010 p.116).
But Holt puts the ‘chasm’ earlier in our understanding than the early adopters; his are
more innovators or insiders, as he would call them. For example they could be a niche
market for micro-breweries (Holt & Cameron 2010 p. 220). In Holt’s thought to cross the
cultural chasm you have to connect with the early adopters. The early adopters are
paramount because other mimics their cultural expressions, what Holt calls ‘cultural
trickle-down’ (Holt & Cameron 2010 p. 91). Holt follows more in the footpath of Rogers,
when it comes to the view of early adopters.
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Theoretical Summary
Our theory dates back to Kant’s epistemology; what is the distance between objects and
our perception of objects? It also has a strong background in hermeneutics and the idea of
“Heideggerian thrownness”. The idea of thrownness forms the base of our use of culture
for identity support.
Cultural expressions are symbolic structures with which we can express our identity and
ideology, thereby making us worthy of desire and recognition. It is therefore important to
find the ‘right’ cultural expressions to articulate our identity and ideology. This is what
Holt terms as “smoothing out tensions” between one’s actual identity and the desire
identity.
Holt combines branding with cultural expressions. A strong brand uses the ‘right’ cultural
expressions to their target group, who therefore can use the brand to express their identity
and ideology.
Holt connects cultural branding with innovation. To succeed with innovation it has to use
the appropriate cultural expressions. It is not enough with technological innovation, you
also have to use the right cultural expressions based on the consumers’ ideology.
Finally Holt’s line of thought is based on the idea of ideology creating culture. This idea
dates back to the Lacan & Zizek. Zizek provides a more thorough study of ideology and
its role in culture and is therefore interesting in the context of Holt, since it can deliver
criticism and development of Holt’s theory of ideology.
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A Brand Definition

Figure'6
Figure'7'Golden'Circle'from'Sinek'2009'p.37

This is the ‘Golden Circle’ that represents the different levels of understanding of a brand.
What is ‘what do you do’, for example you sell Cokes, it is the ‘result’. How is ‘how do
you do it’, how do you sell Cokes, it is the ‘process’. ‘Why’ is ‘why do you do it’, why do
you sell Coke and not Pepsi, it is the ‘purpose’. We use this model to illustrate the different
levels of a brand.
What is branding?
The American Marketing Associations defined a brand in 1960 as this: “A brand is a
distinguishing name and/or symbol (such as a logo, trademark, or package design) intended to
identify the goods or services of either one seller or a group of sellers, and to differentiate those goods
or services from those of competitors”(Hanby 1999 p. 7). This is the ‘classic’ view that is still at
play in many companies. The key of a brand is the differentiation from another brand,
why am I and am I not. The differentiation is still the goal of all modern branding, how do
you as a brand make the consumer choose you over your competitor.
How does branding work?
The brand strategy in the 60s was based upon the general marketing approach at the time,
such as E. Jerome McCarthys 4 P’s from 1960(Product, Price, Place and Promotion).
Hanby describes this early brand perspective as something that is controlled and specified
by the firm and therefore the sender, as well as being reductionist and by that based on an
economic rationale (Hanby 1999 p. 8). The brand is therefore characterized by being a
passive lifeless entity.
A newer perspective on brands developed in the early 80s, where a more relativistic
approach gained marketers attention. The positivism and objectivism were having a hard
time, because of a new mode of existence, where postmodernism, with its focus on
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multiple realities of the experiential world was emerging as a new intellectual ‘paradigm’
(Hanby 1999 p. 7). This meant that the marketing was changing it strategies, and thereby
adopting an anti-positivistic approach, which lead to the entry of sociologists and dynamic
psychologists into the marketing arena. The prevailing view now was that brands were
living 'organisms', and was focused on the brand's 'identity' and 'personality'. Brands
became attributes to products and worked as holistic entities (Hanby 1999 p. 9). Hanby
uses this quote from Lannon and Cooper, in order to identify this newer brand
perspective: “What turns a product into a brand is that the physical product is combined with
something else - symbols, images, feelings - to produce an idea which is more than the sum of the
parts. The two - product and symbolism - live and grow with and on one another in a partnership of
mutual exchange” (Hanby 1999 p. 9). Turning the product into a brand demands the add-on
of the imaginary. The brand is not only physical; it is an imaginary construction that
presents itself to the consumer. It is the imaginary parts, feeling, images and symbolism
that the branding manager must control.
Why do branding work?
This the main question that constitutes branding at all. For branding to exist it has to
explain a lack to the consumer. That there is something the consumer lacks, in old
marketing is was a function and in new marketing it is emotional and personal. This is
‘why’ we buy certain products. The brand has to have a purpose with the consumer, what
do you as a brand want with the consumer and why should the consumer do anything
with you?
This thesis will focus on this lack inspired by Douglas Holt and Slavoj Zizek and how
these describe the lack. Our thesis will investigate how brands are successful when they
contemplate this lack and create a story that allows the subject to believe that the product
sold by the brand can ‘heal’ this lack.
Branding has to create a meaning to be successful, a meaning ‘why’ one has to buy this
particular brand of product. This is particularly important for innovation products with no
history and no established functionality to champion. This puts the marketer in a situation,
where they have to create a story for the product and the company brand behind it, why
should you want this innovation?

Storytelling
The inherent lack of a true identity, as Zizek articulate it, means that we are constantly
looking for objects and stories that may obscure and make our nagging disbelief invisible.
This indefinable space, as Zizek calls the 'real' is highly effective for companies to exploit,
because we, in spite of seeing ourselves as free people, always are looking for seduction.
This is why we never stop consuming and also what makes the capitalist system work.
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This inherent desire after meaning, leads towards the term, Storytelling. In order to do
further analysing using this term, this section seeks to provide a basic understanding of
what lies behind the concept of storytelling. What seems clear, by observing the
management literature is, that no exact definition is determined. It is therefore required to
first define the term. This will be done, by first looking at the aspect of what makes a good
and aesthetic story, followed by a definition of what makes the rhetoric telling work well
and thereby seducing its audience. Rhetoric has nothing to do with the story, it is merely
aesthetical: it is the cinematography in a movie. We will focus on the content of
storytelling and its sense making abilities. We define storytelling as a frame of reference that
gives meaning, legitimacy and power to a certain argument or narration25.
The story is characterized by its ability to take very different events and recollections and
merge them together, thereby making the content coherent. The story generates meaning,
which is necessary for human recognition (Thyssen 2003 p. 264). Just as the story requires
a sender, it needs an observer. Immanuel Kant believes that we as human observers are
pre-programmed to find and create contexts, without the use of anything other than the
spontaneous observation (Thyssen 2003 p. 264). The cause and effect principle, according
to Kant, is an epistemological process through which we experience the world. The
individual needs this cause and effect process to happen in order to make sense and
thereby to exist. This is what creates the need and desire for stories (Thyssen 2003 p. 253).
A defined narrative structure is important, since the order of which the content is told
needs to be coherent and precisely orchestrated in order to give the story its sense making
abilities.
The drama follows a conflict that creates heroes and villains, which is the very essence of a
good story (Thyssen 2003 p. 294). The reason that heroes and villains are a particularly
good instrument is that the sender can define what meaning they must contain. This
allows the sender to influence the recipient to follow exactly the direction it was intended,
and thereby establishing the desire to look for correlations within the story. This historic
illusion is created by the sender, and makes the recipient to believe that there is only one
correct way to interpret the coherence of the story (Thyssen 2003 p. 264). It is towards the
end clearly to the recipient, which amazing qualities the hero possesses and how the
villain possesses characteristics that are recognized by the recipient as evil and abhorrent.
This is also what one must understand about branding. To be kind and friendly to
everyone, in the hope of getting as many customers as possible, is a wrong way to go for a
brand. It has to clearly define what is good and bad. Similar to the diffusion of innovation
theory, brand managers need to be focussing on a single target audience in order to get
their full attention and most importantly to seduce them with stories that affects their will
to desire.
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
25!We
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are inspired and thereby obliged to Jean-Francois Lyotard’s definition of storytelling.
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Actantial narrative schema
The actantial model was developed by Algirdas-Julien Greimas, and makes it possible to
analyze and break down an action into six facets:

Figure'8'Actantial'model'from'Thyssen'2003'p.'305

The actantial model was developed by Greimas to analyse folk tales. It is a structuralistic
model that builds on the assumption that every story is built on a few basic structures, one
of these being the actantial model. The actantial model analyses the conflict, not the
actancts per say, but how the conflict relates the actancts. The subject is the central actant
with the goal of achieving a certain object (MacGuffin). In the endeavour of achieving the
object there is opponents, who tries to prevent the subject achieving the object. Then there
is the sender, which can give the object to the subject and a helper that can assist in the
quest etc. The brand should always be placed in the role of the ‘helper’, the one that helps
the subject reach its goal, e.g. the Coca-Cola Zero commercials who uses this classic setup;
Coke helps (!) the subject (hero) getting the girl (object), avoiding humiliation, escaping the
in-laws etc. The brand should never be the hero, because then the brand becomes
extraneous to the subject by ‘taking’ his place in the story and leaving him out. Also this
leaves the brand vulnerable to fall to the role of villain. An example of this is ‘Danske
Bank’ who claimed to be a hero with their ‘New Standards’ campaign, where they
compared themselves to the occupy movement (hero against greedy Wall Street). This
lead to a quick fall to the ‘villain’ role for Danske Bank.
The actantial model must first and foremost be seen as a research tool, and says so nothing
about the quality of a story. The model do not explain either how the story should be
interpreted, but provides a framework to explore it.
We chose Greimas’ model because the brand stories we analyze, and the ones Douglas
Holt uses, are ‘pure’ stories. They are not creating new stories patterns, they reproduce
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simple, recognizable storytelling patterns. Greimas’ is such a pattern; it is in essence the
simplest, but yet most effective way, of telling a story. This is why the model fits countless
folk tales that has been around for centuries.
Storytelling and Ideology
”Myths are instructive stories that impart ideology” (Holt & Cameron 2010 p. 175) Holt is
here refereeing to the ideology as something that is prior to the Myth. A story is the carrier
of the ideology, Holt calls the stories “Myths”. Ideology is not a very articulable concept,
they have to be embedded into stories to resonant (Holt & Cameron 2010 p. 175). This is
why we focus on storytelling in this thesis, because we need a ‘vehicle’ for ideology to be
expressed.
However, we differ from Holt in the way we look on ideology; where Holt sees it as
expressing cultural codes, we see ideology as expressing ‘identity value’26. As a vehicle
for this ‘identity value’, the story has to place the consumer as the hero to achieve this.
‘Identity value’ is achieved by being desired by others, exemplified by the ‘big other’. The
‘big other’ determines what is desirable, the ‘big other’ can be the ‘American Dream’, the
idea of being desired because of one’s social mobility as one example or simply the group
of people one identify with. The ‘big other’ is simply the summation of what you believe
they desire in you.
The scheme is this:
Ideology – Basic belief on how things should be.
Myth27 - The myth is based on ideology and is a cultural expression. A Myth expresses
powerful cultural statements.
Identity value – the value stems from the myth, which acts as a vessel for self-expression.
The brand delivers identity value through being imbued with stories that the consumer
find valuable in constructing their identity (Holt 2004 p. 3).

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
26!As Zizek puts it, Ideology provides belief and a path to be desired. This we belief is ‘identity value’ in the
way you express your identity in a way, you believe is to be desired. Ibid p. 19!
27!Holt calls it the ’identity myth’ in ”How Brands Become Icons” and simply myth in ”Cultural Strategy”.!!
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Why Brand Management / Mindshare can’t diffuse innovation
Brand Management is a wide term that can be attributed to many different schools of
branding, but we will focus on the most dominant and the most influential way of
thinking branding, the consumer based model that is originated by Kevin Lane Keller
(Heding et al. 2009 p. 84). We will focus on Kevin Lane Keller’s Consumer Based version,
since it is by far the most used method in brand management (Holt 2004 p.13). It
originated in the 70s and was significantly expanded by Keller and others who added the
emotional aspect (Holt 2004 p.13). To simplify things we use the term ‘mindshare’28 as the
term for Keller’s brand management school which includes the classic USP and
positioning thought developed by Jack Trout and Al Ries and Keller’s expansion into the
emotional aspects and the whole CBBE29 model.
What is Mindshare?
As previously mentioned, mindshare was developed by Kevin Lane Keller. Prior to
Keller’s work in the 90s, branding was not independent in its relation to marketing
(Heding et al. 2009 p. 84). Keller build on Ries & Trout’s positioning idea (Heding et al.
2009 p. 106). Keller follows the core ideas of ‘Positioning: The Battle For Your Mind’; the
goal is to own benefits/associations and position your brand according to your
competitors (Heding et al. 2009 p. 106).
The goal for mindshare is to build brand equity (Keller 2001). This brand equity is
measured in awareness, unique brand associations, responses and relationship (Keller
2001 p. 7). Brand awareness is defined as the ability to link brand name & logo to
associations in the consumers mind (Keller 2001 p.8), for example when you see a
Mercedes logo, you know it is a car. Associations or brand meaning is the measurement on
how strong the brand possesses certain associations such as quality or strong service or
non-performance such as ‘cool’ (Keller 2001 p. 12). A response is how the consumer judges
and feels about the brand, is it superior or does it give a feel of ‘fun’ for the consumer
(Keller 2001 p. 13). Finally there is the brand relationship or resonance which is how loyal
and engaged the consumer are to the brand (Keller 2001 p. 15)
The goal for mindshare is to measure and maintain this overall brand equity.

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
28!Holt uses the term ’sciency’ marketing for this term in ”Cultural Strategy” where also uses the term for
several schools in brand management, however schools with lot of similarities and similar working methods.
29!Consumer Based Brand Equity!
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How does mindshare work?
The brand is seen as a cognitive construal in the mind of the consumer (Heding et al. 2009
p. 83). Therefore the method is to question the consumer, e.g. “Have you heard of the
brand”, “How durable is the brand”, “Does the brand offer good value”, “How superior is
the brand”, “Does the brand give you a sense of fun” or “I really love this brand?” (Keller
2001). After having ‘harvested’ the brand associations from the consumer, the marketer
now linearly controls the brand communication using the associations, feelings and
judgments from the consumer (Heding et al. 2009 p. 104.). By using the preferred
associations the marketer can build awareness, meaning, response and resonance.
The brand is seen as a sort of mental billboard in the mind of the consumer, the bigger it is
the more awareness you got and the better words on it, the better associations you have
got. This line of thought is taken directly from Ries & Trout, who states that a brand as
Mercedes is successful because they own ‘quality’ and have huge awareness (Ries & Trout
2000).
The strength of mindshare is that it explicit provides measurement for what a brand
should do (Heding et al. 2009 & Keller 2001). This was a landmark in the early 90s.
Furthermore brand management provides a simple line of work and processes that can be
used multi-nationally and the results can easily be interpreted.
The weakness, however, is the same. Mindshare does not employ any cultural or social
impact on its processes or results, it is according to Holt completely unable to measure
how associations are created or how society impacts on consumer wants (Holt 2004 &
2010). However Mindshare methods can and has been successfully used to manage
existing brands, it can measure what works and what does not and thereby develop a
brand strategy. That is what it was developed for and we agree that this works, what we
criticize is when mindshare is used outside what it was developed for, in developing
associations and thus developing brands, there is little framework in the theory to
accomplish that.
Why mindshare can’t diffuse innovation
Basically the answer is simple; mindshare requires there already is a brand (and product)
to be managed. For the consumer based method to work it is a prerequisite that the
consumer knows the brand and the product behind it (Heding et al. 2009 p. 93). The before
mentioned questions illustrate this; how can you as a consumer know if the brand is
superior to another brand, if they have never tried it?
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Mindshare works with the idea that the human mind functions like an “information
processing computer” and is heavily inspired by cognitive psychology (Heding et al. 2009
p. 86). The way to measure if a brand is effective is to change output and then measure
input (Heding et al. 2009 p. 83). The dominant consumer based Brand Management is
severely criticized for this reduction of human complexity (Holt 2004 & 2010 & Heding et
al. 2009).

Figure'9'Own'design'with'inspiration'from'Heding'et'al.'2009

Our critique of mindshare is epistemological. Mindshare states that there is this computer
that processes output, this means that there is a difference between ‘facts’ about the
product and the associations, perceptions, which people have of the product. Ries & Trout
states that the perceptions of a brand & product are superior to the actual ‘facts’ of the
brand & quality. For example can a brand own an association, e.g. Volvo owns safety,
without it being based in the fact that Volvo has been tested to be the safest car (Ries &
Trout 2000). Therefore we will raise the question on how is this associations created?
Mindshare is unaware of its basic Kantian approach; there is a thing for us (Das Ding Für
Uns) and there is the thing, as it really is (Das Ding An Sich)(Thielst 2002 p. 266). In
mindshare the marketer can measure the thing for us, the brand/product as it appears for
the consumer. For example; why can Volvo be perceived as the safest car even though it
may actually not be? But Ries, Trout and others do not explore why this difference occur.
Without the knowledge of how brand associations are created, Brand Management
becomes a measuring tool. Keller states that his CBBE model (Consumer based brand
equity) is a “yardstick” for which the brands can measure their progress (Keller 2001 p. 1).
Keller does not mention that this is a tool to develop brands. It is a tool to measure brand
progress, and we will not argue that it does not, but we will criticize Keller (& co.) for
venturing into explaining how associations are created without a framework to do so
(Holt 2004 & Holt 2010).
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We have to return to the Kant to understand how our ‘information processing computer’
works in order to be able to make the assumptions that Keller sometimes do on brand
development. Kant makes his famous ‘Copernican Turn’; it is not the objects that influence
our beliefs, it is our beliefs, our ideology, that shape objects (Thielst 2002 p. 263). This is
why we will analyze how ideology does this, because with that understanding, we can
understand how to create the right associations and thus diffuse innovation.
If not, we are locked in a situation where we have to question people about a product &
brand that they have never used in practice. As we see with our next case, TiVo used the
classic brand management thought; they wanted to own a benefit, which was backed by
their impressive technology, only to find out that people simply did not care. Mindshare
does not take into account that somebody react differently, because it focuses on how they
have reacted. It does not take into account the innovation acceptance and resistance is
different as the Diffusion of Innovations theory does.
The idea of a ‘information processing computer’ in the mind of the consumer is workable
if you do not focus on how associations are created, but when you want to explain how
and why there are created, this reduction becomes problematic. Ries, Trout, Keller etc.
focuses on handling brands and their framework provides simple, workable ideas on how
to maintain one’s brand, where it becomes problematic is when you want to further
develop it. To counter this especially Ries & Trout focuses on the “timeless identity” (Holt
2004 p. 16). Brands should never, ever change (Ries & Trout 2000 & Ries & Ries 2002).
Thus they are beyond having to develop thoughts on changing and developing brands.
But this is of course an issue when you actually want to develop your brand, simply
because there is not a very developed thought on this in mindshare theory. Furthermore
we will agree with most of Holt’s points on how mindshare ignores cultural and societal
influences and this weakens the theory (Holt 2004 & Holt 2010). Mindshare theorists do
not argue why brands are not a part of culture, as Holt argues they are, which is a problem
since they do not use cultural impact in their theoretical framework.
A final critique of mindshare is that the brand should be a singular idea in the mind of the
consumer and that the brand should stick to only one category (Ries & Trout 2000 & Ries
& Ries 2002). According to this idea a brand can never launch an innovation that differs
from their core line of products; this is not very beneficial if you want to innovate.
Therefore we should further develop branding thought to better focus on branding
innovations.
1. It requires previous exposure to be effective. It is simply not geared to do
innovation branding. For example with its idea of consistency and insistence on not
doing innovation, but staying in the same category.
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2. It is predominantly designed to be a strategic measuring tool. It is a fundamental
flaw in the line of thinking, that one believes that products & brands are processed
and the perceptions therefore are not just based on the products & brands, but by
the beliefs that people use for information processing, but then ignores the very
same processing and works with output being the same as input.
3. It cannot explain why associations are created in certain ways and thus it cannot
provide a predescriptive method for how to brand your innovation.
Mindshare can measure output, how fast your car is going and it can establish a
connection between the throttle (marketing expenditure) and the speed (sales). But it
cannot say anything about the engine. We need to understand this engine, these
beliefs, ideology, that creates our view on the world and the associations. By doing this
we can create a line of thought and models that allows us to create branding that
enables diffusion of innovation.

