» Strong brand names have almost replaced
peoples’ traditional form of identity. «

By Jan-Eric Öhman
Thomas Gad is wrestling with a most unusual problem right
now. He has moved to London to be managing director of
a newly formed company. And Mr. Gad’s big worry is that
the company needs a name – and not any name will do. For
Mr. Gad is an interpreter of brand names – what they mean,
their power, and their external dynamism. As a consultant,
he has often turned up his nose as names were tossed
around at client meetings. Now he’s in the same position.
Three years ago, Mr. Gad founded Futurebrands. This
February, the company merged with Conradi Hvid. Both
are considered the leading brand name experts in Sweden.
But to win new trophies, they would have to put their
talents to the test elsewhere. They are starting in England,
and then will expand to Germany, France and Holland.
Their office in London is in Belgrave Square. About 
employees will remain in Sweden, while five will initially
move to London. Eventually, London will take over.
Mr. Gad has been in advertising for  years – making
him neither young nor old in the business. He worked most
of those years for Observera Grey, now known as Grey
Momentum, one of Sweden’s largest and most influential
ad agencies. He has directed many ad campaigns.
When taking on a new client he has always asked their
top executives the same question: “What does your company stand for?”
Far too many times, this has been answered with throat
clearings, downward glances and silence. There have been
few answers.
“I still shudder when I think about the embarrassing
silence when many people are sitting in a room and nobody
knows what to say,” Mr. Gad recalls.
The silence could symbolize the losers – those who finally
are left way behind. According to Mr. Gad’s formula, today’s

best-managed brand names can create miracles. They are not
only very profitable, but they can cause action, overcome
barriers, and change the game rules that politicians struggle
with for years without success.
He has managed campaigns for Nokia and Compaq,
and he once got “JR Ewing” – Larry Hagman – to come to
Sweden to introduce new products. Several years ago, he
worked for SAS, the Scandinavian airline, to sharpen its
profile. Mr. Gad says he “codified” the company. In all
communications with shareholders, personnel and customers
the values of the company would be made clear, through the
code words of “simplicity, freedom of choice and well-being”.
He speaks at great length of a “differentiation code”.
It could just as well be called DNA-code. In principle, all
people have the same composition of DNA molecules. But
each of us has a “gram” or “millimeter” that makes us different
from everyone else. The same applies to companies, he says.
And this is how he gets close to a company: to find that
which is unique.
“What comes next is to dramatize this uniqueness,” he
explains. “Only then can a company communicate with the
outside world. Just look at Anita Roddrick, who founded
The Body Shop. In the cosmetic industry it was prohibited
to talk of experiments with animals, even though this had
gone on for years and years. Anita Roddick went the
opposite way. Her products were produced naturally. And
she got the world to come to her shops. She had clearly
found the differentiation code.”
Mr. Gad emphasizes that it is important to differentiate
between trademarks and branding.
Most companies believe that having an elegant logotype
is enough. It can be displayed in every conceivable connection:
the logotype will unify the company.
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A Coming Future Brand

» Today’s best managed brand names
can create miracles. «

The fact that the outside world gets dozens of various messages,
dependent on target group, seems to be of little interest.
You can own a trademark, register and perhaps renew
it every fifth or tenth year. You can make the letters rounder
or thinner, print it in red instead of blue.
But you cannot own or register the brand. The brand
is only in peoples’ minds. This is where reflections and
associations are formed – and this is where one determines
whether a company is positive or, heaven forbid, negative.
Mr. Gad formulates it as follows: Branding means
creating a strong energy flow that is consolidated into a
uniform message. It should capture everyone and no one
should doubt what the company stands for and what its
mission is.
Working with branding is hardly one-dimensional.
Mr. Gad is involved with several dimensions:
   shows how a product
can stand out as being smarter or more comfortable than
that of the competitors. Nike, in its marketing, has long
promoted its invention of the air cushion. Its functional
dimension provides advantages, but this is not enough to
be the best in its class, Mr. Gad says.
   of a brand name says less of
the individual product than of the buyer of the product.
The social dimension expresses the consumer’s values.
People who buy a Rolex watch want to demonstrate success
and be included in the world of the successful.
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   involves mainly how a brand
name can get people to cross a threshold and do something
about their situation. But what they accomplish can vary
from person to person. Nike’s challenge “Just do it”
encompasses the mental dimension.
  , finally, hits the consumers’
heart. This is a matter of right and wrong, good or evil.
Those who like a brand name feel they are participants in
something that is good for mankind. In buying the product
they are also doing a good deed. Here, The Body Shop is
the absolutely best example.

