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GOOD BRANDS
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From Factory to Family Room
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In Practice

Virginia Slims | You've Come A Long Way Baby
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In Practice

Tide | The Red, Roaring Lion
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tarbucks | What Is The Story?




6Wa¢z Speaks

The Brand Historian

Decoding Hlstory s Greatest
Brand Stories & Helping
You Write The Next

For Post-Talk
Resources,

ISCHIRAGSPEAKS? =&t

The Brand Historian & Award-Winning
TV Persondlity, Keynote Speaker, & Digital Creator

As Seen On
?OSSE . e 75,000"‘ Followers
BBVA Across Socidal Media
Google gy ﬂshop:fy HubSpot -
NTEA MOV T[] ARMANI 35M+ Views Across
Platforms
Chirag@ChiragSpeaks.com Bl S G b LA b s s Ll gl et Ll B




ALLTRADEMARKS, LOGOS AND BRAND NAMES ARETHE
PROPERTY OF THEIRRESPECTIVE OWNERS. THISISNOT
MEANTTOIMPLY ANY RELATIONSHIP.STRICTLYUSEDINA
FAIRUSE, EDUCATIONALCOMMENTARY.

ALLVIEWPOINTS AND STATEMENTS AREMY OWN PERSONAL
RESEARCH & OPINION.THEY DONOT REFLECT THAT OF ANY
OF MY EMPLOYERS & | WILLNOTBESHARING ANYTHINGTHAT
ISNOTALREADY PUBLICINFORMATION.
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MANUFACTURERS
MARKETERS
DESIGNERS
Are You? RETAIL WHISPERERS
INTERNAL

CHANGEMAKERS
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In Practice

A Bed & Two Chairs | The Story

- g, Tieied gz, sz,
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In Practice

A Bed & Two Chairs | The Story

- g, Tieied gz, sz,
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In Practice

A Bed & Two Chairs | The Story

- g, Tieied gz, sz,

[honet No. 74

{,mfﬁesf'&mé Chaker
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Chirag@ChiragSpeaks.com meant to imply any relationship. Strictly used in a fair use, educational commentary.







THE WORLD
CHANGES FAST

The re-alignment of global s
fottesand supply chains n Global Re-Alignment

: : All trademarks, logos and brand names are the property of their respective owners. This is not
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THE WORLD
CHANGES FAST

The re-alignment of global s

routes and supply chains n Global Re-Alignment
The emerging K-economy, .
conscious consumerism, & n Consumer Behaviors

dupe culture
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THE WORLD
CHANGES FAST

The re-alignment of global s
fottesand supply chains n Global Re-Alignment

The emerging K-economy, .
conscious consumerism, & n Consumer Behaviors
dupe culture
Everyone'’s favorite keywords:
Al Machine Learning, Etc TeChnOIOQY
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THEISSUE
ISNOT
CHANGE, IT'S

NOISE
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... House
" Rules
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Shopify ==
Masters

Ten Years of Studio McGee

with Syd & Shea
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SOWENEEDTOGET
CLEARER.

ECHOES .
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A Decade Exploring

The Fuhdamental Question

THE BRAN C ITY

WILL I BE

REMEMBERED?

Chirag@ChiragSpeaks.com




A Decade Exploring .
The Fundamental Question

THEBRANDCLARITY
FRAMEWQRK

WILL THEY REMEMBER
THE PURPOSE OF

THECAMPAIGN?

Chirag@ChiragSpeaks.com




A Decade Exploring

The Fuhdamental Question

THEBRANDCLARITY
FRAMEWQRK

WILL THEY REMEMBER
THEIMPORTANCE

OF THEINSIGHT?

Chirag@ChiragSpeaks.com




A Decade Exploring

The Fuhdamental Question

THEBRAN RITY
FRAMEWQRK

WILL THEY REMEMBER
THECRAFT, THE

JOINERY?




A Decade Exploring .
The Fundamental Question

THEBRAN RITY
FRAMEWQRK

WILL THEY REMEMBER
THE PURPOSE OF

THIS WOOD OR
FABRIC?




A Decade Exploring .
The Fundamental Question

THEBRAN RITY
FRAMEWQRK

WILL THEY REMEMBER
THESTORY OF THE

SUPPLIER?




A Decade Exploring

The Fuhdamental Question

THEBRAN RITY
FRAMEWQRK

WILL THEY REMEMBER
US BETWEEN

PURCHASES?