Mindshare and TiVo
TiVo is a case of using brand management to do brand development with very poor
results. We argue that this is because of the negligence of the process that creates
associations and brand resonance.
TiVo focused their marketing efforts on a functionalist mindshare strategy, they simply
focused on how technologically unique there product was. They did not add an element of
cultural expressions. This made their product irrelevant, because people did not
understand the problem that TiVo solved and they could connect with TiVo, because of
the lacking myth based on ideology that provided the relevant cultural expression that
connected with the early adopters.
We will see how Apple did this, they used ideology to market to the desires and anxieties
of the opinion leading group in the late 90s and on, a group that is characterized by being
both well off and creatively and alternative inclined. Apple & Steve Jobs understood this
group and marketed to them and since this group was opinion leading, imitators followed
and bought Apple as well, this lead to a diffusion of Apple’s superior products and their
brand. But we will start with Apple’s genesis and investigate what happens if you use
ideology that does not ring true with the opinion leaders (early adopters) at the time.
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The Case of TiVo

Figure'10'Own'Design
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What this chapter will investigate
This chapter will deal with the diffusion of innovations theory in particular. We will focus
on what TiVo did and did not do to brand and communicate to the most important group,
the ‘early adopters’. What TiVo did was not focus on a story on their product or company,
but instead they focused solely on function and thereby ignoring the early adopters, who
as we learned earlier wants something to believe in, rather than functional benefits. TiVo
followed Ries’ 22 immutable rules, and possessed their own word that came to describe
DVR, according to Ries this should have them a huge success, but it did not. To
demonstrate TiVo’s failure, we compare them with the iPod so to see the difference in
adoption. And we compare their ads with one of Apple’s to see a clear difference.
We will draw on Holt’s theory on ‘cultural innovation’ and how to market to early
adopters. We will use his case of ‘Starbucks’ to illustrate their success in marketing to the
early adopters of (coffee) culture, the ‘cultural cohort’. We will investigate the
consequences of not having a story and ideology, to present to your possible adopters.
Further, in order to clarify what went wrong in the case of TiVo, we will compare some of
their first advertising attempts to the ones Apple made during their iPhone launch.

The disposition is this:
•
•
•
•

The history of TiVo
TiVo and Diffusion of Innovation
Marketing to the Early Adopters
How TiVo could have marketed to the early adopters?

The Strange Case of TiVo
When TiVo launched its first DVR box in 1999, it was a landmark invention, it was widely
hailed as revolutionary even though it was an expensive acquisition at 499 $ (Economist
2009). Gary Hamel, renowned management expert, praised TiVo as one of the best
innovations in the last century (Hamel 2012 p. 69). The TiVo box allowed the consumer to
fast forward and rewind, pause, record on the hard disk and more importantly skip
commercials. Some thought it would be the end of the classic American TV Business
(Economist 2009). Not only did TiVo possess a game changing product, they also had
backing from Phillips and as such did not lack funds or a huge network. TiVo also
possessed huge ‘brand awareness’; to ‘TiVo’ is now a verb in the English language for
recording a TV show. Many expected that TiVo would change the way we watch TV and
that it would be ubiquitous like the DVD player is.
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TiVo quickly established a foothold among the hardcore group of technology enthusiasts,
who loved the benefits of the TiVo and the slightly geekiness of the whole device. But
from then on it stalled and it took TiVo until 2004 to reach a million subscribers and they
topped with 4.6 million subscribers, but have now30 regressed to under 3 million (TiVo
Quarterly Reports). TiVo never got their big break and now focuses on licensing and
controlling their intellectual property. At their peak TiVo had around 15 % of the DVR
market, they themselves created (Wired 2008), and as such represent the classic first mover
syndrome; they never got a secure foothold in the early adopter group with their share
varying between 5 and 10 % of a DVR market, which later grew rapidly, while TiVo’s
market share took a nosedive.
But this first mover had everything; great product, backing from a big company, a huge
investment in the product and marketing and great brand awareness. It had all the
ingredients that business managers and scholars would list as essential. But TiVo did not
move at any rate of speed even though they spent $ 178 million on marketing from their
first inception in 1997 to 2002 (Forbes 2002). Nor their price can probably be targeted as the
perpetrator, yes the product was expensive at 499 $, but TiVo quickly reduced the price
and tried a subscriber based business model and in perspective an iPod cost 399 $
(ipod.about.com) when it was launched, and that did pretty well.
The cause of TiVo’s remarkable failure must be shouldered by their marketing. It is clear
from watching their commercials and ads, what the people at TiVo wanted to do; they
focused on explaining the benefits of their product to the consumer. Their ads were all run
of the mill standard and just discussed the benefits of TiVo. An example of this is their ‘My
TiVo gets me’ campaign, an example of a commercial from this period is two men
discussing what TiVo can do while barbequing, again they just discuss the functional
benefits of TiVo.
Another commercial has the plot of a man pausing his TV with TiVo so he can get to
church and then watch the game he paused. Again the commercial is strictly on the
functional benefit of pausing your TV. TiVo’s commercials were mindshare based with a
focus on functional benefits. Even though these commercials did little to boost TiVo’s sale,
they have continued to use the same pattern. Now 13 years after their launch. They have
hired NFL quarterback Tim Tebow to explain what TiVo can do.
It was also 40 years since Rogers formulated his diffusion of innovations theory, but TiVo
ignored it completely; they ignored the early adopters and focused on the mainstream
market right away. It is the early majority who cares about the everyday benefits, but they
will not buy your product until it has been proven by the early adopters, and since TiVo
ignored them, they never got strong foothold in this group and they never got the early
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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adopters to champion their product. The reason for their marketing failure is deeply
rooted in the ‘best practice’ schools of economics based on questionable scientific methods
and assumptions, as discussed in the previous chapter. Now we will focus on what TiVo
did wrong.
1. Diffusion of innovations: Build Critical Mass
When one considers TiVo’s potential and the expectations of their product, their failure is
extraordinary. Consider the success of the iPod, it was only 100 $ cheaper and many
considered it too expensive.
Yet just over two years after its launch, Apple had sold 2 million iPods and from then on
reached a critical mass and made it a mainstream success. It’s the classic story of first you
reach the innovators, then the early adopters and then you reach the mainstream market31.
If one looks at TiVo’s subscriber counts one can see how slow their development was
compared to the iPod:

Figure'11'TiVo'quarterly'reports'from'tivo.com

This is a comparison between two products that did many of the same things for music
and TV, for example one could download music on iTunes and one could download
movies and shows on TiVo. Many expected that TiVo could have done the same as iPod
did for music (Economist 2009).
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Figure'11'Apple'ipod'graph'figure'2009

As one can see it took TiVo 5 years to reach a million subscribers, but from then on the
curve took of drastically and TiVo reached 4.6 million in 2006, TiVo won an “Emmy” the
same year and it finally seemed it would reach a critical mass and take off, but instead
sales crumbled and subscribers quit just as fast as they had joined. The DVR market,
however, grew rapidly from 13, 5 % to 39,7 % in 2011 (Nielsen 2012).
As before mentioned TiVo’s functionality and customer satisfaction was ‘off the charts’
(Slate 2002), so the issue must lie elsewhere, why did TiVo not reach a critical mass? And
why did their product not spread like a wildfire through segments championed by the
early adopters?
The ironic part is that one must congratulate TiVo’s PR; they have themselves a verb in the
English language, which is probably unheard of for any other product. But still TiVo did
not penetrate the mass of 15-20 % that Rogers believed to be the critical mass, which
would result in mainstream success. By applying Rogers’ diffusion of innovations it is
easy to see, why TiVo was not a success, it never passed the 15+ % threshold of the whole
DVR market, which at the time was not even close to saturation. The iPod and TiVo is
related in many ways; the iPod changed the way you consume music and TiVo had the
potential to change the way you consume TV and movies, by allowing direct purchase of
movies through one’s TV. Since we can eliminate factors such as brand awareness,
functionality, non-existent competition, customer satisfaction or investment, we are pretty
much left with the key “villain”; TiVo’s marketing and branding.
2. Diffusion of Innovations: Market to the early adopters.
Even at its peak TiVo did not gain a hold in the early adopters. When TiVo topped in 2006,
the market was not very developed and it has grown four times bigger in a few years.
When TiVo had 15 %, their largest market share recorded, the market was not saturated as
the Nielsen numbers show, the DVR market grew rapidly, but TiVo’s subscriber count
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actually decreased, while the rest of the market grew. With those numbers it becomes clear
that TiVo did not reach beyond the technology enthusiasts and not the early adopters or
early majority, because as the DVR market reached mainstream, TiVo crumbled. The
technology enthusiasts (innovators) are not hard to get, they will try anything “just to see
if it works” (Moore 1991 p. 33). Unfortunately, the technology enthusiasts do not hold
much persuading power, which could convince the less technology enthusiastic crowd.
This was one of Rogers’ key findings, when he analysed diffusion of innovations in a small
villages, for an innovation to become the norm it had to be diffused through the right
people (Rogers 1962). In the villages that adopted innovation, it was because the change
agents successfully convinced the opinion leaders to adopt the innovation and then to
convince their followers (Rogers 1962).
These opinion leaders Rogers termed the “early adopters”, they are often characterized by
having high social status, advanced education and solid finances (Rogers 1962 p. 288).
Rogers describes the importance of early adopters in this way: “Because early adopters are
not too far ahead of the average individual in innovativeness, they serve as a role model for many
other members of the social system. Early adopters help trigger the critical mass when they adopt an
innovation.” (Rogers 1962 p. 283). Without a grip in the early adopters diffusing one’s
innovation becomes very difficult. Instead of these opinions leaders, TiVo got the
innovators who do not command the same respect from their community and are too far
ahead technology wise(Rogers 1962 p. 283).
Geoffrey Moore writes that the early adopters are visionaries and want to answer a
strategic opportunity (Moore 1991), Rogers writes that they seek respect from their
community (Rogers 1962 p. 230). If a brand can make the early adopters feel visionary and
respected, they will buy it. The early adopters are interested in cultural expressions that
make them stand out. This is showed by the successful campaigns by Starbucks, who
successfully created a respected culture around their brand (Holt & Cameron 2010 p. 90).
Starbucks used ideology to create cultural expressions that the early adopters could use to
express status. Starbucks targeted the well off and younger crowd that sought out cultural
sophistication (Holt & Cameron 2010 p. 92). Holt calls these cultural early adopters the
‘cultural cohort’. This group sought out sophisticated cultural expressions to boost their
status and support their identity as opinion leaders32. Starbucks was a success, not because
of their coffee, but because they used the ideology in their target group to create relevant
cultural expressions (Holt & Cameron 2010 p. 85).
Starbucks became a “cool” place to hangout for the early adopters, because it had a high
brow culture, but not too high brow to scare of the early adopters, who wants to be
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
32!Holt

mentions that Apple also targeted the same group with their cultural sophisticated cultural
expressions (Holt & Cameron 2010 p. 93).!!
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innovative and radical, but not really are too far off mainstream (Rogers 1962 p. 283). They
then “drag” the mainstream into an establishment such as “Starbucks”.
TiVo did not create this culture nor did they focus their marketing on the early adopters,
instead they focused their marketing on the mainstream market with their functionalistic
focused mindshare marketing. Moore calls the early majority the pragmatists, who focus
on functionality vs. price (Moore 1991) and TiVo believed that because their product was
so great that the early majority would realize that and buy themselves a TiVo. However,
TiVo did not realize that the early majority want something tested by the early adopters.
The early adopters care about respect from their peers and create breakthroughs, “they are
the crazy ones” as a certain Apple ad stated while it tapped deep into the early adopter
group.
Holt argues that conventional marketing, such as the kind that TiVo used, creates
“benefits slugfests”, where brands all claim similar benefits (Holt & Cameron 2010 p. 9).
Holt instead argues that one should focus on create relevant cultural expressions (Holt &
Cameron 2010 p. 5). This fits nicely with the early adopters who are looking for respect
and status from their surroundings, thus making them want to adopt cultural expressions
that support this.
Starbucks is an example of this, they launched a strong cultural expression based on
ideology in the early adopters, in this case called the ‘cultural cohort’, who adopted the
cultural expression of Starbucks to boost their identity as cultural leaders. This cultural
cohort dominated the culture of the 90s, look at hit TV shows like “Friends” and “Frasier”
all feature the same ritual of coffee drinking in a “Starbucks-esque” universe. Due to the
early adopters using Starbucks it became cool and people, who never before had cared
about the more advanced coffee Starbucks served, started to frequent Starbucks in order to
mimic the early adopters.
Unfortunately TiVo never created a myth based on the ideology in their target group and
continued to use the same mindshare strategy. They disregarded that the pragmatic
mainstream market wants their products ‘approved’ by the early adopters. Without that
approval, TiVo’s functionalistic claim did not ring true. The functionalist mindshare
method first becomes relevant when people have created associations. When the product
has been ‘approved’ and the associations created, you can market them to a mainstream
market. A USP is not in the product, but in the mind of the consumer. It is the consumer
who decides what is important in the product. So you cannot state that you have a USP in
a completely innovative product, because people have not yet decided what the USP is in
the product. Holt on purpose uses cases, where the product does not have a USP, but still
becomes dominant in its market category. In Holt’s theory this is because they use
ideology to craft a myth that conveys relevant and powerful cultural expressions.
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3. Marketing to the early adopters
The goal of all TiVo’s ads is to explain the Unique Selling Point (USP) of the product. In
the TV commercials it is shown how TiVo’s functionality can ease your life, e.g. you can
pause your TV and do the necessary errands, so you will never miss the important field
goal etc. Another example is the commercial with the guys who are barbequing and
discussing TiVo’s USPs; the rewind, the fast forward, the connection to the Amazon store
and so and so on…
A print ad example of TiVo advertising their USP:

'''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''Figure'12'TiVo'commercial'

There is a lot of text explaining all of TiVo’s features and how convenient TiVo is and why
this is good investment. There is nothing wrong with explaining functionality and USPs, it
is just that this is marketing and branding for the early and late majority, not for the early
adopters.
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A print ad for early adopters looks like this:

Figure'13'Apple'iPhone'Commercial'2007'”Apple'reinvents'the'phone”.

There are a total of six words (excluding the logo) in this ad. Yet it speaks directly and
clearly to the early adopters. This ad follows Moore’s thoughts to the letter: the early
adopters want a breakthrough, they want technology to answer their dreams and they do
not care about improvement, they want revolution not evolution! (Moore 1991). Apple
markets the iPhone as this breakthrough and backed it up with cultural expression. TiVo
had the same opportunity, but did not. TiVo could have marked their product as a
revolution that allowed a completely new cultural expression on their TV.
As we will show in the Apple case, Apple were able to succeed because of their existing
cultural expression expressed in their myth (“Think Different33”) based on early adopter
ideology.
4. “ReVolution Calling!”: How TiVo should have marketed to the early adopters
The key learning point of this is that TiVo should have produced a cultural expression
expressed in a myth that used ideology from the early adopters. The cultural expression is
paramount in convincing the early adopters of the product’s status and status seeking is
the main reason for imitating adoption behaviour (Rogers 1962 p. 230).
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Apple does not use TV spots in a wide extent and neither should TiVo, the main point of
their product is to avoid them! Apple does not use it to a wide extent, because it does not
speak to the early adopters very well, it makes the product a commodity, not a major
breakthrough that one must seek out. Instead Apple let their cultural expression do the
talking and let their ‘disciples’ spread the word through this expression.
To Moore it is enough to market on breakthrough, on how a product can change one’s life
(note: this is not functionality), but to Douglas Holt, it is not about the devices ability to
change one’s life, but to change the culture, to symbolize a breakthrough in culture, in the
way you as a person is perceived. In Holt’s terminology TiVo should have used the
“ideological opportunity” (Holt & Cameron 2010 p. 185) that the product presented. Just
like Starbucks changed the way we consume coffee, TiVo should have changed the way
we watch TV. TiVo could have created a story; “now you can get the “pure” output of
your TV, no longer do you have to suffer the large corporations, who control the air”. In
this story there is a clear villain, the big corporations and their ads and the little guy who
challenges them (TiVo and their loyal followers). This is an example of a myth based in
ideology that expressed cultural statements. It is also a very ‘Apple like’ myth that would
have targeted the same group as Apple did. If TiVo had done that, perhaps people had
connected with their superior product. TiVo’s product allowed them to create a cultural
expression very different from their competitors, they could have create an expression that
connected with the same group, that Apple did, by using a similar “Think Different”
myth.
The iPhone ad simply states that it will reinvent the phone. But how could Apple make
this claim? Conventional marketing executives would state it was because of its unrivalled
functionality, its USP. We will claim it is because of Apple’s ideology and their story.
Diffusion of innovations cannot explain why innovations are diffused, but how. The theory is
merely a description of how innovations travel through certain segments. It is a raw
outline of population groups, but the main point has stood unchanged for 50 years. We
will prove this by reviewing the almighty, (in)famous, overused and misused case of
Apple, to explore how they diffused their products and how they utilized a cultural
expression, stated by a myth based on ideology already in their target group.
Key Take Aways from the TiVo case
•
•
•
•

!

The importance of marketing to early adopters before mainstream market, in order to diffuse
innovation.
Early adopters have opinion leadership and therefore drive the market.
Functional benefits are not efficient when marketing to early adopters.
Most importantly TiVo failed because they did not mix their technology with a relevant
cultural expression targeting the early adopters.
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Apple Case Introduction
We have established the need for marketing to the early adopters and shown some
examples of Apple doing that. In this chapter we will investigate why Apple have become
so successful with it.
We will also explain our base in Douglas Holt’s Cultural Branding and how we diverse
from it.
We accredit Apple’s phenomenal success to their status of a lifestyle product. Apple’s
success is/was based on the myth/story they delivered in the late 90s and on. A story that
provided meaning for the opinion leading group at the time, The Bobos, and thus
provided resonance for them and the followers of this lifestyle, which became dominant at
this time. Apple became a success because they mixed their technological advances with
culturally relevant expressions. These expressions were organised in a myth based on
ideology.
We will first provide a story background for Apple to place them into context. We use
Douglas Holt’s Cultural Branding as a background for understanding Apple’s branding
and their success and early failure. We provide a missing link in Holt’s theory and thus
make it more consistent, normative and useful in practice.
The disposition is this:
•
•
•
•
•
•

!