Strong brand names have almost replaced people’s traditional
form of identity. It is less important in which village a person
was born and raised, the school he or she attended as teenager,
the college or university and the first job. Only after then
are milestones counted. Just saying that you work for IBM
or Ericsson is generally enough. Quite soon the new success
companies will place you in the same category. If you are
with Framfab or Icon in Sweden, or with QXL or Virgin
in England, you will have a identifiable status and position.
Here, together with the new entrepreneurs and their customers, is where Mr. Gad wants to build up strong brand names.
“There is no better recruiting weapon,” he says. “Companies with strong brand names need not pay as much as
less successful competitors. Expectations and status replace
part of wages. Look at Ericsson: how many times didn’t you
read how their engineers complained about low salaries?

But interesting jobs and now various forms of options are
more important, and criticism has stopped.
“Therefore, it is so very important for the new
companies to quickly secure their own DNA-code – one
that differentiates them from the others.”
He feels that among the new Swedish IT consultants
and Web bureaus, Framfab has succeeded best. Its founder,
Jonas Birgersson, is charismatic and in a short time has made
the company both respected and surrounded by glamour.
“Birgersson has not only created a successful company,
he has also had the ability to utilize Framfab’s strong brand
name in public debates, on ground that the company has a
mission in society,” Mr. Gad explains. “Jonas Birgersson
has own interests, since Framfab owns a share of a broadband
company. But this has not been used directly against him.
He has made broadband into a democratic right for all

THE FUTUREBRANDS PROGRAM:
Present Brand Analysis.
Here, interviews are carried out with customers,
suppliers, own personnel and others, to get their
impressions of the company. This is the first step
in mapping the company’s heart.
Positioning & Brand Code.
When the interviews are completed, reports
and investigations read, it’s time for analysis.
What is the company’s specific DNA-code?

Swedes. Everyone is talking about it. Therefore, you can say
that a brand name had taken over the role of politicians.”
In the Internet world, Mr. Gad believes that the first wave
has rolled over and started to level out. Internet consultants
and Web bureaus have brought forth the visions of a New World.
“They were the evangelists,” says Mr. Gad. “They foresaw
developments and now they have a giant receipt that they
were correct. But now I believe it is time for the second
wave. Web bureaus have been out to customers who want
more and more services. Can you do this or that for us? It’s
at this stage that Web bureaus seek cooperation with
specialists. This can involve computer security and database
management, but it can just as well be marketing and
creating brand names.”
It is with these expectations that Mr. Gad now moves
to London. In his briefcase is a manuscript, “The
Futurebrand Program”, which he prepared at his former
company.

Communication & Innovation Plan.
Proposal for measures that differentiate the
company from competitors, and which
create customer loyalty.
Monitor & Coaching.
An annual brand audit includes questions of how
the brand name functions and what can be improved.

In June, it will be time for the new company to get a name,
a logo, and eventually a soul with many dimensions. The
name is difficult. It cannot be generic, one that could be
adopted as a regular word, such as Vespa, Xerox-copy or
“Lets-buy-it”, the name of a Swedish e-trading company.
“Nor should a name be too narrow or one that blocks
out other activities,” says Mr. Gad. “I don’t think anyone
would include ‘bank’ in the name of a company today. This
would only hinder expansion.”
His company will have a “Future Brand” name.
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