BACK IN TIME

The reinvention
Back in 2007 the marketplace for small
digital TV channels was becoming
increasingly complex. The explosion of
channel choice (over 470!), along with
the arrival of on-demand services, was
making channel growth intensely difficult
to achieve. uktvG2 was a minor player
comprised almost entirely of repeats,
with no resources to buy new shows
and in danger of being passed over and
never watched.
uktv’s core objective was to increase
the number of 16-44 year old men
watching the network. Following a
strategic review of the business, the
company identified an opportunity for
growth by reaching out to this lucrative
target audience through Freeview,
replacing uktv History’s Freeview slot
with uktvG2. A straight swap would have
naturally grown their audience, but the
review identified some significant issues
such as virtual invisibility and a confusing
name, that would stop the opportunity
being maximised and probably lead only
to a short term ‘hit’.
It was clear from research that the
programmes featured on the channel
were strong – with viewers loving their
content and the ‘intelligent and irreverent
humour’ they shared – but the channel
was weak. If they wanted to make a
splash, they were going to have to work
extremely hard. In a brave move, uktv
and their appointed agency Red Bee

Media identified how a strong design
could play a powerful role in helping
viewers navigate the congested TV
landscape by signalling what they
stood for. They were clear that they
needed to think longer-term; that they
needed to create a distinct, personality
viewers could instantly recognise. They
needed a brand.
Overturning conventions for traditional
network branding, they set out a strategy
to be more than just a channel – it was a
‘place’ to spend time with very funny men
like Stephen Fry and Paul Merton – a
surrogate, if you like, for being down the
pub with their amusing mates. It would
be the ‘home of witty banter’.
First, the decision was made that
the uktv name needed to go, and,
furthermore, letters and numerals were
to be avoided when choosing a new
one. For real stand out and personality
a name that engendered passion was
required. And ‘Dave’ was just that. It
treated the channel as a friend and it
gave that friend personality. What’s more,
no other channels had called themselves
a Christian name, ever. The creative
invention came straight out of the insight
– rather than present ‘Dave’ the person,
they would present him as a ‘location’,
with tone playing a critical role in
communicating and reflecting the nature
of their content – more ‘Stephen Fry’,
less ‘Bernard Manning’.

And so the world of Dave was born.
Engaging viewers with unusual situations
and stories. Oil paintings, gilt frames,
stuffed giraffes and zebras all helped to
create a highly peculiar sense of place
and introduced to the public an utterly
compelling, adventurous, unique and
ever-evolving brand. A brand that people
became such passionate advocates
of, that when surveyed, 53% of adults
claimed to watch the channel weekly
– a 100% overstatement of the actual
weekly reach of 25%.

HOW TO GET AHEAD IN

BRANDING

Over seven years later, with the
brand embedded at the very heart
of the business and permeated
throughout, the channel continues
to thrive. As Simon Michaelides
concludes of today’s ‘Dave’, “by
constantly galvanising around a shared
understanding of the brand identity,
we collaborate to draw together the
various parts, from the programming
and the on-air look and feel, to the
marketing communications, and wider
activities such as Dave’s Leicester
Comedy Festival and our award winning
podcasts. Dave’s business performance
is not only a sign of its strength as a
brand, but is also a measure of how
hard our external partners, and the
various functions within our business,
work together to build that brand.”
Dave – DBA Design Effectiveness Awards
Grand Prix winner 2008.

Rip Roaring facts
Joint number

1 non-terrestrial channel amongst their target audience within 5 months

35% increase in audience share in just one month
8 million additional viewers were added in only 3 months
£4.5 million profit delivered in 6 months (growing from the 5th to 2nd most profitable
channel in uktv portfolio)
People have become such passionate advocates of Dave that when surveyed:

53% of adults claimed to watch the channel weekly
The actual weekly reach is
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25% – a 100% overstatement

Turn off your phone, think big, fulfil
your promises and look after your
people: succeeding in the world of
branding is easy if you follow these
simple rules, argues Nick Liddell
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#11 Give people the opportunity
to disappoint you

#4 It’s better to beg forgiveness
than ask permission
An idea can only be considered great once it has succeeded. Until
then, you’ll find there are dozens of reasons why an idea might fail.
And relatively few compelling reasons for why it might succeed. If you’re
smart and you have a solid basis for believing in what you’re doing, then
I’d suggest you go for it. If things don’t go as planned then apologise
without hesitation, without reserve and without complaint. Then review
rules 11 and 8 in that order.

#5 There is such a thing as a bad idea
#1 Do what you say you will
Nobody will work with you unless they feel they can trust you. And
nothing erodes trust quicker than failing to deliver on a promise. It’s a
boring place to start, but this means noting down every commitment
you make, setting a deadline and then delivering to it. Unless you can
master this basic rule, there is little point even reading what follows,
because you’ll be too busy looking for your next job.

#2 Don’t box yourself in
Many people seem to think of themselves in either/or terms: analytical
or creative; visual or verbal; left-brain or rightbrain; intuitive or
judgemental; introvert or extrovert. Really great consultants are all of
these. They are analytical and creative, capable of communicating
through visuals as well as verbally. Unless you have a doctor’s note that
says otherwise, you’re probably capable of whole brain thinking and
feeling. Deciding that you’re left-brain or right-brain is simply selling
yourself short.