Introduction to Apple.
History of Apple.
Why Apple failed in the 80s. Discovering weaknesses in Holt’s theoretical
framework.
Providing the missing link in Holt’s theory through Zizek.
Explaining the ideology Apple used in the Apple rebirth 1997-?.
How using ideology made Apple a lifestyle product.
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Apple: Think Different. A case of applying ideology to branding
“Apple at its core, its core value is; that we believe that people with passion can change the world
for the better. That’s what we believe.” Steve Jobs 1997
It was Larry Ellison, founder of Oracle, who stated that Apple was the only lifestyle
product in the high tech electronics business: “Steve created the only lifestyle brand in the tech
industry. There are cars people are proud to have -Porsche, Ferrari, Prius – because what I drive
says something about me. People feel the same way about an Apple product. (Isaacson 2011 p.
379). This chapter will therefore focus on what Apple did to become a unique lifestyle
product in the tech industry and what constitutes a lifestyle product and its role in Apple’s
remarkable success.
Just before the launch of the “Think Different” campaign Steve Jobs held a presentation on
how Apple needed to recapture its brand. It was about values, to recapture the values that
Apple stood for. These were not making boxes for people to get their job done; it was
about believing in changing the world and believing in people with the passion to do so.
This was, and is, Apple’s ideology, an ideology that has been highlighted by their
products, presentations and first and foremost in their branding and storytelling. Jobs also
stated that marketing and branding should not be about megabytes, but these values,
which became the seminal “Think Different” ad that repositioned Apple as a serious
brand with an intent. These values had always been the core of Apple, even though they
probably slumbered under John Sculley, they originated in the early 80s as we will show.
Apple was already at that time a product that “said something” about its owner, as Ellison
put it, just look at the famous “1984” Super Bowl commercial. But the product this
commercial championed did not become a runaway success (Isaacson 2011 p. 186).
We will therefore begin our investigation of the Apple brand, their marketing and their
storytelling at the very beginning, we start just after Apple has gone public and had
become a profitable company based on their Apple II computer, which had become the
industry standard in the very early 80s. To the victors belong the spoils and the story
about Apple is usually the story of a company lacking its spiritual and innovative leader,
but already under Jobs the company is in trouble, because of its leader’s flagship product
the Macintosh and the following marketing and branding, eclipsing in the infamous
“Lemmings”1985 Super Bowl commercial that estranged a majority of the business market
from Apple. This story will be different, it will the story of a company staying loyal to its
story an ideology even though it did not always fit into the demands of society, business
or customers.
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Early History
Steve Jobs and Steve Wozniak started making hobbyist products in the late 70s. Their first
“real” product was the Apple I, which was made for the “hackers”, the innovators who
loved to fiddle with computer technology (Isaacson 2011 p. 66). It did not sell that well and
should be seen in the same way as early automobiles; it was not ready for more than a
very limited groups of enthusiasts.
The Apple II was a different beast, it was an integrated packaged masterminded by Jobs
and a revolutionary design thought out by Wozniak. Apple II is regarded as Wozniak’s
creation, since it was his technology and he who decided that it should be able to be
modified by innovators, much to Jobs’ dismay (Isaacson 2011 p. 74). Apple II was the
product that launched Apple and it was their first success with ca. six million models sold
during Apple II lifespan from 1977-1993 (Isaacson p. 84). Apple II was primarily sold to
businesses, educational purposes and to a lesser degree private use (Isaacson 2011 p. 83).
The Apple II’s market deteriorated in the early 80s against the competition of business
oriented PCs from IBM and private and game oriented devices such as the Commodore
64. Two different types of PCs emerged, the expensive business oriented (IBM and Apple)
and the cheap game oriented one (Commodore 64). Apple II went from selling 279.000 vs.
240.000 sold IBM and clones in 1982 to 430.000 sold Apple II vs. 1.3 million IBM and clones
sold in 1983 (Isaacson 2011 p. 191). Steve Jobs prepared for a “crusade” against IBM, who
Jobs viewed as a company that killed innovations and progress due to their hegemonic
domination of their market (Isaacson 2011 p. 165). In 1984 the scene was set; Jobs and
Apple would launch a product pointed at changing the industry forever. It did, but not in
the way Jobs and Apple had hoped…
The Macintosh
Prior to the “1984” commercial and the launch of the Macintosh Apple had already tried to
establish itself as a rebellious company by stating that soon there would be “those who use
computer and those who used Apple” and that “business as usual isn’t anymore” in a
commercial starring a young Kevin Costner in a 1983 commercial adeptly named “There
are two kinds of people”34. Apple also launched print ads very reminiscent of the “Think
Different” ad associating innovators and revolutionaries such as Benjamin Franklin,
Thomas Edison and Henry Ford with Apple35.
Apple’s market focus was on the educators, creative professionals and to a lesser degree
businesses, they pretty much ignored the threat of Commodore 64 and the home gaming
market, perhaps because Steve Jobs had nothing but scorn for that kind of computers.
Even though the Apple II was an ingenious design it quickly became somewhat obsolete
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for businesses due to its appeal towards “hackers” and not businessmen. Apple tried to fix
this by launching the “Lisa”, but that was a doomed project, which because of Steve Jobs’
immature leadership ended up being way too expensive (Isaacson 2011 p. 112). Jobs
jumped ship and focused on his pet project, the Macintosh. Jobs effectively killed the Lisa
computer, by stating at its very launch that Apple would release a cheaper alternative in
the near future, effectively giving the Lisa a “kiss of death” (Isaacson 2011 p. 141).
The Macintosh; The computer itself
To Jobs the Macintosh project meant that he had to rethink the computer and the way the
user would experience and use it. His goal in mind therefore was to make a computer that
would suit the needs for ‘the rest of us’. The remarkable was, that this was the first time in
the computer history, that the end-user experience was considered more important than
the actual options and expandability, which had been the key focus, since the very first
computers (Isaacson 2011 p. 127).
In reality this meant, that the Macintosh right out of the box would be up and running in
only 15 minutes. Furthermore the engineers at Apple made it impossible for the consumer
to upgrade or disassemble the Macintosh. This was a part of Jobs’ mission that the
computer should be a friendly and easy to use machine, which did not need any
beforehand knowledge or the skills of a hacker to use (Isaacson 2011 p. 127).
Jobs work in the Lisa project made him determined that the Macintosh was going to have
a graphical user interface (GUI), that would allow computer novices to use the machine
right away and by that making it appeal to the ‘masses’. The GUI that the Macintosh used
is the base of every user interface today and is therefore considered revolutionary, most of
the IBM machines at the time did not use a GUI; they used DOS or IBM basic, even though
Microsoft had copied the Apple GUI for their Windows 1.
The issues with the Macintosh were that it could not be customized; the box was closed,
whereas the IBM machines could be upgraded. Jobs insistence on control also limited
hardware licensing and prohibited Apple from using the industry standard Intel Chips.
The Macintosh is remembered as the more revolutionary product compared to the IBM
PCs, but all in all the products were close aligned functionality wise. The main difference
was that IBM focused on their traditional business market, whereas Jobs focused more on
the educational, creative professional, home and last the business market. This does not
mean that the Macintosh was not suited for business use, the GUI alone made the
Macintosh a very user friendly device and it had many of the key features from the ‘Lisa’,
which was marketed at businesses. It could have been marketed at the business
professionals from 1984 and Apple’s attempt in 1985 to do so was a dramatic misfire.
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‘Why 1984, won’t be like 1984’ the launch of the Macintosh
The launch of the Macintosh was a landmark in product presentation with Steve Jobs in
his first trademark keynote with the key ingredients of unrestrained theatrical spectacles,
gimmicks and storytelling. The presentation was an unparalleled success ending in
standing applause in San Francisco Moscone Center.
But the marketing history remembers the Macintosh for the famous and widely lauded
1984 Super Bowl commercial directed by Ridley Scott and thought out by Job’s marketing
soul mates; Chiat/Day (Isaacson 2011 p. 162). The commercials plot is this; The scene is set
in a dysotopic, greyish industrial big brother society with workers marching in union. A
‘Big Brother’ like figure appears on a screen and declares that their unifying ideology will
exterminate all contradictory thought. A young woman in bright colours comes running
with ‘thought police’ hot on her heels. She smashes the main telescreen, just as ‘Big
Brother’ is about to announce their ideology’s final victory. The commercial cuts to text
and speak: "On January 24th, Apple Computer will introduce Macintosh. And you'll see why
1984 won't be like 1984."
The commercial proudly stated that Apple would end conform thinking and big business;
it was the epitome of the Apple ideology. The Macintosh was designed for drawing and
writing as a creative instrument (Wired 2004) and Jobs marketed for his own ‘kind’, the
creative, liberal anti-conformist guy.
Apple launched a massive ad campaign taking out the whole ad section in “Newsweek” to
promote the computer. But the Macintosh never really took off: in Christmas 1984, the old
Apple II model still accounted for 70 % of Apple’s sales (Isaacson 2011 p. 192). Apple tried
to correct this by launching ‘Macintosh Office’ in 1985, they had realized that the biggest
market for the Macintosh was the business office market. Jobs never cared about the home
entertainment computer such as Commodore 64 and probably considered them to be
beneath him and his vision, so Apple had to conquer the business market. As before
mentioned the Macintosh was a ground-breaking product, with flaws, but it was not less
functional than the competition from IBM and with the new Excel from Microsoft, which
Jobs raved about (Isaacson 2011 p. 175), it had the tools. But the 1985 Super Bowl
commercial, which launched the office edition, was a spectacular gaffe. The ‘Lemmings’
commercial was a dark, sinister critique of every potential customer (Isaacson 2011 p. 187).
The question is how could Apple so misjudge a commercial?
The genealogy of Apple’s ideology
Apple’s ideology is/was based on Steve Jobs’ mindset. It was he who hired and controlled
the key people in Apple and it was his vision they performed (Isaacson 2011). Jobs was a
child of the flower revolution, which perhaps never really ended in the San Francisco area.
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He was a Bob Dylan fan, he dressed ‘alternative’, was a vegetarian and a Buddhist. He
rubbed many businessmen the wrong way; many wrote him off as a hippie (Isaacson
2011).
Jobs lived in the alternative circles of Grateful Dead listening hackers, who did not care
one bit for big corporations such as HP and IBM (Isaacson 2011 p. 57). Jobs identified with
the free bohemian lifestyle, but he also was a seriously ambitious businessman who
wanted to diffuse the computer to everybody (Isaacson 2011 p. 127). Here we meet one of
the many contradictions in Jobs’ life, he was an artistic elitist who thought most people
were idiots, yet he wanted to benefit everybody by making the personal computer
available to them. In essence he wanted to deliver a tasteful, finessed product to the
masses, which he did not believe had any taste or sense of finesse at all. Jobs belonged to
the “super creative class” (Florida 2002 p. 69), which includes innovators, scientists,
professors, poets and novelist, designers, architects and other who lives fully in the
creative process and whose goal is to be creative and innovative (Florida 2002 p.69). He
transferred this ideology to Apple and as we see, they promoted this in the Kevin Costner
ad, where a young Costner arrives at work in casual attire with his dog, then looks quickly
at his Apple computer and returns home before breakfast. The ad was called “Two Kinds
of People” and stated that business as usual “isn’t anymore”, the whole commercial is
very much anti-yuppie. Jobs was not a fan of ‘yuppism’ and scorned Stanford students in
1982 for being materialistic and career oriented. He stated that students did not think
idealistic terms, as he and many of his counter-culture generation did. The students did
not become members of the super creative class; they became yuppies (Isaacson 2011 p.
107).
This subject is also seen in the print ads (from ca. 1980-1983) of other ‘super creative’
people such as Edison, Franklin and Ford, the forerunner for the 1997 ‘Think Different’
campaign. As Jobs stated in 1997, the core of Apple is the belief in passionate people who
change the world, it is the belief in the “super creative class”. This core was of course
tuned down, when Sculley and the usual corporate suspects ran Apple, but it returned
immediately with Jobs.
Holt states that to be successful one has to able to change according to culture, Apple
never has; they have stayed loyal to Jobs’ vision so far. The vision in which a selected
group of people have the ability to change the world and to shape it in their image, thus
give it a certain meaning. This explains why Apple could not market effectively to the
yuppie businessmen of the 1980s, their founder and chief architect of branding and
marketing disliked them and did not understand what drove their immaculate appearance
and their conspicuous consumption.
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1984; the year of the Yuppie
It was ‘Newsweek’ who claimed 1984 to be the year of the yuppie, the young urban
professional. In the late 70s and early 80s the professional class, the knowledge workers
exploded (Florida 2002 p. 73). This class exploded from under 20 % in the 70s to over 25 %
by the 80s end. The continuing rise of this class, led Richard Florida to write his famous
book “The Rise of the Creative Class”. Florida here terms the class of doctors, lawyers,
managers, bankers and other knowledge based workers, normally one would term his
“super creative class” as the true creative class, and Florida’s creative class as what they
became known as in the 80s; the yuppies.
The yuppies were in stark contrast to the super creative class whose liberal ideals,
recreational drug use and rebellion in their eyes had brought USA down. Florida calls the
Super Creative Class the opinion leaders (Florida 2002 p. 68), and they were as the class
first took off in the 60s and became the spiritual leaders of the hippie movement. But in the
70s a reactionary counter strike was set it by Richard Nixon, who spoke of the “Silent
Majority” and Ronald Reagan as Governor of California. When Ronald Reagan became
President in 1981 it was time for a new ideology; it was time for USA to rise again and
regain its confidence (Holt 2004 p. 46), it was time to battle the Japanese imports and
therefore the professional career became a priority again (Holt 2004 p.47). “Reviving the
economy seemed to require a new breed of aggressive manager chasing after wealth and power with
ruthless guile” Holt writes (Holt 2004 p. 46), the yuppies were very different to Jobs and his
super creative class, they did not work to ‘change the world’, but to get their BMWs and
Rolexes (Holt 2004 p. 47). The cutthroat business of the 80s where highlighted in hit TV
shows such as ‘Dallas and ‘Dynasty’ that followed ruthless oil and cattle tycoons, who did
everything in their power to get power and wealth. The yuppies took cues from the
‘organization man’ of the 50s and 60s and wore ‘power suits’ and focused on traditional
business, they were very far of that type that Kevin Costner symbolized in the Apple
commercial from 1983. Jobs wanted to sell the Macintosh to the ‘rest of us’, but he
marketed it to the super creative class, but the technology in Macintosh was not at all good
enough to be of much use to artists, scientists, musicians or creative professionals.
The super creative class accounted for around 8 % of the workforce in 1980 (Florida 2002
p. 74) and were a much smaller class and had lost their opinion leadership to the yuppies,
it was the yuppies that were the early adopters of the personal computer to use for
business. This is backed by Apple’s own selling guide for Macintosh (Macintosh Selling
Guide 1984). This guide states that the bottom line is that Macintosh is for business, this is
the target market and this is what should be focused on. The key customer was the
knowledge worker, the yuppie. The selling guide then explains what the Macintosh’s key
advantages in the business market are and how it could help businesses and knowledge
workers.
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What becomes apparent is that Steve Jobs conducted a sort of personal vendetta against
the yuppie as seen with the before mentioned commercials and his very creative oriented
presentation of the Macintosh, ironically the selling guide states that the best way to sell
Macintosh is with a “business oriented presentation” (Macintosh Selling Guide 1984 p. 28).
Jobs’ presentation was no doubt compelling, but few would have called it business
oriented and focusing on Macintosh’s unique business applications. Instead Jobs showed
the Macintosh talking, playing music and painting. It is clear by viewing Jobs’
presentation and understanding his background that Jobs focused on the creative class.
Apple’s marketing and branding never focused on the yuppie, whereas IBM had built
their brand on the organization man in the 50s and 60s and already had a huge contact
network amongst business. IBM, which was founded in 1911, went into the computer
industry in the early 1950s (McCraw 1997 p. 363). Before that, throughout the 1920s to the
mid-1950s, they had been the absolute most dominant company in the market of data
processing technology and the main allied supplier of data equipment during the Second
World War. This meant that IBM built a strong reputation and a brand value that they
would benefit from the next half-century (McCraw 1997 p. 370). IBM therefore was seen as
the serious product for the serious number crunching yuppie planning his next leveraged
buyout. Apple on the other hand was seen as a ‘toy’ and not targeted at number crunching
(Wired 2004). This resulted in the low sales of the Macintosh, it simply was not targeted at
the most important market and the market it targeted simply did not exist.
Discussing Douglas Holt and Apple in 1980s
Apple did all the right things if you apply Holt’s theory36 to their branding; they targeted
the “Wall Street Frontier” (Holt 2004 p. 124) and “the cultural orthodoxy” (Holt &
Cameron 2010 p. 184) and created a new statement. In Holt’s view there is always a
‘villain’. In the Budweiser myth in the 80s it was also the ‘Wall Street Frontier’ (Holt 2004
p. 99), who stood in as the bad guy that the conservative blue collar worker could hate for
their indulgence in foreign cars, conspicuous consumption, hobbies and new technology
(Holt 2004 p. 47). A Holt analysis of Apple would be that they targeted the contradiction of
material success via work is a joke and thereby targeted the ‘Wall Street Frontier’ and
created the myth that creative people could change the world and win back their opinion
leadership. Douglas Cameron (Holt’s co-author) states that Apple created the myth that
the creative entrepreneur could re-establish USA’s status (Business Insider 2011). But here
there is an inconsistency in their framework, because Holt states that it was the yuppie
that believed in the rebirth of American greatness and the following extravagant
consumption. Apple’s myth was very different because it focused on the creative rebel,
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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himself mentions that he eliminated Apple as a case not because they were not an iconic brand that
used cultural branding but because of their “superior technology” (Holt 2004 p. 224)!
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who was blamed by Reagan, yuppies and rednecks for the crash in American economy37
(Holt 2004 p. 98). Reagan was re-elected in a landslide victory and won every state except
Minnesota in 1984, the sign was clear there were no room for the liberal creative rebel in
the mid-80s.
One of the issues with Holt is that he does not take in account that a specific customer
group only uses some products, which was the case with business computers and the
yuppies38. The super creative class that Apple targeted was too small and had lost its
opinion leadership during the 70s and as such could not diffuse an innovation.
Apple’s and Jobs’ disdain for the yuppies was quite apparent by looking at the Costner
commercial, the 1984 commercial and eclipsing with 1985 commercial. The 1984
commercial targeted IBM, which for generations had been the go-to company for
corporate America and the commercial also took a dig at the conform yuppies. This was
further made clear by ‘Lemmings’, which showed yuppies going blind over the edge of a
cliff. Apple’s and Jobs’ ideology always disliked the yuppies and the commercials made
that apparent. But at the same time the yuppies were the technology adopters of the time,
they believed that computer technology would make finance and banking infallible, which
was symbolized by Reagan’s drastic deregulations and trickle down economy. The super
creative class lost the computer to the yuppies when IBM entered the market in 1981, but
Apple did not realize that and kept insulting their biggest group of potential customers.
Apple would of course make a glorious return in the late 90s and become the most
valuable company in the world in 2012 (Forbes 2012). To understand this, one must
understand the changes in ideology. We will therefore investigate what ideology is and
how Apple used the same ideology to great, but different in the 80s, 90s and present.
To sum it up, Apple and Jobs had a certain understanding of what Apples products and
branding should be, based on a certain ideology. This ideology was very different to the
dominant ideology at the time for the early adopters of computer technology.
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Brooks calls this the “bourgeois backslash” (Brooks 200o p. 78)
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3.