A Decade Exploring

The Fuhdamental Question

THEBRAN RITY
FRAMEWQRK

WILL THEY REMEMBER
US WHEN THE

LABEL CHANGES?
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A CLASSIC & TIMELESS

Tables with Enduring Appeal

Caudill Solid Wood Trestle Dining Table Solid Wood Base Dining Table for
with Butterfly Leaf Extension Everyday Gatherings

This table's clean silhouette is built for both style and

Create a warm gathering spot with this inviting solid wood
function. Its solid wood trestle base provides a classic table. Its sturdy base and clean-lined frame provide a
sturdy foundation, while the butterfly leaf extension lets perfect, understated foundation for shared meals and

you effortlessly adjust the seating for dinner parties or cherished moments, grounding your dining setup with a
holiday feasts, making it a versatile centerpiece for any classic silhouette that adapts to everyday use

dining space

BUY ON AMAZON
-
?g BUY ON AMAZON
F

=
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A Fundamental Need

The Belonging

INTIMES OF UNCERTAINTY,

WE LOOK
EXTERNALLY
FORBELONGING

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlypusgd iI)l/CI fair use, gducutionul commentary.




A Fundamental Need

The Belonging
AN IN TIMES OF UNCERTAINTY,

WE LOOK
EXTERNALLY
FORBELONGING

n Invitation Totem

a Ritual

a Shared Language

n Anticipation
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THEVALUEOF A
STORYLIESIN
WHETHERITIS

REPEATE

All trademarks, logos and brand names are the property of their respective owners. This is not
meant to imply any relationship. Strictly used in a fair use, educational commentary.
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THE AUTHORS OF OUR
NEXTSTORIES
MUST BE

property of their res owners. This is not
y used in a fair use, al commentary.
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1. THE QUESTION?

Why should younger, single
people come to Vegas?

2.THE MESSAGE

We're Sin City & not just for
families

3.THE ECHO

What Happens In Vegas, Stays
In Vegas

4.THE STORY

Man gets to Heaven & his
weekend is missing

All trademarks, logos and brand names are the property of their respective owners. This is
not meant to imply any relationship. Strictly used in a fair use, educational commmentary.




céﬂ‘dﬁz Speaks

THE BRAN RITY
FRAMEWQRK

“.. lwant to be clearly known
for something...”

n Key Brand Echoes

“... get people interested &
engaged in what I'm doing...”

a 8 Brand Resonance Story Types

“.. Build long term loyalty &
relationships...”

a The Brand Curiosity Theory

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.




UNICEF | For Every Child

unicef &

Office of Research-Innocenti

UNICEF Innocenti:

For Every Child, :
Vaccination F0r Every Chlld,

Answers

for every child, every right
The Convention on the Rights of
the Child at a crossroads




Midea | Can | Please SEE You Do It?

@rohanreid7588 2 years ag

This "installation video™ is basically a dude in a Midea shirt, long-windedly telling customers, “You're on your own!”

b 2 G Repy




In Practice

Lufthansa | Rubber Duckies For The Wealthy
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: : All trademarks, logos and brand names are the property of their respective owners. This is not
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In Practice

TD Bank | This Is Our Chair

ALL BANKS LOOK
AFTER YOUR MONEY.

THE QUESTION IS,
HOW WELL DO THEY
LOOK AFTER YOU ?

Al T Camacta Trst we want 1o make hank g comforable the way, We're huikling & betier bank for you = o that you

toome. Oux goal is 10 deliver the foel ot cane evory time you siop isle @ branch, go online
pick up the phose of wse & hank machine. If
wondered whit (s Hke 10 have & bank los

% W Ve made, CVER MR AT on womg W TD Camada Tras, Banking con be thi

EAE SAT RNEE ww tdcansdairust com

: : Il trademarks, logos and Brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com E Canada Trust meant tc(“;'j imply p*y relationship. Strictl\? usgd m a fair use, gducationql commentary.
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Mastercard | Priceless

SPENDING YOUR SHARING YOUR

NIGHT MAKING HERS: SECOND LOVE

PRICELESS WITH YOUR FIRST:
PRICELESS

Lee M. Cardholder




De Beers | A Diomond Is Forever
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In Practice

Nike | De Lo Mio

All trademarks, logos and brand names are the property of their respective owners. This is not
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Chirag@ChiragSpeaks.com meant to imply any relationship. Strictly used in a fair use, educational commentary.




In Practice

Japanese Bullet Train | Kingfisher

All tr uc*ammks logos and brand names are t c )rozae,tvo“hen eeme’cr‘.ﬁ: owners. This is not
)

~hir PChiragSpeaks.com 3
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Guinness | The Two Minute Pour

GOOD THINGS COME TO THOSE WHO...
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SONY| TRINITRON COLOR




In Practice

Emma Chamberlain | The Influencer Connect

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.
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Chirag Speaks, The Brand Historian
Brand Clarity Framework

n Who You Are n Whatls It?

