MORE THAN A NAME
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Kristina Dryza, Trends Consultant:
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= do you see brands che :‘JW Howwill this exress itself in reality?
the fubure? 1
In the West, brands will beoare less relevant as inportant in the caning years as it s all about
we find other meens for self- exaression. There 11 truth. Occasions are expressions of time, energy
be a focus on other  argenisations  that give us and space; whether they re famel like a
anje@ﬁﬁ, like axr family and volunteering wedding ar informel, say, meeting a girlfriend
. Brands will becare a means to an far a coffee. Brands that are comected to
—no longer will they be an end in oocasions — like food, music, stationery and
. themeelves. There s a realisation that krends Linen brands —will beoare more relevant to
| givelittle life satisfaction—that iswhatpegple  consumers  lives as they 11 be where laughter
d. ard love coaur . We 11 tum to brands that help us
cleyate the ritials of life.
What will be the relationship between 1 b
*“the custamer and thebrand? """ "~ ° HoWw'does a brand address this search for

| value systars, and live their lives acoarding to
~ those beliefs, it 11 be essier for us as cosuers
to choose, relate and huy brands that serve our
quest for a meaningful and purposeful existence.
© We know what brands fit into our world view,
- ard those that don t.
Basically consurers are getting cleverer —we
know most brands won t give us a sense of
- contentment or purpose. We won t expect a
brard to give us that eroticnal fulfilment. We 11
lock elsanhere for it.

Do you believe that people are seeking
authentipityandnea:ﬁngfmnbrands?

We re seeking authenticity and meaning fram

~ owrselves. Icsingor epp intheWest isa

| diffiqult thing to cb, but ve re starting to shift

5 a]rﬁ:u.stoperscml&ds,h)efamly,-ﬁﬂarh
and experiences, rather than material
possessions. Branded goods don t show you
love, ar help you build your charecter . There s

~ been a reinterpretation of authenticity to
sarething deeper, adttet is tmth .

truth? What does it mean for those
working in branding?

Brands dovicusly need to be truthful
thamselves. At sare point they 11

have to go back to the essence of thamselves —
what it is that they stand for and why the brand
exists.

But brands that act truthfully will be those that
incresse arr enjoyrent of life.They 11 help us live
sinply, get us back to nature and help us to
develop our character and potential. Pecple are
turning to those rare few brands that have a
human camponent.

The brand marketers need to understand that
pecple are craving freedom fram social
pressures and oonfarmity. They need to try to
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expect the brands to ke the ultimate source of
love far pecple.
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Brands will
become a means
to an engi—no
longer will they
be an end

in thamselves.
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