4.
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Key Take Aways from Apple’s failure
Market to the early adopters. Apple did not market to the biggest group of early adopters,
the yuppies, but instead provided insults.
Can one change the world? Did Apple deliberately market to a first mover /early adopter
group that did not exist or did they just say what their nature told them to? Jobs was one
arrogant character and it is portrayed in Walter Isaacson’s biography that it was a
conscience decision, which was challenged by other personnel in Apple. Apple did what
Douglas Holt suggest is ‘best practice’, they came up with a ‘cultural innovation’ and came
up with a ‘myth’ that answered, what people like Jobs saw as a ‘contradiction’ in the yuppie
way of life. But as we argue, it is not a successful practice to market beyond the early
adopters and majority of an innovation. Jobs believed he could create a market and an
ideology 10-15 years before it really was possible. It is a key learning and a valuable addition
to Holt. One has to time an ‘ideological innovation’/’cultural innovation’ to when the
society and consumers are ready for it. This demands an analysis of the existing ideologies
and culture in society.
Lifestyle products do not get this status by functionality, but because they function as
symbols of an ideology and are backed by this, they act as cover up of the lack. Rolexes also
made great watches in the 60s and 70s and so did Mercedes make cars. The reason for their
sudden rise in status and popularity was due to societal changes that made ownership signal
a desirable lifestyle.
To sum up: it is important to understand the ideological/imaginary foundations of certain
outlooks on life. Why Rolex is a lifestyle luxury product and Seiko is not? Both tell time
perfectly, it is imaginary support of society. Can a company change this ideology? No, it is
based on cultural and societal changes to which companies must align. That is why Apple
failed in the 80s.
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Douglas Holt’s trouble with ideology
The basis of Douglas Holt’s brand theory is that successful brands provide identity value
for the consumer. Iconic brands are iconic because they perform a myth that is necessary
at a given historic time for people to construct identity (Holt 2004 p. 2). Holt claims that
identity is shared across nations and to find the need for identity myths, you have to find
cultural conflicts in the nation (Holt 2004 p. 8). The base for these identity myths is
ideology (Holt & Cameron 2010 p. 175). However, Holt does not analyse the term identity
myth himself instead he makes the claim that other academic disciplines has discovered
this (Holt 2004 p. 2). Since Holt does not examine identity and identity myths himself his
use of it becomes vague and fluctuating. The linkage, between Holt’s cultural and historic
method and the before mentioned other work on identity, is not well articulated.
This chapter will therefore do two things: one it will analyse and discuss identity and
identity myth in relevance to branding. Two we will try to exit Holt’s historic framework
and instead develop a framework that allows us to analyse cultural branding from an
anthropological and psychological perspective. We do this because we believe in Holt’s
primary thesis, that brands provide identity value and are cultural artefacts. However, we
find that Holt’s background theory is somewhat neglected and that his historical
narratives has a tendency to change in order to fit different cases. We find that Holt’s
cultural history method on national scale is not applicable to all brands and therefore Holt
in many cases chooses to disregard his own method in order to use a more anthropological
and psychological one.
Our conclusion is that Holt’s idea of brands as a cultural artefact and their effect on
identity is an excellent way to analyse brands psychologically, anthropological and
culturally. But we find that Holt’s own method of doing so lacks description and
stringency.
We will show how we configure Holt’s framework together with Zizek, by answering the
core questions in Holt with Zizek.
-

Why people seek out identity creating myths in the world around them and in
specific instances, in brands?
Why brands can work as “symbolic salves” on consumer identity?
What an Iconic brand is at its core?
How this will help us as brand marketers?

In this chapter we will follow the progress established by the model that we have chosen
to call ‘The Circle of Branding Ideology’. The idea is to establish how Holt’s theory of identity
corresponds with the psychoanalysis of Zizek and how these to fields of theory can
supplement each other, in order to understand what drives the relation between the brand

!

!

!

59!

and the individual. The process demonstrated by the model, follows an order that is
identical to the theories made by Holt and Zizek. Where Holt explains the different stages
in the nature of an iconic brand, Zizek clarifies the course of the stages that the brand
undergoes.

!
Figure'14'Own'Design

Split Subject ($)
We will focus on the ‘tears’ in identity fabric that creates the need for identity value
through myths. Due to the subject being ‘split’ it feels a lack.
The lack is originated in the ‘Mirror Stage’39, the symbolization in society, the fantasy or
ideology is the story of how one reclaims this lack and fulfills oneself. It is this lack that is
the very core of the urge for identification through social and cultural roles and values.
Where Holt is limited is where we determine that lack is created by symbolic cultural
structures and the conflict between those. ‘Cultural Contradictions’ are simply the
symbolification of the inherent conflict of identity. The individual understands the lack by
placing it in the context of a ‘cultural contradiction’. Cultural contradictions are thus the
subject’s way of asking what society wants of it. The myth (or fantasy and ideology) is the
way of answering cultural contradictions, ‘Che Vuoi?’. How do I fit into society? Society is
governed by the ‘big other’. The ‘big other’ is the fantasy that somebody controls society
and stabilizes it. For example is the American Dream a ‘big other’ in USA, it is this elusive
fantasy, that one can be realized if one fulfills it. An example of a Cultural Contradiction in
the USA is the inability to fulfill the American Dream at the time, meaning the goals
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society sets for you cannot be realized due to cultural obstacles.
Therefore you invent myths that explain them and give a path
around them or ignore them.
Because of its elusiveness people entrust certain individuals,
‘subjects supposed to know’, with the knowledge of what the
American Dream is. For example Ronald Reagan in the 80s, who
launched a clear rhetoric to what the American Dream was and how
to fulfill it. The ‘big other’ is with Holt’s words the overarching
national ideology who defines stories by their relevance to this
overall ideology. The examples of this are repeated through Holt’s
books, through cases such as Budweiser, Coke, Nike etc. The
national ideology in USA is what we term the ‘American Dream’,
this term is of course elusive and broad, and it has to be, because it
changes form subtlety according to societal, cultural and worldwide
changes. Holt’s successful Iconic brands tap into this national
ideology40.

Figure'15.'Own'Design'

This does not mean that one cannot provide identity value without
tapping into national ideology; there is more than one ideology. But national ideologies,
such as the ‘American Dream’, are often fundamental and powerful stories that have
meaning to all almost all people. This is why brands that use it, becomes icons. But that is
not to say that ideology is only national, other brands such as Snapple tapped in to youth
culture ideology and ESPN tapped into sports culture ideology. Here ideology was not
something national.
The subject receives the notion of the being; the socialized individual exists only due to the
social constructions. It is the social structures that define the individual and even the
notion of the individual itself. It is because of this ‘received being’, the notion from
Heidegger, that the individual needs ideology to cover this lack of an original being. The
original being is the ‘real’ that is lost through the symbolization in society. That is the lack
in Zizek, it is not historical construction, and it is something subjects are born into.
Individuals are ‘framed’ into society and placed in certain positions, this leaves a hole, a
lack; why this position and what shall I do in this position? To answer this
fantasy/ideology is created. ‘Che Vuoi?’ is not as much the question to what the other
want as much as what you yourself want. It is the annoying sense of lacking of the real.
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Cultural Contradiction
A cultural contradiction is Holt’s term for the collective anxieties and desires of a fraction
of people, a ‘populist world’ (Holt 2004 p.11). The prior paragraph explains why there is
these anxieties and desires. A cultural contradiction thus acts as ‘Che Vuoi?’, what does
the other want from me? To illustrate this we will use Holt’s Budweiser case to illustrate
the lack he operates according to and how Zizek can fix some of the holes in Holt’s
theoretical framework.
In the early 1980s there where a contradiction between the rhetoric from Reagan about the
working class, how they were the true heroes of America, and the post-industrial America,
where these jobs were outsourced. According to Holt the working class got their
‘masculine identity’ from their jobs as blue collar workers and when these were lost a
tension occurred.

!
Figure'15'Holt'2004'p.'125

This contradiction as one can be seen in this model. In this model there is a ‘populist
world’ that faces challenges (contradiction) in society with which Budweiser respond to
with a myth that offers a meaningful story to the populist world. Reagan provided the
‘Che Vuoi?’, with his rhetoric for the working class, who at the mean time were losing jobs
and values, this created the question what does society want from me, what is lacking?
And thus is makes room for the ‘Bud Myth’ to resolve this question.
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Our problem with Holt and his Budweiser case is that he unnecessarily makes it way more
complex than it needs to be. Why the conflict between blue collar workers and Wall Street?
Why simply not state that blue collar workers constructed identity through their work and
when they lost it, they needed a myth to stabilize their identity41. Reagan and Budweiser
both exploited this with a ‘working-class myth’. Wall Street merely becomes a ‘villain’
because they are different from the blue collar worker. Holt’s cultural contradiction is
more the expression of the lack, than it is the creator of it. It was the Wall Street who
created the lack; they merely became an expression of the lack that blue collar workers felt,
when their jobs disappeared. They simply made Wall Street the villain to explain their
loss. Why simply not term the ‘cultural contradiction’ as the contradiction between how
they workers saw they work and how society saw it. Work was moving to services, but the
blue collar workers saw their work as more important and therefore wanted a myth that
articulated that.
As a brand marketer this makes our job simpler. We do not have to analyze cultural
conflicts; we can merely analyze how people normally construct identities and use cultural
codes to create myths that support this construction. The way we use the term ‘cultural
contradiction’ is to describe the difference between how people want the world to be and
how it is. For example people want to find identity and value in jobs, which are losing
value as in the Budweiser case. This create a belief, and ideology, that states that their
work is important and ‘real work’. Budweiser was successful because they then launched
a myth confirming that ideology as seen in the figure. By understanding how ‘cultural
contradictions’ are not in society, but in the meet between identity and society42, we can
remove some of the heavy societal framework that hinders Holt in making his framework
operational.
Ideology
Ideology is the belief system we create to explain our lack, the split subject, and create a
resolving path out of the lack. Basically we believe that if we achieve certain things we will
resolve our lack. To express ideology we have stories. Holt calls the stories, which carry
ideology, myths (Holt 2004 p. 3).
Ideology therefore acts as a background for ‘identity myth’ (Holt 2004 p. 11). Ideology is
what we use to control and direct our desire. What is to be desired changes according to
societal and cultural changes and therefore what was to be desired changed from hippies
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!

41!Interestingly enough Holt uses the notion of need to construct identity through work. Holt also uses the
notion that the lack of fulfillment at work makes out for an opportunity for cultural brands (Holt 2004 &
2010).!!!
42!’Che Vuoi?’ as Lacan and Zizek terms it. The question of how the subject fits into society. What does
society want from me and where does it want to place me?
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to yuppies to ‘generation x’. Every generation seems to create a different answer to ‘Che
Vuoi?’.
The story is always defined by society and how to answer ‘Che Vuoi?’, what you believe
society wants from you and thus how to position yourself accordingly. Holt lacks
development in the framework that explains why people change according to social and
cultural changes as well as explaining fundamental drives. Holt takes their behavior for
granted when accosted to social and cultural changes that affect their lives negatively. This
is the point where Zizek takes over from Holt and explains why individuals have to act to
societal and cultural changes in order to answer ‘Che Vuoi?’.
The Myth
The Myth or the story is the expression of ideology. What it does is meaningfully construct
our reality. It frames the individual in society, who is the hero, who is the villain and what
is the goal? In the ‘Bud Myth’ the hero is the skilled artisan, the villain is the yuppie and
the goal is the reclaim of manual labour and American status. This myth thus gives
meaning to the specific collective. The myth is constructed according to the actantial
model, what ideology does is specify who holds the different positions in this model. By
making oneself a hero and opponents villains, one gets the “symbolic salve” to ones’
identity.
Objet Petit a
Douglas Holt works implicit with objet petit a, as his term ‘identity value’ suggests; the
goal of a brand is to enable the individual to express oneself. What characterizes Holt’s
examples is that the brand has to ‘cover over that lack’ by resolving ‘cultural
contradictions’ and thus reaffirm the subjects position in society and reestablish desire.
Objet petit a is the object that covers up cultural contradictions. The ideological myth is
directs a path to what objet petit a is, so we can create this cover up. This is what happens
in the Budweiser case; there is a lack that is shaped according to the cultural contradiction,
to cover up this lack we have the ideology, represented by the ‘Bud Myth’, this myth
allows us to pursue certain goals (MacGuffin/objet petit a) and thus cover up the
contradiction. Objet petit a is what you believe will satisfy your lack. For example in the
Budweiser case, the myth embedded extraordinary in blue collar work, making it seem
more meaningful. This is an example of loading things with objet petit a, making them
seem meaningful. Objet petit a is a ‘left-over’ from the Real and fantasy/ideology is what
describes our impossible relation to it (Homer 2005 p.88). We must always relate to objet
petit a because it represents the very lack in our identity. Ideology is the stabilizer of the
distance between our identity for us and that for others. This distance is objet petit a and it
is this distance that ideology/fantasy negotiates.
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The goal of ideology is to make it possible to reflect oneself in society or social groups and
to achieve the desired reflection on seeks to answer the call from the other and in some
cases the ‘big other’. The ‘big other’ attains the role of sender (also called power) in the
actantial model it is this we reflect our self into and this that gives us lack and desire, for
example the king who promises half a kingdom and thus initiates desire or Ronald Reagan
who promised ‘Morning in America’. The ‘big other’ sets out a task to be completed. For
example slay the dragon or have a successful career. This is the fantasy, the story that
explains to us how to reach objet petit a, the MacGuffin.
A lifestyle product is characterized by holding an imaginary power, which is one of the
most important ingredients in branding. A lifestyle product fulfills the demands we have
put up as the demands for a ‘right lifestyle’. To be a lifestyle product it has to be
recognized as such by one’s peers, this is summated to the notion of the ‘big other’.
Objet petit a is itself an elusive make believe, which has to have the support of the
imaginary to support the symbolic structures around it (Zizek 1992a p. 8). This is the
fantasy space, a kind of screen onto which we can project our desires (Zizek 1992a p. 9).
Objet petit a is not a part of our reality, it is always estranged from it, thus it can never be
grasped, it is the very driver of capitalism consumerism. There is something that is gained
from objet petit a, something that sustains our pursuit. This sustainment is what Lacan
calls ‘Jouissance’ (Homer 2005 p. 89). Jouissance means pleasure in pain, in order to realize
that one is lacking something; one creates the idea that someone has stolen something
from us, a piece of our identity. Thus we create a villain in our story. In our Budweiser
case the blue collar worker received jouissance by being able to point out a villain and an
explanation for their lack.
Covering and Jouissance
The aspirations in the myths are not literal, but an imaginary expression on the
consumers’ aspired identity (Holt 2004 p.8). The great myths provide their consumers with
little epiphanies, moments of recognition put images, sound and feelings to their desires
(Holt 2004 p. 9). Zizek would call this “little nuggets of jouissance”. The consumer never
gets fulfilled by the myths, nor does Holt ever suggest this. But they can grab a little piece
of jouissance and thus lessen their identity burden (Holt 2004 p.8).
There is no clear definition of jouissance, it is defined by that it is missing. It is the
dissatisfaction of our desire (Homer 2005 p. 90). This is the space that branding exploits in
ideology/fantasy. In our example Budweiser used this space in the ideology of the blue
collar worker, who was dissatisfied with the jouissance, they did not receive. Thus they
create the myth that it was blue collar jobs that were ‘real’ jobs, but also the myth that it
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was the yuppies that had taken ‘their’ jouissance with their lifestyle. What Budweiser did
was offering a product that exemplified this loss for the working class.
The ‘big other’ is an important notion here, what the ‘big other’ does is that it promises
that everything will be alright, e.g. the American Dream that promises freedom, wealth to
everyone. When brands use the national ideology of the ‘big other’ as Budweiser did, they
promised they consumer that everything is going to be okay, e.g. the blue collar worker
will get his masculine identity back. By drinking Budweiser the blue collar worker thereby
got his masculinity back, because Budweiser and the ‘big other’ promised so. This is the
same with Coke who also used national ideology and its tensions to promise to heal racial
war and racial tensions (Holt 2004 p. 26).
Interim Conclusion
-

-

-

-

Why People seek out identity creating myths in the world around them;
People do this due to the incomplete identity, the split subject. The lack is
constructed in such a way, that it is always directed at the other, this is due to the
lack being always within the subject and thus it has to be healed externally. It is the
other who gazes the subject and it is for this gaze, that the subject has to create
myths to obtain their desire.
Why brands can work as “symbolic salves” on consumer identity?
Brands works as this salve, because it allows the subject to own a piece of a
desirable myth. This myth allows the subject to believe in obtaining the desire of the
other. This is why Budweiser became the most desirable beer in the 80s (Holt 2004
p. 6), because it allowed the consumer to use the ‘Bud Myth’ to obtain the desire of
the other. The ‘Bud Myth’ responded to the desire articulated by Reagan and his
American Dream.
What is an iconic brand?
An iconic brand is a brand that uses the ‘big other’, it acts as advocate for it. For
example Reagan and the American Dream, Apple and their American Dream, Coke
and their American Dream, Harley, Nike and so on… What they all have in
common is that they articulate the American Dream in a specific way that makes
the consumers able to own a fraction of it. All Holt’s cultural icons do this, e.g. John
Wayne, Michael Jordan, JFK, Oprah etc. They are all examples of the ‘American
Dream’ (Holt 2004 p. 4)43.
How will this help us as brand marketers?
First and foremost it is the recognition of the fundamental lack in consumers. And
that it is this that the biggest and most successful brands tap into. With this
understanding, we can know precisely what a successful brand does and why it is
successful. The brand negotiates this lack, the cultural contradiction cannot exist
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without this lack and therefore we need to understand its base to make it
normative, to remove from Holt’s context based approach. We now know that the
cultural contradiction acts as ‘Che Vuoi?’ and that the consumers seeks out myths
to answer what is to be desired and why. That is what we have to answer as brand
marketers.
Understanding ideology is about understanding that people’s desires are embedded
cultural artefacts through ideology. For example the creative job was seen as a path to
fulfilment for the super creative class. That was an ideology; through creative work you
could be fulfilled. Apple used that ideology to sell their computers. The ideology was
embedded into a story, a myth that could carry it and conceptualize it. That story was
called “Think Different”.
Apple used the lack expressed in the desire after creative work, a story they had tried to
tell in 80s too, now they stroke a note with the super creative class, a class that reached
opinion leadership from the 90s and up. The ideology was not expressed in conflicts, but
desires after certain kind of work and leisure time fulfilment. The conflict was created by
Apple’s story. Apple created a villain in the conformists and conservatives in the
professional class, thus creating dynamic in their story. The super creative class, the Bobos
as David Brooks term them, could recognize themselves as heroes and people they
disliked as bad and stupid.
The ideology was not hard to find, it was an expressed desire that many people had, many
people simply wanted to express themselves on their job and their leisure time. Apple
gave the ideology, the belief that if you expressed yourself at work you would be fulfilled,
a story with a dynamic; it had a goal, “Think Different” and it had a villain. This gave the
ideology articulation and created identity value for the receiver, who could identify with
the goal and place themselves above a group of people they believed themselves to be
superior to.