B} whatYouDbo B} TheHighlight

a What They Think a The Opinion

n The Trigger (??? n The Action

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tg imply any relationship. Strictl\ﬁ) usgd |tr\1( a fair use, Elzoducqtionul commentary.




6%11‘472 Speaks

IF YOU WILLBE REDUCED
TO AFEW WORDS,

SHOULDN'TTHEY BE
YOURS?

For Post-Talk REMEM BER

Resources,

Scan Here o Keep It Simple

o Keep It Consistent
° Keep It Audited

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.
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GOOD BRANDS
DON'T WHISPER
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céﬂ‘dﬁz Speaks

THE BRAN RITY
FRAMEWQRK

“.. lwant to be clearly known
for something...”

n Key Brand Echoes

“... get people interested &
engaged in what I'm doing...”

a 8 Brand Resonance Story Types

“.. Build long term loyalty &
relationships...”

a The Brand Curiosity Theory

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.




Géwaqz‘ Speaks Foﬁgg%%:%
8 BRAND RESONANCE
STORYTYPES

S

=N
Answers "who are you?" PR Peal Answers "is this for me?”

Answers "where are you
headed?" _

/,a 'I 4 / |
Answers "who vouches for

you?"/ 7

Answers "do we stand for
the same things?”

Answers “can | trust you?"

Answers "why you and no

\ Answers "what am | joining?"
one else?

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlfus@d it%’ a fair use, gducutionql commentary.




Géwaqz‘ Speaks Foﬁgg%%:%
8 BRAND RESONANCE
STORYTYPES

S

= N
Audience Who lives with it, and what
are they really buying?

Where the piece began.

Where is the line goin
Why does this piece exist? : going

next, and why?

What does this piece say
about what you refuse to
compromise?

Whose hands are in this [
besides yours? y 7

How does this tie into the
broader world & society?

The house lore. Named
pieces, marks, the rules only
your people know?

What is the piece? Why this
one over the one beside it?

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlfus@d it%’ a fair use, gducutionql commentary.




In Practice

Beauty Blender | From The Sets of Hollywood

Societal

&%

N

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tc(“;'j imply any relationship. Strictl\? usgd m a fair use, gducationql commentary.




In Practice

Levi's | America’s Cowboy Myth

LEVIS

OVERALL

RUGGED as the

men who wear em!

GO TO YOUR RODEO-AMERICA

Societal

&2

N

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.




In Practice

Thai Food | A Million Small Tables

SIGNATURE

AWARD

‘MA R D FOR AUTHENTIC THAI CUISINE

com

CASUAL

FOR AUTHENTIC THAI CUISINE
-~
o~

L
L

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant td imply any relationship. Strictlyrf)usgd ‘i?l a fair use, gduccationql commentary.
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In Practice

ntel | It's What's Inside...

@ & &
' How to spot the very best PCs.

| s| ~'—" ' y T
& ‘nfel. (s

r\SIde

"ﬂld‘

ntel
INSIDe

| e

It’s the new look.

The Pentium® Il processor for a whole new style of computing.

Intel's cnginéers have done it again. Their latest  been designed with new architectural features, plus
1: design, the Pentium” 11 processor is unlike  MMX™ media enhancement technology. Now, enhand
l“ Ma. anything you've ever seen—from its unique  your favorite photos or making a video phone call o

package 1o the amazing effect it hason your  PC is betler than ever. The Pentium 11 processor. You

m.r!tm'.r! Tl multimedia applications. That's because it's  bove what it docs for your image. [ o wwwintel cam/g

1 intel.

The Compuer Inside

 What the bigatraction?

o Pt on s P B g
S © S SN ————




In Practice

Pots & Pans | What's The Story?

Societal

&%

N

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tg imply any relationship. Stricti\ﬁ) uslgd itr‘; a fair use, gducatioan commentary.




In Practice

Same Product | Different Category

%

TOGETHER WE'LL | oo

l,'f\\ END EXPLOITATION | .
I S TN COCOA P ke

let’s get into it

Societal

98

Chirag@ChiragSpeaks.com All trademarks, logos and brand names are the property of their respective owners. This is not

meant to imply any relationship. Strictly used in a fair use, educational commentary.




In Practice

Febreze | 7 Smelly Cats

Societal

&%

N

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tg imply any relationship. Stricti\? usgd itr‘; a fair use, gducatioan commentary.




In Practice

IKEA | Stories On Stories On Stories

r
£
m
7
9
{
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)

. BUYWITH . __
" YOURTIME . ._

.-

BOLA supersiones tend to be located far from city centers. So along with openng a second store
. P e e g
o o= e

i Dubal, we ats0 gave famsiies 3 BigRer INCentive to Mmake U1grs 10 IKEA. We offered 10 Comven
10 Lime thay SPEnt 00 IR Foad Mo MOnEy, whidh Ihey Could Use 10 Buy IEA peoduty.