#3 You are what you eat
Moving seamlessly from numbers to ideas to words to images requires
a balanced diet of material. If you struggle with numeracy, spend more
time looking for stories in the profit & loss accounts of businesses you
find interesting. If you don’t feel comfortable with your level of visual
literacy, read Paul Rand or Milton Glaser; read graphic novels. If you
struggle to come up with ideas then visit museums and galleries. Open
your eyes to the world around you. One of the great things about being
a brand consultant is that we are constantly surrounded by relevant
stimulus. And we travel frequently. We are never short of opportunities
to appreciate the cultural, creative and commercial value that
brands inspire.
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It’s absurd to suggest otherwise. And it’s your job to tell the difference
between bad and good. So think deeply about this distinction and learn
to critique your own work. Keep what works. Fix what’s broken. Most
people will be too polite to tell you the truth about your work, so don’t
rely on them to do so.

#6 Look after the talent
At some point in your career you may be given a team to manage.
You’ll be tempted to think that the members of your team work for you,
but the opposite is true: you work for them. Your success will depend
entirely on the extent to which they feel respected and inspired by you.
You won’t be able to progress in your career unless they can step up
and fill the gap you leave behind. That’s why it’s important to recruit
people you think are better than you and to do everything you can to
hold on to them. Because trying to replace great people is one of the
most soul-destroying, time-consuming and expensive jobs you will
ever undertake. And if you’re not a manager yet, enjoy the freedom
while it lasts.

#7 Always ask what you could have done better
One of the things I love about brand consultancy is that you could work
for a hundred years and still have plenty to learn. Fifteen years in to my
career, I feel like I’m just getting started. Your ability to learn is directly
proportional to the number of times you ask, “What could I have done
better?” At first, people will laugh at you for repeating the question after
every pitch, briefing, debrief, or seminar. But over time, they will begin
to ask the same question themselves. It’s not a sign of paranoia. It
demonstrates that you’ve got the confidence to accept you’re not perfect
and the desire to improve.

#8 Worry about the big stuff first,
then take care of the detail
Great brand strategy involves adopting a strong point of view about the
future and how you intend to make it better. It should be expansive
and imaginative. This is what motivates people to turn strategy into
reality. But strategy isn’t a purely intellectual exercise; it should also
be practical. Grand visions don’t count for anything if they can’t be
delivered profitably. A good brand strategist reconciles the big picture
with the little picture. This also applies to the way you present your
work: typos, pixelated images, poor alignment, missing page numbers
and sloppy delivery can critically undermine the quality of your thinking
in the eyes of your colleagues and your clients. Read your work before
sharing it with others. Rehearse before you present.

One of the benefits of switching off your phone while you’re on holiday is
that it gives the people you work with an opportunity to step-up in your
absence. It’s very possible they might screw things up. But it’s also
possible that they will positively surprise you. Brand consultants are
supposed to be problem solvers. This is why one of the worst mistakes
that managers can make is to try to fix everything for the people who
work with them. One of my favourite line managers would respond to
any request for help from his team with the same question, “Before I
help you, can you tell me what steps you’ve taken to fix this problem
yourself?” At first, I assumed he was lazy. Perhaps he was. But I quickly
realised that I was capable of solving most of my problems without his
help. This is the flipside of delegation, which is one of the hardest things
we have to learn to do as we become more senior.

#12 Develop an allergy to compromise
We can’t tell clients anything they don’t already know about their
business. The value we bring is in applying insight from one category
to another. The sheer number of businesses, markets and industries
consultants are exposed to gives us a fantastic opportunity to lend a
breadth of perspective to a client’s problem. We exist to challenge our
clients to see things differently. This is the value we bring. It’s (another)
one of the reasons why being a brand consultant is so interesting. To
quote the Financial Times, “In the ping pong [of discussion], you need
the pong.” We’re not here to start arguments or fights, but we are here
to help people go to places they wouldn’t have reached on their own.
Compromise is the enemy of challenge. Being open to criticism can
improve your work immeasurably. Being open to compromise dilutes the
quality of your ideas, devalues the quality of your work, and defeats the
point of your chosen profession.
Nick Liddell is Strategy Director, Dragon Rouge

#9 Take it personally
This is the advice my first boss ever gave to me: you’re going to spend
most of your waking adult life at work; if you don’t take it personally then
you’ll die a little every day. He was right. If you love your job, you’ll pour
a lot of your heart and soul into it. It’s absolutely right that you should
take it personally. That doesn’t mean that you shouldn’t be able to
critique your work or to receive criticism from others. You should be able
to bask in the glory of a job well done. But you should also embrace the
bitter sting of failure; it’s what helps you grow up.

#10 Nobody dies
Sticking with the subject of failure, it’s inevitable that at some point
you’re going to screw something up. Someone will shout at you. They
might threaten to fire you and you might deserve it. But one of the many
wonderful things about brand consultancy is that nobody dies. You’ll
find that few situations are beyond your ability to redeem. This also
means that you don’t have to feel guilty about switching off your phone
for the weekend, during your summer holiday or on your daughter’s
birthday. It doesn’t kill anybody in brand consultancy to take a break
once in a while.
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