Apple Part II “Bobos in paradise”; Creating the ‘Play at Work' fantasy
David Brook’s term, Bobos, ‘Bourgeois Bohemians’ appears in both Douglas Holt’s “How
Brands Become Icons” and Richard Florida’s “The Rise of The Creative Class”. The name
Bobo is a portmanteau of Bourgeois and Bohemian. Brooks argument is that the values of
the bourgeois and the bohemian has mixed, for example has the artistic side and being
creative become paramount in traditional white collar (bourgeois) business (Brooks 2000).
Brooks states that the rise of the Bobo was due to a change in the educational system,
which focused more on merit and not on being from the right family dynasty (Brooks 2000
p. 27). This lead to a new elite, that despised the old one’s values, yet as time went on,
became the elite and thus much of what they had former despised (Brooks 2000).
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Steve Jobs was a prototypical Bobo; he was a vegan Buddhist who ran a high tech
company with a stern hand, he drove a big Mercedes, yet dressed in jeans. He adored Bob
Dylan and the counter-culture of the 60s, yet refused a close friend and coworker such as
David Kottke a cut of the shares, according to Kottke, this ended their close friendship in
an instant (Isaacson 2011 p. 129). Jobs was the prototype of the creative businessman, who
did not follow the traditional codes, but still was extremely tough and a successful
businessman. As this type of businessman became successful, their ethos became
dominant too. Work life became a calling, a métier, and a mean for self-expression (Brooks
2000 p. 135). When the business managers realized that this allowed to them to push their
employees further, they willingly embraced their casual and creative ways (Brooks 2000 p.
136). Soon white collar business strove after the same values, this lead to a more casual
environment in white collar business, Florida exemplifies this with a big law firm, where
everyone wears t-shirts and that Brooks Brothers had to change their collection from suits
to casual attire (Florida 2000).
The Bobos see themselves as “creators who happens to do business” (Brooks 2000 p.
113).The Bobos are the new upper class, but they do not want to see themselves as an
upper class. The Bobos are divided between earning a lot of money and differentiating
themselves from the former upper class, the yuppies (Brooks 2000). Brooks states that it
was creative, self-expressionist work that is coveted in the late 90s and early 2000s (Brooks
2000 p. 49), one has to “multiply your income with your antimaterialistic status” (Brooks
2000 p. 50). The anti-materialism also had a huge impact on consumption, many of the
luxury items that the yuppies had relished, now became vulgar; they were unauthentic to
the authenticity seeking Bobo (Brooks 2000).
Brooks states that Corporate America has gone ‘westward and youthward’ and searches
our creativity and ‘open minded daring’ (Brooks 2000 p.113). The ideal was to be a creative
Bobo. Because of this change, the suit became uncool and this explains why professionals,
who were not Bobos to begin with, began to imitate their style, this was simply in order to
appear creative, since this was ‘in’ in business.
In the late 80s and early 90s the values of work started to change. The super creative class
reclaimed their opinion leadership of the late 60s and 70s and the value of ‘creative’ work
rose and was widely presented as meaningful (Holt 2004 p.78). Brooks terms the late 70s
and 80s as a backslash of the bourgeois (Brooks 2000 p. 78). From the late 80s and on,
Bobos reclaimed their opinion leading status.
Work became the quest of self-actualization instead of making an income that allowed one
to realize oneself in conspicuous leisure time consumption (Holt 2004 p. 78). The problem
was that it was only the super creative class, who was perceived to hold the jobs, which
allowed for this, meanwhile the regular professionals got further squeezed in their jobs
(Holt 2004 p. 78).
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In the 90s self-actualization and work-life balance became the dominant ‘work fantasy’.
The playful work environment began to be seen as a functional attribute to the overall
business performance and a way for the employee to express oneself in the working
setting. “Through play, employees are capable of expressing their unique capabilities, which
enhances job satisfaction, bonding and motivation, but also unleashes a creative potential that will
materialize in innovative products, organizational learning, pedagogy, and ultimately superior
business performance” (Sørensen & Spoelstra 2011 p. 83).
Where play and work before were separated, it became more and more integrated at the
work place through the 90s and on (Sørensen & Spoelstra 2011). What this meant is that
the personal space, play, was captured by work. This meant that the professional worker
had to create the fiction of self-actualization, passion and freedom in the workspace. It is
important to note that the Bobo ideology was not just a growing ideology that became a
‘must’ in USA; it also is very much at play in other countries such as Denmark44. This also
explains why Apple became an iconic brand not only in the USA, but in the whole world.
The ideology of self-actualization through work was not just American; it was worldwide
due to the worldwide change in the workplace. It is important to note that ideology is not
based on nationality or national culture, but on social structures and our subconscious
clash with society. This is universal across nations if they share social structures such as
work life.
The self-actualization through work is ideology in the same way that consumption was in
the 1980s. Zizek criticizes the Bobos, the ‘New Age’ escapism, and the idea that one is an
actual self in the capitalist system. As Holt stated, the capitalist system in the 90s did not
change, it was just as cutthroat, but the relation to it changed. Where the fantasy space in
the 80s where outside of work, on how one could show off in the pastime, in the 90s the
fantasy space was work. The super creative class was/is of course not outside of the
system, they were also ‘corporate slaves’, but for the professionals they had to create a
‘subject supposed to know’, the ones’ who know the right answer and the super creative
class had to build an ideology to support this. We have to create an ideology that masks
the true object (self-actualization) and gives us a direction and a goal we can follow. It was
in this environment that Apple would raise to success. In 1997 the ideology Steve Jobs had
championed all his life, suddenly became the norm. Steve Jobs tapped in to the super
creative class with the ‘Think Different’ commercial from 1997. With this campaign Apple
became a symbol for the super creative class, who had the same values. But just to say that
the values are the same are too shallow an analysis.
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This is an interpretation of the ‘Bobo fantasy’ placed in an actantial model. This actantial
model is based on Brooks’ description of the Bobos beliefs and desires. The Bobos wanted
to express creativity through their work and Apple used that with their “Think Different”
and later on “Get a Mac” campaign45. Apple created a story where they help the Bobos
express their creativity with Apple’s brand and ‘creative’ products. Furthermore they
created dynamic in the ideology by creating a villain; people who did not ‘Think Different’
and thus made the Bobos feel superior. Brooks’ thesis is that the Bobos is the new
upperclass and thus opinion leaders (Brooks 2000).
This fantasy/ideology has become dominant; Florida mentions several times in his book
and backs up David Brooks (Florida 2002), that the professional class seeks out the values
of the super creative class. Holt does likewise, and states that people where fed up with
the pressure they were under in the working environment (Holt 2004 p. 78). Brooks
explanation is that the qualities that the Bobos had as the ‘super creative class’, was very
sought after. This led the professional class to idolize the super creative class. They
possessed the valuable competencies and it seemed like they never were at work because
they decided their own working hours, wore casual clothes and worked with their
‘passions’ (Holt 2004 & Florida 2002). The professional class therefore began mimicking
the super creative classes’ way of life.
We will now illustrate how Apple used their branding and used this ideology to first gain
a grip in the super creative class, who worked as early adopters due to their opinion
leadership.
Our reading of the Apple case is based on Holt’s cultural branding theory. What we do
differently from Holt is that we focus on ideology, where Holt focuses on culture and
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
45!See

!

list of references!

!

!

70!

cultural codes. But because we dig deeper into the term of ideology, we can grasp its
fundamental drive. This means that we do not have to create conflicts as Holt does, we can
merely focus on peoples desires and beliefs. This is much easier to find than a conflict. We
do not have to create a conflict and background for the conflict with another group to
understand why the Bobos sought after support to feel special. The reason and
background lies within the very DNA of their ideology.
We do not have to create a conflict, where the Bobos were ‘oppressed’ or in opposition to
another group to support our argument and this makes it less complicated. We do not
need to find ‘cultural contradictions’46 (Holt 2004 p. 6) or “social disruption that dislodge
orthodoxy” (Holt & Cameron 2010 p. 197). We can simply find consumer’s desires and
beliefs and then focus on how they can be expressed, for example by locating existing
cultural expressions.
It is important to understand ideology to successfully use the cultural expressions (Holt
2004 & 2010). We simply have to focus on the meet between identity and society and how
our target group expresses that in culture. With the ideology and its expression at hand,
we can create myths that act as a vessel for it. It is important to note that we can avoid
focusing entirely on one nations culture, ideology is not necessarily bound to nations, but
to social structures that are replicated beyond national scale.
By understanding the role of ideology and the simple way we can create myths “on top”
of ideology allows us to simplify the way we create brands as a cultural expression. We do
not need to base it on conflict, but on the need that people have for self-expression and
how this has been expressed in culture.
Let’s see how Apple did it:
The return of Jobs… and Apple
The irony is that the very ideology that made Apple unsuccessful in the 80s made them
very successful in the late 90s and on. As mentioned the 90s was the period of the cultural
and creative elite. Apple was the only computer company who understood marketing for
them. The iMac, with its bright colors and handle, was the first computer that did not
signal the traditional working values of the computer or the control that many perceived it
had over them, now the consumer could take it into own hands literally with the handle
(Isaacson 2011 p.400). The iMac was the first computer for the ‘slackers’ and the
‘bohemians’ so when Isaacson writes that 32 % of the buyers of iMac were first time
computer buyers(Isaacson 2011 p. 356), it is likely it was this group, who until then had
been alienated by the computer and its focus on work and inspired by the ‘Think
Different’ campaign. The ‘Think Different’ campaign worked as an ‘identity myth’ for a
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specific group, the Bobos. This myth laid out a path to self-actualization through the
‘Think Different’ modus operandi. This identity myth provided identity value for the
consumer in their purchase and use of Apple products, as the myth helped self-expression.
Apple’s brand equity was/is based on the identity value that they deliver through their
products, marketing & branding. Besides the functionality of their products, the value that
Apple delivers to their customers is imaginary. This section will focus on how Apple
delivered this value and why it made them successful.
Apple delivered a defunct identity myth in the 80s and therefore did not deliver identity
value (contributions to self-expression) to the potential customers as we have discussed.
We will now demonstrate how this changes in the late 90s and on.
The New Macintosh. The iMac 1998The iMac was the first product that Jobs launched upon his return and it was a
monumental success that returned Apple to profitability, it sold 800,000 models within
five months (Business Insider 2010). In traditional marketing, the success would be
attributed to its functional attributes as its primary selling point, for example the quick
and easy access to internet through the iMac. Apple did state this point, but so did every
other computer company at the time. Instead one should follow Jobs’ thoughts on
marketing (see quote) and Holt’s thoughts on identity value, identity brand & myth (Holt
2004 p. 11).
The ‘Think Different’ was launched a year ahead of the iMac launch. This campaign
championed Apple as a whole company and there was not a single new product in sight at
the launch of the campaign. What the campaign delivered was ‘identity value’ to its
customers, Holt describes identity value as the brand’s contribution to self-expression
based on the identity myth, the simple story that resolves cultural contradictions (Holt
2004 p. 11). There is no doubt that the ‘Think Different’ campaign delivers this value. The
Apple ideology elegantly states where one can find objet petit a, it is the ‘crazy ones’, the
super creative class, which holds it. Apple promises a path to the super creative class, so
members who want to signal their belonging to this class and with their adoption of Apple
a spread to the aspirators. The ‘Think Different’ campaign talked directly to the Bohemian
class of super creative workers, who wanted to live out their passion at work. With their
opinion leadership status, this became the leading working fantasy. The iMac addressed
the super creative class at work with its casual appearance and the professional class who
wanted to be ‘Bobos’; they wanted to signal “I am something more than this professional
banker etc., I am also this creative guy and so on”. The iMac worked both as working tool
for the creative and as leisure time creative instrument for the others.
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Apple was considered a toy (Wired 2004), through the 80s and 90s, which meant that the
professionals would not take them seriously. But suddenly the ideology changed, the
‘Bobos’ and the slacker myth became dominant. These new myth types created a new
ideology, which did not correspond well with the everyday 9-5 job. In this perspective
Apple became relevant once again. Being a toy became positive in the eyes of the ‘Bobos’
and the slackers. The iMac was a playful device that suited this new lifestyle. The Apple
products became synonym with the creative and passionate lifestyle of the ‘Bobos’ and the
slackers. It was the ideology that sold the iMac; one has to remember that Apple did not
have reputation for good functionality at the time. The iMac sold nearly a million models
in ½ a year, so it seems preposterous to argue it was based on functionality, due to the low
view on Apple’s functionality prior to release (it was a ‘toy’).
“Apple reinvents the phone”; the iPhone 2007Jobs killed all none computer related upon his return. The first step away from this
strategy was the iPod. The iPod was Apple’s first mass market innovative success. Its
success was based on the same ideology, which made Apple and their iPod popular super
creative class who functioned as the early adopters, who was willing to pay for the
expensive iPod and willing to champion Apple and the iPod’s cause.
The iPhone was a landmark innovation and there is doubt in its capabilities, but as we
have seen with TiVo this is not enough guarantee success. Where smartphones until then
was dominated by work related phones like Blackberry and Palm, iPhone was a complete
detour from the work related phones. What Jobs focused on iPhone’s leisure time
capabilities; at his presentation he watched movies on it, he listened to music and called
friend to set up a trip to the movies, but he also states that the iPhone could handle the
capabilities of the workphone. It was a working phone that the Bobos could buy and still
signal the self- expression needed in their class. Because Apple’s brand was aligned to the
early adopters (the Bobos) they could a landmark innovation such as the iPhone.
Shortly after its launch bloggers termed it “The Jesus Phone” (Isaacson s. 537), since this
was before people had tried the iPhone it is hard to attribute this hype to its functionality.
Furthermore Microsoft CEO Steve Ballmer criticized the iPhone for being “the most
expensive phone…and it does not address the business clients due to the lack of a keyboard”
(Isaacson p. 537). What people like Ballmer did not understand was, that the iPhone was
not for the business clients, it was first to be adopted by the Bobos, who had the opinion
leadership and then the business clients following the early adopters.
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The Ideology of the iPhone; play at work
We do not argue that the iPhone possessed great capabilities, what we argue was that
these capabilities was perfectly aligned with Apple’s brand and the longings of the Bobos
and the imitating professional class.
The professionals were feed up with the conformity, which had dominated the yuppie
work-life in the 80s. What the professionals wanted was a job that was meaningful and
where they had the opportunity to express them self’s and their own individuality, in
short they wanted the jobs of the super creative class.
This meant that the conditions of work should always be this sensation of liberty and
authenticity, which resulted in a new schism that everybody should love their jobs and
thereby feel a constant emotion of freedom. This movement and its new ideals meant that
the dress code and the status symbols changed and became more casual, low-key and
creative. This however is not compatible with most offices jobs, such as bankers and
lawyers. Their trademark had always ben precision and seen conformity as a positive sign
of a well organised business. This of course meant that a large group of the workforce was
left out, thereby creating a lack of meaning in this group. They somehow have to build a
space of freedom, where they can express ‘their true self’. They needed something that
would symbolise objet petit a. To keep their mental balance and meaning they needed a
medium that was able to express that their lives was more than just reconciled excel
sheets, in other word to show that ‘I am something more than this’.
The iPhone did just that. By filling the gap between work phone and entertainment devise,
it became the ‘MacGuffin’, the tool to exude work-life balance. Because the iPhone is a
brilliant tool to do business with while listening to music, surfing the web and ordering
movie tickets it lets the lawyer feel free, thereby issuing the sensation of objet petit a, that
‘I am something more than just this corporate slave’. The iPhone was/is a sort of ‘playful toy’
that allows the worker to play at the working place. The iPhone is a safe haven place that
no manager can monitor, thereby constituting it as the cynical distance to the performance
oriented management of the business. It is this distance that allows the subject to fill out
jobs, he does not see as fulfilling, he can create a ‘mask’. For example; I am not just a
lawyer, I am also a boyfriend, a father, a creative person or a dedicate sports practitioner.
The iPhone is an instrument for implementing this into the workspace. Holt states that the
working hours rose in the 90s and the leisure space therefore was not enough; an iPhone
therefore makes perfect sense, because it expands leisure time space. It resists the fusion of
work and play by creating this untouchable space, where can have his ‘own’ play that is
not usurped by work.
We all know that self-realization do not come from accomplishing tasks at work. To gain
the personal fulfilment one has to fictionalize a resistance, to work as a cynical distance to
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the job. Vice versa the iPhone ability of being a work tool could also be a way of the lesser
important family man to express himself as a businessman with a busy career.
To look at what made the iPhone as well as the iPad hugely successful in the late 00s, it
was their ability to symbolise our journey towards the ‘big other’. People no matter
whether they are businessmen our students, need to surround themselves with things that
can express the duality in their personality. This made Apple and their iPhone and iPad
the first choice amongst ‘Bobos’ and ‘slackers’ because it let them have a technology of
‘portable freedom’, to follow them on work and in their personal lives.
The customer of the iPhone does not recognize the iPhone as an object worthy of desire
based on the product itself, functions etc. The subject has ‘learned’ to desire certain
functions through the ‘big other’, in this case the desire of the leisure time functions of the
iPhone, the very functions that Jobs presented. At its core the iPhone was a product that
could call, play movies and music and surf the internet, all features our home and work
mobile phone and computer is capable of, yet the iPhone was hyped as an all-time great
innovation. It was the creation of the ‘portable freedom’ that led us to desire the iPhone as
“The Jesus Phone”.
It was the Bobo and Apple’s ideology that had ‘learned’ us to desire this space, where one
could be oneself and create a fulfilled identity. This is also evident in the ‘Get a Mac’
commercials from 2006-2009 starring Justin Long as the bohemian, casually dressed, Mac
and John Hodgman as the uncool, uptight PC. These commercials created an image of the
Apple customer as a cool guy with a cool job he had a passion for, as the ‘Mac’ states in
one of the commercials; “I am better at lifestyle”, whereas the PC can do ‘insane things’ on
a spread sheet. And in another the Mac states that the PC is good at numbers, where the
PC states that the Mac is good at creative stuff, even though that is “juvenile and a
complete waste of time”.

!

!

!

75!