716.800 = 7105

=
- [ &

)
Audience S
e ] s
and brand nfimes are the ,roperjcy of their respective owners. This is not

. — HHH : y Wﬂmrksa 50\' ! . l . >
: meant to Iy any relationship. Strictly'used in a fair use, educational commentary.

Chirag@ChiragSpeaks.com




IKEA | Stories On Stories On Stories

N
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Supporting first steps @

| | NODMAST

Peeing on this ad €149
may change your life \ \

This ad is also a pregnancy test. Pee

€ 0,00000063

& €0,000000018 per jump for joy
peronce UL ona time

[ ———

IKEA




YOUCOMEFROMA
LINEOF

STORYTELLERS,

for-

. . All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant to imply afy relationship. Strictly used in a fair use, educational commentary.




G’AMMZ Speaks

8 BRAND RESONANCE

STORYTYPES

Answers "who are you?"

Answers “can | trust you?"

Answers "why you and no
one else?"

Chirag@ChiragSpeaks.com

Answers "where are you |
headed?"’

Answers "is this for me?"

Answers "do we stand for
the same things?”

Societal

you?"

Answers "what am | joining?"

All trademarks, logos and brand names are the property of their respective owners. This is not
meant t6 imply any relationship. Strictly used in a fair use, educational commentary.




Géwaqz‘ Speaks Foﬁgg%%:%
8 BRAND RESONANCE
STORYTYPES

S

= N
Audience Who lives with it, and what
are they really buying?

Where the piece began.

Where is the line goin
Why does this piece exist? : going

next, and why?

What does this piece say
about what you refuse to
compromise?

Whose hands are in this [
besides yours? y 7

How does this tie into the
broader world & society?

The house lore. Named
pieces, marks, the rules only
your people know?

What is the piece? Why this
one over the one beside it?

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlfus@d it%’ a fair use, gducutionql commentary.




DIRECTION & ALIGNMENT
COMEFROMOUR

CONFIDENCE

DOCS

n 500 Words In Your Language

a Peppered With Your Echoes

a Packaged For The Moments

verty of thei

ad in a fair

vhers. This is not

al commentary.
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céﬂ‘dﬁz Speaks

THE BRAN RITY
FRAMEWQRK

“.. lwant to be clearly known
for something...”

n Key Brand Echoes

“... get people interested &
engaged in what I'm doing...”

a 8 Brand Resonance Story Types

“.. Build long term loyalty &
relationships...”

a The Brand Curiosity Theory

: : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tgimply any relationship. Strictlyrfjus%d 'i—%/ a fair use, gducutionql commentary.




Chirag Speaks, The Brand Historian

Brand Clarity
6»41/’4:42 Speaks !
THEBRAND 5

CURIOSITY THEORY
“What are the key steps between
e cnd FY gl n Map the Journey
“What would people want to know . .
aiF Ecieh. peTtita” a Identify the Questions at Each Stage
“How can | answer the question but Develop Staae Settina Answers
set up the next one?” P 9 9

“Where are people getting stuck or I
what an | hearing? n The Brand Curiosity Theory

. : All trademarks, logos and brand names are the property of their respective owners. This is not
Chirag@ChiragSpeaks.com meant tc? imply any relationship. Strlcti\}3 usgd m a fair use, gducut;onqi commentary.




6’%”67%’ Speaks

GOOD BRANDS
DON'T WHISPER

Chirag@ChiragSpeaks.com




6%1/'6@'2 Speaks

THEWORLDIS
CHANGING &
GETTING NOISIER.

THOSETHAT THRIVE, LEARNTO
SLOW DOWNFOR:

WHATIS THESTORY?

\_




géﬂ"d% Speaks

- VIEW YOURDESIGNS, MATERIALS, AND DISTRIBUTION
= AS OPPORTUNITIES FOR STORIES TO BETOLD

EITHERYOURS TO THEM,
ORTHEIRSTO OTHERS

y—p e e ﬁ’fﬂ

For Post-Talk
Resources,
Scan Here

All tr uc*ammks logos and brand names are the property of their respective owners. This is not

meant tG imply any relationship. .f.'tz ic tly used in a fair use, educational corr mentary.
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6AUW¢'Z Speaks

URSTORY WILLBE
ITTEN, LET ITBE
BY YOURPEN

.

All trademarks, logos and brand names are the property of their respective owners. This is not

Chirag@ChiragSpeaks.com meant to imply any relationship. Strictly used in a fair use, educational commentary.




GOOD BRANDS {
DON'T WHISPER

TheBrand & = Chirag @ChiragSpeaks.com

Socials

For Post-Talk
Resources,
ScanHere
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