!
'''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''Figure'16'Own'Design

What Apple clearly did was tap into the Bobo ideology (however, it was after all also Jobs’
own). Apple presented its products as symbols of the Bobo lifestyle sought after by the
Bobos and their imitators in the professional class. What the commercials did was
‘teaching’ the possible customers how to desire the creative, bohemian and casually
relaxed lifestyle. A lifestyle as, Richard Florida mentions, was dominant even in
prestigious, conservative law firms, where Florida to his surprise sees highly trained and
paid lawyers in the same outfits as Justin Long in the commercials (Florida 2002). The ‘Get
a Mac’ Commercials did not just focus on the Mac, but a whole “iLife”, a special creative
lifestyle for Apple customers!
The functions of the iPhone were aligned to the Mac; it was music, movies and podcast,
which are also stated in one of the ‘Get a Mac’ campaigns. We do not argue that the iPhone
did not have great functions or that they have been expanded too almost anything. But we
argue that Apple had used the Bobo ideology for themselves and responded to the
longings of this particular lifestyle. Apple tapped into this dominant ideology of a worklife balance with the ‘Think Different’ and ‘Get a Mac’ campaigns, where they ridiculed
the uptight business life and focused on the casual, friendly and passionate lifestyle of the
super creative class. Was it a coincidence that many workplaces followed in this trail? And
was it a coincidence that Apple became more and more valuable as this ideology
flourished?
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Final Conclusion
The base of the ideology is the narration (Zizek 1989 p. 69), so to ease the understanding of
ideology we use the actantial model to clarify which parts of ideology affects what:
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The fundamental fantasy in America is the American Dream, this is what ‘gives’ us a lack
and the desire; there is something we need to accomplish. In the 80s this was the
reestablishment of status. The helper to this was Reagan and his libertarian economy, the
goal was status, money and power to symbolize the rebuilding, the hero was the yuppie,
who had the power to combat the ‘evil empire’, the foreign competition and the weak
liberals/hippies that had caused the crisis.
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In opposition to the ‘yuppie ideology’ Apple had their ‘1984’ ideology. The problem was
that the goal in their ideology was not defined, it was some vague better future as seen in
the 1984 commercial. There was no ‘dream’ behind it in the commercial starring Kevin
Costner, the point is that he can be home before breakfast… and then what? What is to be
desired? Apple lacked the goal that they had with their ‘Think Different’ commercial with
the creative, passionate work; here there is no defined goal. Apple’s ideology and story
therefore could not get a ‘grip’ and the also attacked the leading yuppie ideology without
any ammo to topple it.
What made Apple successful was the changing dominant ideology of American society.
The goal that lacked from the ‘Think Different’ like commercials in the 80s became clear in
the 1997, it was the passion to ‘change the world’, to self-actualize through work and
career by working with one’s passion and thereby always be free. Apple came to
symbolize self-actualization and the freedom that the Bobos and professionals sought.
This lacked in the 80s, where the ‘I’ll be home for breakfast’ in the Costner ad did not ring
with the dominant ideology of raising America through hard work and cutthroat business.
The ideology that Jobs tried to produce did not realize itself until years later, where the
Bobos sought this liberation that we see in the Costner ad and in the 1984 ad. The merger
between worklife and private life that the Costner commercial deals with first became
relevant in the 90s47. The 1984 ad was storytelling wise an excellent myth, but the question
is how relevant it was at the time. With the 1984 commercial Jobs and Apple championed
the creative ideals of the 60s and 70s, but at that time these creative people were seen as
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somewhat guilty in American decline, an example of this was that a staunch anti-hippie
such as Reagan was elected president by landslide victories. The ideology of the time was
simply quite different. There is a lot of ways to interpret the commercial and its impact.
What we can see is that neither the Macintosh nor Apple’s brand took off, we argue that it
was because Apple did not create a relevant ideology, their ideology simply did not fit
with society and culture, first in the 90s did this become relevant with the merger of work
and private life and the increasing need to stand out as a creative person.
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Apple has since their inception been a ‘cultural icon’ (Holt 2004 p. 11), but it did not make
them a success in the 80s. A brand can represent a culture, but what makes them
successful is representing an ideology that the early adopters respond to. You can
represent a culture, but that does not make you successful if the people you represent are
not early adopters and opinion leaders.
For Apple the key to their branding success is that they became an ‘ideological icon’, that
they helped people sustain an ideological belief of self-actualization and freedom. A
‘cultural icon’ is someone worthy of admiration and respect (Holt 2004 p.11). We must
return to Zizek and his fantasy frame; an object is only worthy of desire as it enters our
fantasy frame (Zizek 1989 p. 132). Apple did not do this in the 80s, but did so from 1997
and on. We therefore have to move from identity brands and cultural icons to ideology.
We do not argue that Holt is not useful, but we argue that the culture is a result of the
ideology, and it is therefore this term that should be at focus and not culture. Brand
marketers must understand what has created culture and why it is shaped accordingly. It
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is the ideology that the brand marketer should tap into. The culture itself has no myths, it
is based upon them and thus the marketer ends up with repeating known results of these
myths instead of using the cultural background that is the myths.
Sum up
The ideology is always hold in place by a beautifying dimension, the object you can reach
and a horrifying dimension, the villain that will steal your jouissance and stop you from
your goal. In other words, it is the classic storytelling model.
There are always contradictions in culture; it is what keeps it in place. To be a successful
brand one has to be on the ‘right’ side. In the late 90s and on there has been the cultural
contradiction of self-actualization through work for ordinary professionals, yet no
company has created a counter myth with any self-actualization. The goal of companies is
to brand themselves according to the dominant ideology, how does people want to answer
‘Che Vuoi?’ and align their branding to help answering this. Apple did this with their
focus on the creative, passionate lifestyle that promised actualization, for example through
their acclaimed ‘Get a Mac’ campaign. It was not Apple that created the idea of this life
and these goals for individuals, but they tapped into it. The most ‘in-your-face’ example is
‘iLife’, the creative software for Mac. The creative way was an entire lifestyle. And as we
argue lifestyle is based on ideology to create its value. It was because of this that Apple
became a lifestyle product and not just a ‘toy’. And it was because of this, they could claim
their inventions would revolutionize the world and people would believe them. This is
why Apple was/is successful and TiVo in the end was not.
The future of Apple
Apple is facing a huge risk and will very likely erode their own ideology as a result of
them mass marketing their products; they will inevitably lose the grip in the Bobos. They
lose the ‘villain’ in their story. Part of this weakened ideology is that they got their
products, mainly iPhone and iPad, diffused to a degree where even the laggards are
buying Apple products. This is diluting the fantasy by including the very people it is
against and thereby making the Apple products unexclusive, if everybody has it, it ceases
to be a lifestyle product. The psychoanalyst Jonathan Lear who has the idea that in order
to respond to society and culture one builds an ‘ideopolis’, an inner-city of ones
idiosyncrasies (Lear 1999 p. 72). The polis is based on Plato’s thought that the state (of
mind) is stabilized by the defence against an outer enemy, the barbarians (Lear 1999p. 72),
the ‘villain’, for example the yuppie in Apple’s campaigns. These idiosyncrasies are of
course based on ideology, for example Apple’s. Suddenly Apple’s ‘polis’ is being invaded
by ‘barbarians’, who does not share this idiosyncrasies, for example when conservative
laggards buy into the ideology, that the Bobos created, they have to leave. What Apple has
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to do is kick out the ‘barbarians’ by building higher walls, not welcoming more buy
lowering prices.
As long as the ‘Bobo ideology’ still is around, Apple has the potential for their brand,
however at the diluting the brand, by encircling non-Bobos, thereby alienating the core
consumer group. Apple need to refocus on the creative Bobo group and should focus on a
more creative up-market product this group, thereby excluding conservative consumers48.
Ideology is everywhere
Ideology is the very key to our experience of the world. We cannot rid ourselves from it,
but we can stay blind to it (Zizek 1997). Ideology is not invisible, it is the opposite; it is
very obvious (Zizek 1997). Ideology is always right in front out us, the problem is that it is
so obvious, that people see it as natural and takes it for granted. What is misrecognized is
the minimal distance between the object itself and the object as it is represented to us.
In the Apple case we try to unearth how ideology works for a particular group. We have
investigated and analyzed Apple’s branding and the ideology at play. We will now focus
on how we can use this ideology to brand another product.
With the ideology in hand, we will focus on how to create branding by using it. The goal is
to create a method for using ideology in branding. Where the Apple case was about
discovering ideology and how it works, the Beoplay case will be about using the ideology
we have found. The next chapter will be less complex due to that it is supposed to be
useable for marketers. It is supposed to be a more hands-on guide. This case is more
aligned to classic branding literature, which is oriented towards practical use.
We will develop a line of thought with several models and tools to employ ideology in
branding. We will use Beoplay, Bang & Olufsen’s new sub brand as case. Beoplay is meant
to address hardcore Apple fans and it is to be sold in Apple stores and other premium
retailers of Apple products. This case will therefore be a continuation from our Apple case.
We will keep our focus on the Bobos and similar products to make the steps easier to
understand. This chapter is built on our takeaways from Apple, the goal here is simply to
develop ways and methods to use these takeaways and use ideology in branding.
We will apply our developed thought of ideology to a direct case of contemporary
branding, we will not discuss theory in this chapter and the theory we applies have
already been discussed in the previous chapter. We will only add ‘tools’ from Holt and
some tools and pointers for using ideology in order to create a line of thinking that can be
directly applied to a practical situation of using branding in a marketing situation.
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We will also provide a discussion and model based on how a brand can claim a connection
to a certain ideology.

Beoplay; How to use ideology in branding
This chapter will focus on how to use ideology in branding in a strategic context. We will
use the theoretical framework developed in the previous chapters and supplement it with
classic strategic marketing management. This will show how ideological branding can
diffuse innovation.
This chapter will address how to make ideology workable in branding.
The lessons to be learned here are:
-

How to use the identified ideology to create branding stories.
How to place your consumer as the hero in their own story.
How to create a meaningful story/myth.
How to use the myth and background story to create a brand.

By accomplishing this, you will possess a strong brand that can overcome strategic
challenges. Furthermore we will show how we differentiate from corporate, emotional and
‘mindshare’ branding.
The case will be Bang & Olufsen new sub-brand: B & O Play (stylized “Beoplay”).
Beoplay as a mix & match innovation
Beoplay is a mix & match innovation in Holt’s sense of the term (Holt & Cameron 2010 p.
4-5). Beoplay tries to mix Bang & Olufsen’s existing technology with a new cultural
expression. Beoplay’s goal is to create a more appropriate cultural expression for Bang &
Olufsen so they can attract a different and younger audience.
Where we differentiate from Holt is that we do not focus on social disruption or a new
ideological opportunity, but the dominating Bobo ideology. The Bobo ideology seems still
to be the dominant and opinion leading. Holt believes that in this case we would have to
find a new ideology, but as we establish in the Apple case, ideology does not get its power
from being in opposition, but from its power to make sense out of clash between identity
and society. If this clash is still relevant, there is not a need to change ideology.
By having taken a step backing in analyzing how individuals construct identity, we do not
need a conflict in society/culture to justify an ideology. We do not need to place ourselves
and a brand in opposition to a more powerful group. Instead we can focus on the need for
Bobo self-expression.
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Our argument is that the Bobos still are the early adopters of this kind of product and
there should be our target consumer, there has not been a clash that changes this status49.
Because Holt theory needs social disruption50, to make a sensible cultural brand you have
to have a disruption that changes society. Therefore his theory is hard to use in this
context, where there is not a new culture that changes who the early adopters are or
changes their cultural expressions. This is where a more in depth understanding of
ideology and identity becomes important in order to construct myths that provide identity
value based on already established cultural expressions. Taken to its extreme our method
focuses on the strength of the ideology and the culture expressions that has its foundation
in it, whereas Holt has a tendency to focus on the ideology’s novelty.

What is Bang & Olufsen’s situation?
2013 has, so far, been an ‘annus horriblis’ for Bang & Olufsen. Bang & Olufsen publicized
that they expected a deficit of 150-200 million kr. in 2012/2013 compared to a surplus of
104 million kr. in 2011/2012 (Annual Report 2011/2012).
It is especially the traditional AV business that is bleeding compared to 2011/2012 results:

'''''''''''''''''''''''''''''''''''''''''''''''''''''Figure'20'Bang'&'Olufsen'interim'report'3rd'quarter'12/13'p.'5'

As seen the AV sale dropped 35 % from 2011/2012 levels, 559 mil. to 362 mil. In 2012/2013
in total the loss in AV sales is 23 % compared to 2011/2012 (Interim report 3rd quarter
2012/2013).
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In comparison the new Beoplay line raised with 107 % in revenue. It is the new line,
Beoplay that has to drive sales for Bang & Olufsen. Bang & Olufsen has a reasonable
growth in the BRIC countries, but they have comparatively very few stores compared to
the stagnating markets in Northern Europe (Interim report 3rd quarter 2012/2013).
Bang & Olufsen has the goal of raising their revenue to the 8-10 billion DKK level, mainly
driven by Automotive and Beoplay (Annual report 2011/2012). Beoplay is to be sold not
just in their own stores, as usual, but by Apple stores and other Apple related premium
stores and as something completely new; online (Annual report 2011/2012). This should
vastly increase effectiveness in sales and relate to a new customer group.
The goal for Bang & Olufsen is to build a more efficient, globalized and consumer oriented
business (Annual report 2011/2012). However to do this, Bang & Olufsen has to maintain
their brand value. They cannot allow Beoplay to dilute this brand value. So how can Bang
& Olufsen use branding to complete their strategy? How can branding diffuse Beoplay as
an innovation? That is what we will investigate and propose models and strategies for.

Interview with Gaute Høgh, creator of the Beoplay brand
To find out more about Beoplay we interviewed the creator behind Beoplay, Gaute Høgh,
founder and CEO of marketing bureau CO +.
We will list the key take aways from this interview51:
1. Bang & Olufsen as a brand is dying. They have to reach out to new and younger
consumers to survive. Høgh created Beoplay be mixing the traditional values of
Bang & Olufsen with the ‘youthful values’ of ‘play’. According to Høgh people in
their 30s and 40s feel younger today than previous generations and are thus not
attracted by the ageing image of Bang & Olufsen. According to Høgh the Beoplay
products are too expensive for people under 30. Beoplay is meant to make people
over 30 and 40 to feel younger by buying the younger feeling Beoplay.
2. The main problem that Bang & Olufsen has is their distribution network, which is
too old fashioned and conservative. According to Høgh this scares off the younger
minded consumers. Bang & Olufsen’s distribution network is not geared to sell
Beoplay effectively, this means that is has to be sold also in Apple stores. This has
led to a certain colourful box design for the Beoplay products to make them stand
out from the black and white boxes of Apple products. Furthermore the Beoplay
brand is not strong enough to drive online sales. According to Høgh Bang &
Olufsen have not been able to execute the branding efficiently.
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3. Bang & Olufsen has been poor at branding and telling their story to the consumers.
This has hindered the sales of Beoplay online and in the Bang & Olufsen stores,
because of the lack of branding and storytelling activities digitally and in their
stores. A significant effort is needed to boost branding activities, especially online,
due to the potential of sales online and in other stores than Bang & Olufsen’s own.
4. Beoplay’s brand is to be aligned Apple’s brand. For example Beoplay and Høgh
bought the search engine combination ‘iPhone 5 sound’ and connected this search
to their Beolit 12 commercial (“Little Red Riding Hood”). Beoplay therefore has to
have values closely aligned to Apple’s. Høgh agrees that Bang & Olufsen has the
stories and values to complete this alignment, but that they lack execution.
5. Høgh’s main objective is to make Beoplay ‘cool’. He wants Beoplay to a ’20
something’ feel to it, but figures that it will mainly draw in people in their 30s and
40s. Also he wants Beoplay to be sold in the “coolest shops” in the world and to be
handed out to celebrities. Beoplay has to be spread to the opinion leaders and make
Beoplay cool and in the longer run make Beoplay consumers jump to Bang &
Olufsen’s ‘main’ AV products
Beoplay and diffusions of innovation
The main goal for Beoplay is to get a hold in the early adopters and the early majority.
Gaute Høgh is right in that the older early majority group is larger, because of the smaller
group of wealthy younger people. But nevertheless they are the most important group.
Høgh wants to make Beoplay younger feeling and cool and according to the diffusions of
innovation theory it is necessary to get a hold in this smaller and younger group to make
that happen. Høgh assumes that one can create a brand that has a “20 something feel” to
it, but with a main group of customers older than this. Furthermore Høgh’s argument that
younger people cannot afford Beoplay is also debatable; Beoplay’s range of products is
quite extensive and Apple’s significantly higher prices have not deterred young
consumers.
Gaute Høgh mentions Donna Karan and DKNY as an inspiration for making the Beoplay
sub-brand. The mainline Donna Karan clothing is exclusive and targets an older customer
group, while DKNY is much cheaper and targets a younger customer. But DKNY and
Donna Karan are defined by a huge differentiation in customer target groups, as Høgh’s
former partner, Jesper Kunde, writes in his book: “Donna Karan manages to both sell
expensive clothes to a woman aged over 50 and to dress her daughter in DKNY products”
(Kunde 2002 p. 206-207). Without this differentiation Beoplay will cannibalize sales of
traditional AV and make the traditional Bang & Olufsen brand irrelevant. Based on the
DKNY example Jesper Kunde proposes that Bang & Olufsen make a sub-brand targeting
the younger consumers as Donna Karan did with DKNY and Giorgio Armani did with
Emporio Armani (Kunde 2002 p. 207).
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Høgh assumes one can jump to the early majority right away, but as the diffusions theory
states and as we have shown with the TiVo case, this is a risky path to choose. When the
iPhone was launched half of the consumers were under 30 and 15 % were students
(readwrite.com 2008). This fits perfectly with the diffusions of innovations theory, Apple
got a hold in the early adopters, the cool, young and wealthy under 30, which created a
cool brand around the iPhone leading to mass market success as the early majority
followed the early adopters and created a movement. Therefore jumping immediately to
the early majority group, because they are more numerous, is a wrong conclusion, and
instead, as Høgh also focuses on, Beoplay should be made cool by letting their brand be
driven by the early adopters.
Either way, Beoplay’s branding is targeting a 20 something feel, for example their
headphones are branded/marketed directly at the 20 something people, who also appears
as examples on their website. What we disagree on with Gaute Høgh is what the most
important customer group is. For us it is the smaller, younger segment that work as
opinion leaders and can create a cool brand, for Høgh it is the larger mainstream group.
We argue based on the diffusions of innovation theory and the iPhone example that this
younger group is essential in diffusing the Beoplay brand, if Beoplay gets a hold in this
group, the brand will expand according to the diffusions of innovation theory.
Sum up
What we can learn by the diffusions of innovation theory is that Beoplay must attract the
early adopter group to diffuse the brand and make it ‘cool’. An example of this is the
iPhone. According to the theory, the larger group of people aged 30-40 (early majority)
will follow the younger the early adopter group aged 25-30s. By getting a grip in the early
adopters, Bang & Olufsen can become cool again and create a graduation to their
traditional AV products.
As we will see when we look at Bang & Olufsen’s history, they became a ‘cool’ brand in
the late 60s and on, because they marketed to the early adopters. We have to look at Bang
& Olufsen history and ‘genealogy’ to understand and excavate the values and ideology we
want to use for the Beoplay brand.
Bang & Olufsen story and Genealogy
Bang & Olufsen was founded in 1925. Their early history was marked by several landmark
innovations in radio technology. Bang & Olufsen were known for expensive equipment,
but they also produced the significantly less expensive Beolit 39 radio, which was a huge
hit and secured a diffusion of Bang & Olufsen radios to the mass public.
Bang & Olufsen’s early designs led to harsh criticism from famed and respected Danish
designer Poul Henningsen, who stated that the design of Bang & Olufsen made him
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“vomit by seeing so much ineptitude put together in one place…”. Poul Henningsen was
appalled by the “monstrosities”, the radios, which did not fit with modern furniture. It
was comments like this that made Bang & Olufsen focus on the importance of design and
that technology had to fit in with design.
Bang & Olufsen found their way out in the designs of Jacob Jensen and a focus on high
end, innovative radio equipment. The most famous early example is the Beomaster 5000,
which was an expensive, well designed and innovative radio amplifier. The Beomaster
5000 was groundbreaking in many ways, for example in how much some people were
willing to pay for hi-fi equipment. The Beomaster 5000 was a classic example of a product
directed at the early adopter group; it was a visionary, easy to use, expensive and welldesigned product. Its appeal was to early adopters, who enjoyed new technology, but who
did not want to fiddle with it themselves and wanted an easy to use experience.
Bang & Olufsen’s fame eclipsed in 1978, when a collection of Jacob Jensen designed
products was displayed at MoMa. What Jacob Jensen focused on was exactly that the
technology did not take control, but that it was controlled by functional design and that
the product expressed a thoughtful mindset on functionality and design52.
Jacob Jensen provides perhaps the most accurate description of Bang & Olufsen’s purpose;
“The value of B & O is the experience. Do you want to cohabit with such a device? Do you rejoice
when you look at it? When you touch it, do you then feel that someone has thought of you and
understood, how you should communicate with it? Does a faint smile cross your lips, when you feel
the heartbeat of the idea?” (“Velkommen til Jacob Jensens Verden p. 3).
Bang & Olufsen has always focused on the early adopters with technology and with
excellent design. This focus however changed, when Bang & Olufsen went from making
single products to making complete sound systems to exorbitant prices. Bang & Olufsen
joined the ‘bourgeois backslash’, as David Brooks terms it (Brooks 2000). Bang & Olufsen
betted on the conservative values, but as we see in Brooks’ “Bobos in Paradise”, these
values do not fit this group, therefore Bang & Olufsen has become dated as a brand.
According to brand specialist Anthony Aconis, Bang & Olufsen made their money by
selling to the yuppies of the 80s and 90s, but has not updated their customer group
(Business 2008). When yuppies ‘disappeared’ and Bobos rose instead, they lost their touch
in the opinion leading group.
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Sum up
Bang & Olufsen is in many ways in the same situation as they were in the 60s. They are
being pressured by Asian competitors and they have to create other values than
performance and technology. Back then Bang & Olufsen betted on Jacob Jensen’s designs
and the brand value that followed. Bang & Olufsen are trying this with Beoplay by hiring
new designers. Beoplay tries to connect with the same group in society, the relatively
young, well off and design and tech interested people.
What are Beoplay’s ideology and values?
This chapter will focus on the values and ideology that Beoplay should exude to become
successful.
According to Høgh people in their 30s and 40s wants to feel younger. But why younger?
Youth is related to freedom, creativity and the absents of duties, stressful professional life
and troublesome family life. The values Høgh wants attributed to Beoplay, are
vigorousness, spirited, creative etc.
To illustrate what Beoplay should do as a brand we will use our circular model:

Figure'21'Own'Design
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As seen we lack a ‘myth’ to promote the Beoplay brand. We know the contradiction;
people want to be able to express youth, creativity and freedom. This fits nicely with the
Apple values that Beoplay tries to align to, according to Høgh. The main difference
between Apple and Beoplay, is that Beoplay is a product for leisure time, not work.
What Beoplay needs is a myth that connects to the ‘hardcore’ Apple fan, who often goes to
the Apple stores, where Beoplay is sold. Beoplay is a more exclusive product than Apple
has become in the 2-3 years, where they have achieved mass success with the iPhone and
iPad. This has resulted in Apple no longer being ‘special’ because of the non-exclusivity in
many of their products. Apple’s ideology is no longer special, because of the mainstream
success, which has diluted the exclusivity in Apple and diluted their ideology by
including too many groups of people, many who do not share the original values. Apple
portrayed themselves as the creative rebel, but they cannot hold on to the rebel image as
supreme market leader. This has resulted in the loss of the ‘cool’ factor as several media
suggests53.
Beoplay can with their exclusivity attain the position that Apple had a couple of years
back. We do not mean the Beoplay can be as innovative as Apple, but that it can be an
exclusive quality product that exudes the same values. To do this, they must come up with
a myth.

What is the base of the Beoplay’s Bobo Ideology
The Beoplay myth is to be based on the Bobo ideology and their need for self-expression
based on creative cultural expressions. We have earlier analyzed the Bobo ideology and
we can see in Beoplay’s material and their connection to Apple, that they are targeting this
group. Beoplay therefore has to focus on the same cultural expressions that Apple used,
but of course use a different myth to convey them. The power of the myth is not based on
it solving disruptions, but its ability to support identity and provide a path to ‘fulfillment’.
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Finding The Beoplay Myth
Beoplay cannot create a myth that focuses on expressing these values at work, as Apple
does with its creative lifestyle branding, e.g. ‘Get a Mac’ commercials, who show a creative
professional, who is always free in his work and dressed in a casual t-shirt, never truly at
work. This is due to their products being somewhat irrelevant for the working
environment.

Figure'22'Own'Design

But it is the same values and the Bobo fantasy, we are dealing with; how to express the
creativity and freedom that we are forced to hand over at work. We have already designed
a model that describes how people create myths to deal with the fundamental lack. The
goal for the company/brand is to place the consumer as the hero in their own story. We
have to create some tools to understand how people relate to the ideology. To do this we
must first understand what types of heroes we have at our disposal.
‘We need a hero’
Jung’s archetypes are a quick and effective way to describe people’s actions. Jung defined
the archetype: “Forms or images of a collective nature which occur practically all over the earth as
constituents of myths and at the same time as individual products of unconscious origin.” (Mark &
Pearson 2001 p. 4). Archetypes are “classic” heroes such as the “lone gunman”. The
archetypes are cookie cutter heroes, but they do appear in most stories and are often very
effective due to this simplicity. The benefits of the archetypical method are its simplicity,
it is easy to understand the well-known characters and apply them to a branding context.
In this way one can apply ideology in a simpler manner. But one has to keep in mind to
place the role/hero in a culturally relevant context.
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Jung extracted these archetypes from folk tales and myths, in the same way that Greimas
extracted the actanctial model. It is therefore a useful tool to provide generic heroes for our
myths.
The archetypes are:

Figure'23'Mark'&'Pearson'2001'p.13

Beoplay and Apple relates to the same goal and the same ideology in different ways. For
example Apple’s hero is the Creator, Explorer and Magician like character. This enables to
decipher how we should articulate our myth. For example ‘Think Different’ speaks to
these three types,
Creator; Give form to a vision, develop artistic control and skill. Creativity and
imagination.
Explorer: Autonomy, ambition. Ability to control one’s soul.
Magician: Make Dreams come true.
(Mark & Pearson 2001)
The ‘Think Different’ campaign strikes notes in all three types. Thus these types can
function as heroes in Apple’s ideology. A weakness in this theory, is that most archetypes
is able to fit in a certain story, such as ‘Think Different’. Thus this theory merely provides
indicators how to articulate your myth’s hero.
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The hero of Beoplay
According to Gaute Høgh the goal for Beoplay is to be vigorous, spirited and creative and
to make the consumer feel young and free. This fits the ‘explorer’ archetype whose goals
are; to escape boredom, seek out individuality and become fulfilled through adventure
and new experiences (Mark and Pearson 2001 p. 73). This fits with the ‘play’ tagline; to
seek out adventure, new experiences and escape boredom etc.
So now we have a cardboard ‘hero’ with certain qualities, goals and views. This should
enable us to construct a story/myth for our brand and create communication in a certain
way directed to this generic character.
Beoplay as the helper
The goal for our story is to place the consumer as the hero and Beoplay as the helper. By
understanding the consumer/hero’s goal, we can understand our role as helper. Beoplay
should thus enable the consumer to escape boredom, experience new things and so on.
Beoplay should become a symbol of this, which the consumer can symbolize.
This is what Apple succeeded doing with the ‘Think Different’ and ‘Get a Mac’ campaign.
Apple became a symbol of the creative lifestyle (Creator, Explorer, Magician) and people
used Apple as a lifestyle symbol. By using a similar archetype/hero and placing ourselves
as the helper, we can align Beoplay to Apple.
The Beoplay Myth
We now have our ingredients: We have the overall sender; the dream/fantasy of feeling
young, free and creative, we have an opponent; the conformist life & people with conform
taste/without taste, we have a goal; the free, playful, creative life, we have a helper;
Beoplay and we have a hero and receiver; the explorer who seeks out new ‘playful’
adventures.
The Beoplay Myth:
One can escape the crushing duties of professional and family life by expressing one’s true creative,
youthful self.
Sum up:
The lack is articulated as the clash between a demanding professional life and the wish to
be a creative, free being.
The ideology is that creativity can be expressed at the workplace through a ‘super creative
job’ as shown in the Bobo fantasy in the Apple chapter.
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The Myth is that one can become self-actualized, by reaching out to one’s ‘true’ playful,
younger self, which is untainted by the stressful and demanding professional life.
By using this myth Beoplay should try to become a symbol of expressing one’s true
creative self, as Apple did (see circle of Apple ideology model). Thus resulting in a strong
brand.
Why ideological myths are not emotional branding
The myth is not about constructing emotional values connected to one’s products it is
about constructing a myth that consumers can use to support their desired identity. The
brand should focus on being the author of a myth that helps people support their identity
and provide a path to their desires. In emotional branding it is about being a ‘good friend’
(Holt 2004 p. 14). The idea here is that a ‘good’ brand personality creates a deep
interpersonal relationship. But it is still about owning the right associations (Holt 2004 p.
21). Doing so often means that brand perform “emotioneering”; they reduce cultural
expressions to “feeling words” (Holt & Cameron 2010 p. 306). Beoplay is characterized by
mixing B & O emotional benefit, “Courage to Move You” or “What Moves You” with a
long list of “feelings words” such as risk-taking, spontaneous, sporty, young, positive,
magical etc. In emotional branding the brand does not offer any myths or ideology that
creates feelings instead they use “feeling words”. We believe that a ‘good’ brand performs
myths that address the need for supporting the incomplete identity. The brand should
assume the role of ‘helper’, who knows the path to ‘fulfillment’ as seen in ‘Think
Different’. Thereby creating positive emotions and not simply spitting out these feeling
words.
Gaute Høgh uses mindshare/emotional approach54 the solution for him was to interpret
Bang & Olufsen core values in a “new spirited way” (Co+ homepage). We differentiate
from this approach by not focusing on Bang & Olufsen’s values, but the identity of their
consumers and how this is expressed in culture.
Why ideological myths are different to cultural branding
The power of cultural brands is their ability to handle cultural and social disruptions (Holt
2004 p. 14). Holt believes that a brand has to be in opposition to the conventional and
those in power (Videnskab 2013). We do not focus on being against the conventional, there
is no reason why a mainstream ideology could not be powerful if conducted right. Holt
focuses on the disruption that creates a new need in opposition to that of the ‘dominant’
ideology. Holt focuses on being unconventional, but he does not give credit to the fact that
many people find support for their identity by fitting in with the largest group. The
ultimate goal is to ‘buttress’ the identity of the consumer (Holt 2004 p. 14), if your
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consumer gets his support to his identity in the dominant ideology, then you logically
must provide a myth that succeeds in this.
Therefore we have to analyze ideology, which is the key in support identity, by focusing
on ideology and how this term works, we can relieve focus from cultural and social
conflicts and use existent cultural expressions as the base understanding for ideology.
Ideology is the underlining of compass of culture, if we can understand this; we do not
need to problematize and create a social conflict in order to use it.

Cultural Jujitsu
As we discovered in our chapter about Apple, the Apple brand has become diluted. The
consumers are to widely disperse and the brand has become among people who do not
believe in the Apple core values, but buy Apple because of the ‘bandwagon effect’ as the
model of diffusion of innovations show. Apple has reached beyond the core of early
adopters in to early majority, and critically into the conservative groups. Logically enough
Apple cannot brand themselves as ‘revolutionary’ or ‘different’ when they include
conservative customers and almost everybody. Their uniqueness is watered down by their
own success. This opens up for Beoplay to connect to the ‘hardcore’ group of Apple fans,
who believe in these values and the Apple ideology, but who no longer can express this by
simply owning Apple due to before mentioned occurrences. Beoplay is not about to
cannibalize on Apple, but they are to supplement each other. Apple has become less
exclusive and therefore there is room for a more exclusive product in their stores to draw
in the higher echelons of their consumers. Beoplay therefore have to place themselves
above Apple, so they do not become cannibalized by Apple or the AV competitors in this
price range.
Holt launches the idea of ‘Cultural Jujitsu’, which is when you the inauthenticity of a
competitors myth to boost your own authenticity (Holt & Cameron 2010 p. 245). We do
not say that Beoplay perform Holt’s version of cultural jujitsu to overpower Apple, but
that they could address the ‘hardcore’ group of Apple fans who are discontent when
mainstream professionals buy into their ideology. Beoplay should enter into Apple’s social
brand network (Holt 2004 p. 131), when they are entering Apple’s stores. Beoplay should
be aiming at the ‘hardcore’ creative group of Apple fans, who want to separate themselves
from the upscale professionals and managers who have bought into their creative
ideology.
With its exclusive nature, Beoplay have the ability to conquer this upper echelon, not
directly to compete with Apple, but to address their ‘hardcore’ fans. The fans who believes
the core values of Apple illustrated by ‘Think Different and ‘Get a Mac’, but who no
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longer can express just by owning Apple, because of the inclusion of ‘PC-guys’, who are
buying Apple. ‘PC-guys’ who work 9-5 jobs in professional industries, wearing suits and
being ‘John Hodgman’55 uncool. The traditional Apple fan, working in creative business
and appreciating these values, searches out for these values in products and brands. By
using a similar creative myth, as the one we suggest, Beoplay can align their brand to
Apple, but focus on being more exclusive by being less mainstream and using radical
design that they differentiate.
How to make the Beoplay myth authentic
To perform this cultural jujitsu Beoplay need to make the myth authentic; how can
Beoplay claim creative values, exclusivity and price. The exclusivity and price is pretty
easy to explain; Bang & Olufsen has always had an exclusive and pricey brand based on
quality, design and innovation. As a part of Bang & Olufsen some of these values are
transferred to Beoplay.
Bang & Olufsen have a rich history in design and innovation. They have fallen behind, but
they have this history of remarkable design and products. Beoplay can thus claim these
creative values by tapping into Bang & Olufsen’s rich history, a history that is especially
connected to Jacob Jensen and his breakthrough and influential view on design.
Conclusion
Beoplay wants younger consumers. Opinions divide on how young, but we will argue that
if you want to have a 20s something /early 30s feel to your brand, you also have to have
consumer aged in that group.
Beoplay wants to ‘kidnap’ customers in Apple stores and align their brand to Apple, so we
assume that the buyer will be a ‘hardcore’ Apple fan. So the ‘early adopter’ target will be
an Apple fan aged late 20s to early 30s, who is well off and probably in a creative job.
We therefore should focus our efforts on exploiting the fact that Apple has lost some cool
and has become mainstream. By using our myth and cultural jujitsu we can position
Beoplay as an exclusive alternative to other high tech products available, for example in
the Apple stores.
What to do:
1. Use ideology to find a myth.
2. Create a myth using stereotypical heroes and the actanctial model that resolves the
cultural contradiction (in this case; entrapment in professional and a need to
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express a different self, the socalled Bobo fantasy). Fit the ‘hero’ to the consumer
you are targeting
3. If there is a competing myth with similar content use cultural jujitsu and claim
authenticity for your myth using your backstory

Why use Ideological Branding?
Ideology offers a prescriptive method to understand branding. We want to contribute with
a prescriptive starting point for Holt’s theory and thereby improve its lesser developed
areas, especially the identity and ideology terms. To understand why you should use this
combination of our ideological theory and Holt’s theory is grounded in the shortcomings
of mindshare branding.
The main weakness in mindshare is that the perspective limits it to merely analyze what
position and associations you already have. This is why it is normally termed brand
management and not brand development. The goal is to measure your brand, not
providing tools for developing it, take for example Kevin Lane Keller’s “Consumer Based
Brand Equity” model (CBBE) this model provides a “yardstick” for measuring your
brand’s progress (Keller 2001 p. 1). As Keller states himself, the CBBE model is a
measuring tool. The model cannot be used to deduce which associations you should create
for your brand, only which are already there. This is an example of our main critique of
modern branding; yes it may well be good for measuring, but it cannot be used for
development or explain how and why the associations are there or why exactly these
associations work in the way they do.
The reason why Keller and co. cannot provide any method on developing brands is
because they do not have any framework on how brands affect identity and thus create
perceptions. It is when brands affect identity positively that they create positive
associations, what Holt calls the (Cultural) halo effect56. When brands affect our identity
positively we regard the brand (and the product) as better, or even as irreplaceable.
Our issue with Holt is that he eschews much of the psychological elements that found the
base of his theory in order to focus on cultural theory. We believe that Holt makes it hard
on himself by leaving that psychological part underdeveloped and instead taking a
tortuous path through cultural theory to reach a conclusion that psychology could have
provided on its own in a much simpler way. Basically Holt claims that culture and society
affect identity and that identity value is created when brands’ take a stake in cultural and
societal transformation (Holt 2004 p. 37). But he does not describe identity in much detail,
so his argument becomes weakened. By understanding the core term of ideology, we can
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understand the value people seek to support their identity. By expanding the
psychological part, we can limit the troublesome historic part in Holt, which we find to be
inconsistently used and rather cumbersome in use.
We can use ideology to understand cultural happenings and expressions and use this to
develop our brand. Holt’s method is focused on developing new brands by understanding
culture. What we believe is missing from Holt is an in depth understanding and use of the
ideology term that is the base of his cultural expressions and the brand myths. By
analyzing the ideology term we can let go of the heavy cultural framework Holt creates in
its place. Holt’s framework of locating ‘cultural contradictions’ or ‘social disruptions’ are
vaguely defined and he changes between frameworks in his books and on top of that his
definition and use are not consistent. This hinders the functionality of his theory, because
of the framework being so vague it could mean everything, ‘social disruption’ creates need
for every expression possible; feminism, sophistication, politically standpoint, gender
roles, masculinity etc. (Holt & Cameron 2010). ‘Social Disruption’ does mean everything
and nothing, it can take any form. This we believe make the theory somewhat hard to
apply and vague. This same problem can be said of ‘cultural contradiction’, as we have
already covered. In essence Holt’s cultural brands can only work if they are in opposition
to a dominant group and those in power, this limits the use of Holt’s theory drastically; a
successful brand must always be the underdog and his cultural analysis risk becoming
blasé57. Holt only deals with brands that to him where against the conventional, we see a
general problem in this, because it seems that Holt will be unable to explain why brands
that are not against the conventional provide identity value58. We believe this is due to the
underdevelopment in his identity and ideology terms, we therefore have attempted to
develop them further, so we can avoid the oversimplification of a groundbreaking theory.
Holt’s description of why a brand works is excellent, but his execution is lacking. Instead
of focusing on conflicts in society, we focus on the conflict between identity and society.
For example in the meet between idealized work life and one’s actual work life that was
the key in Bobo ideology. This means no more vague ‘cultural contradictions’ or ‘social
disruptions’. Instead we focus on the background for the needs that are already expressed
in culture that is ideology. Our psychological background render the need for a historic
conflict and we can go on to use the ‘good parts’ from Holt’s work; how brands affect
identity and how they become a cultural expression that supports identity and satisfy
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
57!Holt himself states that successful brands have to be in opposition to those in power (Videnskab 2013). We
believe that his makes his theory overly political. Furthermore this notion in inconsistent; for example is
Nike successful because their myth fit the individuality represented by the yuppie (Videnskab 2013), but
Holt states earlier that yuppies were the ones’ in power, thus undermining his own theory.!
58!This is not ‘just’ our opinion, Holt himself states that to be successful with cultural branding you have to
be against conventions and have to focus on new trends (Videnskab 2013). Holt risks that his theory becomes
a ‘coolhunt’ for new trends and subcultures, which he criticizes himself.!!
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people’s need to stand out. Our goal is to understand how people use brands to negotiate
their identity in society by using ideology59.
This is very simple, for example the Bobos had a distinct ideology, which was apparent in
culture (Holt 2004, 2010 & Florida 2002 & Brooks 2000). By using the actantial model we
can create a myth that expressed a myth that confirms and supports the ideology. Apple
did that with ‘Think Different’ and ‘Get a Mac’. Beoplay can do the same. Here the
ideology is based on feeling younger and freer through creative expression. Again the
ideology is easy to express by using the simple actantial model. Holt would probably
construct a large cultural background for why some people want to feel and seem younger
through creative expression, but by using ideology and myths based on actantial models,
we do not have to. This eases the process remarkably and more importantly makes Holt’s
findings on identity and branding useable in a real life context.

From Brand Management to Brand Development
We claim there is a difference between brand management and brand development. This
distinction however has been neglected. Modern brand management based on Keller, who
in turn in based on Ries & Trout, prerequisites knowledge of the brand, since it is with
marketing research, that you can find out if your brand has strong brand equity. Brand
Management is a measuring tool for analyzing your brand and making strategic decision
(Keller 2001).
Our critique is that modern brand management based on the consumer based approach
can only deal with the brand as an already constructed entity in the consumer’s mind.
They cannot say how and why it is constructed. Since we want to diffuse innovation with
branding, how and why is paramount. You cannot use brand management to develop a
brand for an innovation, since there is nothing to measure.
We will also claim that it is brand development that is the interesting part, brand
management can also say something is lacking, but by understanding brand development
you can attack the deficiencies in your brand. But to be able to brand develop you must
take a step forward and focus not on existing brand associations, but how they are created.
This is why we focus on ideology, which works as the ‘glasses’ with which we see the
world. If you as a brand marketer can understand these ‘glasses’ you can develop a brand
that creates associations and resonance. And then you can measure it.

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
59!We

agree with Holt that this becomes more visible with transformations in society, but one should not
limit the need for identical support to the occurrence of transformation.!!
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To illustrate this we have this model, that shows how brand management/mindshare
work:

!
''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''Figure'24'Own'Design

In consumer based brand management the consumer sees the brand and a cognitive
construction of the brand are created in the mind. You then interview the consumer and
extract the brand associations and ‘throw’ them back at the consumer. This creates a
consistent brand, where you emphasize the strong points and minimize the weak. But we
ask how these associations are created and how we can a step forward and create the
associations we want for our brand, not just wait and hope for the right associations to
emerge. Mindshare focuses on consistency (Keller 2001 & Heding et al. 2009), so if the
‘wrong’ associations emerge, your brand is in trouble. This is the case with TiVo who did
not build strong brand equity. The solution for them was to pummel on with the same
story of how good TiVo was. This did not solve any of the problems. What TiVo should
have understood is ideology; how they should and could create the right associations and
most importantly, brand resonance, a connection with the consumer. By using ideology
TiVo could have created a myth that expressed powerful cultural statements to the same
group and in the same way Apple did it. By clothing ideology in cultural expressions such
as myths, you can create the right associations by using the consumers ‘computer code’ of
ideology.
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Figure'25'Own'Design

The difference between Brand Management and Development:
Let’s make an example with a classic marketing case that Keller uses himself (Keller 2002),
Nike. According to Keller, Nike was/is a success because they consistently communicated
the “mantra of “authentic athletic performance” (Holt & Cameron 2010 p. 45). This mantra
was built on using star athletes in their branding, which raised the benefit of performance
in the minds’ of the consumer a la when the consumer saw an athlete wearing Nike and
winning, they associated Nike with winning.
Nike’s revenue is 170 % bigger than their biggest competitor, Adidas. But Adidas also uses
the mantra of ‘authentic athletic performance’, for example they sponsor Lionel Messi
where Nike sponsors Cristiano Ronaldo, Adidas sponsors NBA, where Nike sponsors
NFL, Adidas sponsors one big star and Nike another and so on. So why is Nike more
‘authentic’, when Adidas has used the exact same strategy? What Keller can find out with
his model is what people see when they see the Nike brand and products, not how, not
why. What Keller measures is that people associate Nike with winning. The question is
why Nike is associated more powerfully with winning than Adidas.
According to Holt, Nike used ideology in their commercials (Holt & Cameron 2010 p. 30).
Nike focused on the tedious aspects of running, the training and so on, not winning. What
Nike focused on is how they could the consumer to become fitter and more desirable, a
‘winner’. An example of this is their Nike +, which is an online community focused on
motivating, challenging and connecting you to others to help you reach your goal. Nike
creates a story; that you become more desirable and fitter through running, but that this
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hard and tedious and Nike can help overcome the challenges and make you reach your
goal. The goal is changed according to ideology, for example in the 80s it was focused on
becoming like star athletes and having the same ‘never-say-die’ quality. Holt states that
this was because of the harsh economy, where several people were left economically
behind. Nike answered this by using a ‘ghetto’ metaphor and using successful athletes
from the ghetto or making them look like they had overcome challenges of the same harsh
caliber (Holt & Cameron 2010 p. 37). The ideology was that you could escape the hard
economy and raise America’s true values by having the will to win and possessing the
American Dream within. ‘Just Do It’ came to mean that by having the will to win, you
could possess a fragment of the American Dream within.
Nike has changed according to ideology, see for example their ‘Find your greatness’ ad,
where an overweight kid struggles to complete his morning jog. The speaker states that
greatness is not something only star athletes possess, but something everybody can
possess if they try. Here the ideology is that you can transform yourself by inner will. The
goal here is to become more desirable and fitter in order to answer the ‘Che Vuoi?’ of
society. Nike is again the helper, who boosts your inner will.
The ‘Find your greatness’ ad also shows how wrong Keller is, since the ad directly says
that star athletes are nothing special. The reason for Nike’s association of ‘authentic
athletic performance’ is the ideologically based story. Nike continually tells the myth that
you through sports can become a more desirable and fitter person, one who possess the
will to change yourself and to win. Nike’s story is fantasy. Nike offers a place and a course
of action that will realize your desire, for example that you through running can lose
weight, become fit and thereby show your true inner greatness to the world around you
and thus realize your desire.
Nike does not claim that their shoes will make you a winner and realize your desire,
which would be ridiculous, and place Nike as the hero. They use the desires and anxieties
already out there and place themselves as a helper to the consumer seeking to fulfill these
desires through running or other sports. Nike creates a story, Just Do It, which they fit into
the ideology of society, that being you got to possess will to win (‘No Finishing Line’ from
the 80s) or the will to transform yourself (‘Find your greatness’ from 2012).
It is this story that creates the association of ‘authentic athletic performance’, which Keller
measures. But the idea, that repeating the created association creates the same association
is ludicrous. Also his way of doing it by using star athletes is easily disproven, because
everyone else is it the same and not getting these results, for example Adidas or Reebok
who also sponsored Michael Jordan, Charles Barkley and other basketball stars through
the National team. Furthermore ‘Find your greatness’ goes completely against using
celebrity athletes to promote athletic performance, the person in this ad is 200 pounds +
and certainly not a star athlete. It is the differentiating part, that Nike did, that created
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their unique association: Their story that everyone could possess the will to win, it is
obvious not everyone can win, and thus realize themselves. Nike then fitted the story to
ideology and continues to do so. This example shows that brand management though
cannot build brands, but they can measure strong and weak points through market
research. But to correct or build your brand, you need the brand development.
To do this you have to use ideology and not associations. We need to understand how
associations are created to build brands, not just understand the ones created.

Figure'26'Own'Design

By understanding how associations are created we can create and develop brands, not just
measure the created associations. This is what we have learned from this thesis.

Overview; What we have learned
TiVo:
-

We learned that you have to brand to the early adopters, when marketing an
innovation.
The early adopters do not value the functional benefits as primary.
Do not use brand management for brand creation or brand development.
Apple:

-

!

To market to the early adopters, you have to use an ideology that fits with their
beliefs.
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-

-

If you use the ideology of the early adopters, they will view positively on your
product. This results in positive associations and strong brand resonance when
measured with classic brand management. Holt calls this the ‘halo’ effect (Holt 2004
p. 11). This halo effect occurs when the identity value of the brand affects the
perceived benefits.
Ideology works as a course of action towards a goal. If the brand articulates the
ideology, they enter the place of the indispensable helper. Thus making the brand a
necessity for people who use and believe the ideology.
Beoplay:

-

Branding to early adopters.
How to use ideology practically.
How to create a story based the ideology.
How to position your brand through ideology.

How to use Ideological Branding to Diffuse Innovation

!!!!!!!!!!!
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Step one: Identify your consumer
For innovations the answer is simple; the early adopters. This is stated by Geoffrey Moore
(Moore 1991). Find out who the early adopters is of your innovation or market to a
renowned group of early adopters, for example as Beoplay is doing with Apple customers,
who are known to be younger and more well off than customers of other high tech
products.
Step two: The ideology of your consumer
What is your consumer’s needs, wishes and desires. How do you place your brand and
product as the helper in overcoming a challenge and reach these desires. For example
Apple customers who want to creative and ‘Think Different’, here Apple places the helper
and inspiration for thinking different in everyday life. Or take Beoplay who can place
themselves as helpers to people wanting to feel more creative, freer and younger.
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The way to understand ideology is by investigating culture. This means classic
anthropological method as exemplified in Holt’s work. Ideology is not hard to spot, it can
be seen in movies, TV shows, consumption, trends, fashion, politics and business life.
David Brooks’ analysis of the Bobos and their ideology is based on his anthropological
discoveries, how do they live, how do they work, what do they buy, what movies do they
see etc. Look out and you will see ideology staring right back in your face. The process is
merely asking why, things are organized the way they are.
In essence find your target customer group, find their worldview and use this momentum
to sell your product.
Step three: Starting with why
One important aspect overlooked in Douglas Holt’s cultural branding, is can the company
fit every ideological opportunity to their brand/product. For example could Microsoft
have used the same ideological opportunity that Apple exploited with ‘Think Different’? It
is not likely, because the values attributed to Microsoft were the exact opposite of Apple.
Such an attempt would probably have been deemed dishonest and assumed.
There has some connection between ideology and the company. For example did Apple
(Steve Jobs) really believe in ‘Think Different’ and that made it come off as authentic. This
does not mean that brands/companies has a unchangeable inner core, but that if people
already attribute certain values to the brand, it can seem unauthentic to change them
completely.
Step four: Creating an ideological myth
Create a story with a goal, based on the ideology. Find an opponent in people who
disagree with the ideology, these can provide tension and a challenge to deal with. Apple
famously did it with IBM and Microsoft and perhaps will try with Samsung.
What kind of hero is your consumer? Here the archetypical analysis provides pointers to
understand your consumer as an archetypical hero. This explains how your consumer will
deal with the ideological goal. Apple used the archetypes of magician, creator, explorer
and rebel in their branding campaigns. This creates an image of a hero that the consumer
can reflect in, for example in ‘Get a Mac’, which provides a hero and an opponent.
Place your brand as the helper, as Apple did. The helper is the one who already possess
the values the consumer seeks, for example Apple had the values of creativity, freedom
and a history of changing the entire high tech business. These values where personified by
Steve Jobs, who became a guru in the 00s.
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Step five: Position and differentiate your brand.
The goal is to make your product/brand something you must own, thereby the cognitive
valuation such as a value vs. cost tradeoff. Since it is not functional benefits that is the
selling point and since an innovation’s benefits are harder to prove, because of it being
untested in the wide population, you are not interested in the value vs. cost tradeoff. The
goal is to use the myth to access the deep emotional level of consumers, the very level
where identity is supported. At this level value vs. cost tradeoff is abandoned and one can
build a powerful brand, which in many cases leads to a market leader position and
premium prices. Apple is the example.
Sum up
Henry Ford said that if he had asked people what they wanted, they would have said “A
faster horse”. Steve Jobs had the same problem with the iPhone, here they wanted more
buttons. The problem is that you cannot sell a product based on that it solves a problem,
which the consumer is not aware of. You have to use the momentum in the consumers;
how do you fit your brand to their worldview. In essence people want to buy stuff from
people they trust and who confirm what they believe. This is the key take away from
Apple. They confirmed an already dominant worldview. People did not buy Apple’s
products based on functionality, they bought them because they reaffirmed their
worldview, Apple simply reaffirmed what they already believed and wanted to believe.
This thesis basically wants to tell you one thing: People want to confirm their beliefs and
feel right and desired. If you do this for them and use their momentum, you will have a
successful brand because they will use your brand to support their identity.
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Conclusion
Where the mindshare branding comes up short is when it believes it can understand how
and why input works in a certain way. The idea is that by changing input and then
measuring output, one can determine how and why a brand strategy works (Heding et al.
p. 104). In mindshare the brain is reduced to an information processing computer, but the
theory never deals with how the information is processed, only input and output. By
neglecting the information processing (sensing) we can of course not say how and why a
certain brand strategy works. To say that you can discover how and why a brand strategy
works by input and output is the equivalent of putting the speeder down in a car and then
go faster, and by only these two measures, input = gas & output = speed, conclude how
and why. It should be obvious that it is the ‘engine room’ that is interesting!
Because we want to diffuse innovation, where we have no output to measure, we have to
understand the ‘engine room’, the ‘information processing’. And this is why we apply the
philosophical theories, to understand the information processing. The information
processing is based on ideology, which works as the ‘glasses’ with which we see and the
‘computer code’ with which we process information. What mindshare can do is measure if
it works, but this is not going to help you develop a brand strategy for diffusing
innovation, we need to be able to develop a brand strategy, before entering market and we
cannot wait for our innovation to reach a certain degree of diffusion before we can
measure it.
Mindshare also prerequisites that you find brand components by asking consumer-based
for brand associations (Heding et al. 2009 p. 104). Since we are dealing with innovation, we
probably do not have any significant associations.
To sum up mindshare leaves in the situation, where we want to diffuse an innovation, but
we do not have any material do to so nor do we know what will work. The only thing we
can do is copy and look at people in similar situations.
We therefore have to use other material. It is here Holt’s cultural branding becomes
interesting, because if offers other material we can use. By using Holt’s ideas we can plant
our innovation in popular culture and become successful and diffuse it. The prime
example is Apple, who uses a brand that has become popular culture and a lifestyle brand
to diffuse excellent innovations such iPod, iPhone and the iPad.
We have some slights with Holt’s use of ideology, which we try to fix in his theory and he
has some gripes with his use of cultural conflicts and contradictions. We do not want to
make a descriptive analysis for struggles in culture that creates ideology, so we use the
term as it is meant to be used in philosophy, anthropology and psychoanalysis. This
means that we make some tweaks to Holt’s theory. The core in both our thought and
Holt’s is the idea that brands can support identity by being a mean of self-expression. But
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we find Holt’s framework on identity and ideology, which is the core in this, somewhat
less developed than his cultural framework.
We focus on ideology, our “computer code”, and not culture. Culture is merely the result
of people using ideology to create values, the certain values that create culture. This is
based on anthropology, where culture is seen as an immoveable, given structure. Culture
of course influences people and their ideology, so it results in a circular movement. This is
why we can look at culture and go the other way through the circle.

'''''''''''''''''''''''''''''Figure'28'Own'Design

The way we go the ‘other way’ through the circle (counter-clockwise) is through asking
what culture do we have, on which values are it based, and why these values. Look at
work-life balance has become a popular management buzzword and task, the values is
that there is more to life than a good job and it is important to balance work and yourself,
the ideology is that you can be a true self. Zizek criticizes this ideology for allowing people
to be ‘exploited’ at the workplace and then be able to go home and deal with it, by saying
‘I am in balance and have a true self outside work’ (Bjerre & Laustsen 2005 p. 31).
The way you connect to ideology is through storytelling, ideology is articulated through
storytelling. The way you do it is creating a story based on ideology. For example the need
for expressing creativity and be ‘free’ and ‘different’ that works as desires and goals, these
desires are given by the ‘big other’, the sender, you then come up with a course of action
to realize these desires by placing yourself as the helper, the final step to provide tension is
by providing a villain. Example ‘Think Different’, Apple provides the course of action to
express and realize your desires, ‘Think Different’ by using Apple, the desires of thinking
different and be creative and free is given by society and culture, the ‘big other’, the villain
is not thinking different by using Microsoft.
If we can understand how brands can help people overcome their need for self-expression,
we can understand why people create positive associations with these brands, in some
cases an almost religious relationship occurs.
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In conclusion; mindshare does not work to diffuse innovation. To diffuse innovation you
must use existing material, this material is embedded in culture. To understand why the
material works and how you can use it, you must use ideology. Thus can ideological
branding diffuse innovation, by letting you understand and use the “information
processing” and letting you program a “computer code” that creates the associations that
will sell your innovation to the early adopters.
Brands that use ideology can tap into people’s worldviews, beliefs and desires. By using
storytelling that uses relevant cultural expressions, brands can create myths that support
their consumers’ identity and thereby create iconic brands.

Perspective
This thesis aims to form a paradigm shift in branding. Instead of looking at existing
associations, branding should focus on the process of creating new associations. This
thesis opens up for researching the “information processing” in branding. This is a radical
departure for other branding theories. Normally the focus has only been on input and
output. We believe that the focus should on how input creates output, in other words the
process. By providing a philosophical determination of the process, we lay the foundation
of further research of how people create branding associations.
Our hopes with this thesis is to provide a background for studying branding through
anthropology, ethnology and other cultural studies together with psychology and
philosophy. This thesis provides a framework to process anthropological data in order to
analyze branding. We thereby create a foundation for use of anthropological method in
branding. Their data is then to be processed by the psychological and philosophical
framework that we provide an outline for. By using cultural studies and this psychological
framework, we hope that marketers will be more able to understand the association
process.
We hope this will work to shift the view of input and output in branding and challenge
mindshare as a thought. Mindshare is still locked in the consumer-based way of thinking.
The ‘in-thing’ now is neuromarketing. Neuromarketing is the same as consumer based
branding, the idea is just that by a brain scanner, you can find the ‘real’ answer of why
people likes a brand, so you can avoid the uncertainties by using a questionnaire, by using
neuromarketing you truly can find the right association, the buy button, that will make the
consumers flock to your product/brand (Lindstrøm 2012 p. 23).
Neuromarketing has use and brings neuroscience to ‘the masses’, but the neuroscience is
still untested and often not peer reviewed (Albertson 2010). Martin Lindstrøm is perhaps
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the most famous proponent of neuromarketing60. Lindstrøm does not have any scientific
background in neuroscience, he uses research that has not been peer reviewed, he
overstates and blurs the lines between science and his own assertions and he
misrepresents correlations in causal relationships (Albertson 2010). The danger in
neuromarketing is that it has a tendency to become ‘pseudoscientific’ where people with
no background in neuroscience merely mix scientific research with unfounded claims of
its use in marketing and branding. Neuromarketing is a path to rethink branding, but it is
a path for neuroscientists and not MBAs. It is still very much too early for real application.
We therefore propose a different path using psychology, philosophy and anthropology
and other cultural studies. We provide a framework for analyzing cultural and societal
elements in branding, but to make this analysis we have to use anthropological data. The
scope and scale of this thesis has meant that we have neglected to discuss anthropology
and its method, but it is clear that this discussion is very relevant for our framework.
We believe that our psychological method is still by far the best method to analyze the
human mind and its actions. We will end with this quote from Nobel Laureate in
physiology and medicine for his discoveries in neuroscience, neuropsychiatrist Eric
Kandel: “Psychoanalysis still represents the most coherent and intellectually satisfying
view of the mind”(Lear 2005 p. 6).

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
60!Lindstrøm
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was mentioned at Times 100 most influential people due to his book ”Buyology”.!
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- There are two kinds of people campaign, 1983:
https://www.youtube.com/watch?v=7GJkHlyzWU8
- Think Different campaign, 1997:
https://www.youtube.com/watch?v=Rzu6zeLSWq8
- Steve Jobs introduces “Think Different” and the values behind it 1997
http://www.youtube.com/watch?v=YcneYcl23MU
- Business Insider 2011 http://www.businessinsider.com/apple-powerful-brandiconic-marketing-2011-6
- Macintosh 1984 presentation: http://www.youtube.com/watch?v=2B-XwPjn9YY
- Macintosh 1984 Commercial : http://www.youtube.com/watch?v=qIUcNLTsyYo
- iPhone presentation 2007: http://www.youtube.com/watch?v=s72uTrA5EDY
- Business Insider 2010: http://www.businessinsider.com/apple-comeback-story2010-10?op=1

Beoplay Case links:
-

!

Forbes 2013: http://www.forbes.com/sites/larissafaw/2013/01/09/is-applesiphone-no-longer-cool-to-teens/ 20.4 2013
CNN 2013: http://edition.cnn.com/2013/02/19/opinion/abell-apple-prospects
New York Times 2013: http://bits.blogs.nytimes.com/2013/05/28/d-all-things-dhas-apple-lost-its-cool/ 20.4 2013
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-

-

Business 2008: http://www.business.dk/digital/de-unge-dropper-bang-olufsen
20.4 2013
Readwrite
2008:http://readwrite.com/2008/04/01/todays_iphone_users_are_young_rich_an
d_technically_savvy#awesm=~odDFId29NZxf8L 20.4 2013
Co+ Homepage 2013: http://coplus.com/2012/04/bo-play/ 20.4 2013

B & O history:
-

!

http://www.recordere.dk/indhold/templates/design.aspx?articleid=5399&zoneid
=3 15.4 2013
http://www.recordere.dk/indhold/templates/design.aspx?articleid=5426&zoneid
=3 15.4 2013
http://www.recordere.dk/indhold/templates/design.aspx?articleid=5434&zoneid
=3 15.4 2013
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Appendix (Removed)
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