
[Why brands need both to thrive | 

S uccessful brands build a long term 
relat ionship with consumers . Like 
all relationships, this has to be nur -

— tured and built over t ime. A rela­
t ionship taken for granted will 
soon lose its cha rm and the bond 

will wi ther away. Exci tement keeps a rela­
t ionship alive; trust binds it for the long haul . 
The two together keep the relationship thriv­
ing. Lose any one of the two and the rela­

t ionship is strained if not 
soured. 

A brand that excites 
but lacks the bond of 
trust will fail t he test of 
a relat ionship. Wi thou t 
trust, all the exci tement 
will be seen as din that 
diverts a t tent ion from 

the lack of a basic val­
ue. On the o the r 
hand, a brand 
that enjoys trust 
but fails to excite 
in these t imes 
runs the risk of 
becoming dull, 

even boring, 
and fading 
out of the 
mind of the 
c o n s u m e r . 
Tata, al­
t hough a late 
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en t r an t into the car segment , has been suc­
cessful in launching various models leverag­
ing the trust enjoyed by the Tata b rand while 
creating exci tement a round the innova t ion , 
be it t he Indica or the Nano! Whi le at the 
same t ime o ther established Indian car mak­
ers w h o enjoyed high trust have laded into 
oblivion. Trust a lone cannot rescue a b rand 
that is seen as jaded. 

However, the re are m a n y examples of 
b rands that lived by exci tement a lone and 
fell by the wayside because they never deliv­
ered trust . Akai became a h o u s e h o l d n a m e 
because of its penet ra t ion pricing strategy 
and delivered a high level of exc i tement . But 
the b rand soon suffered because it fell short 
on delivering the expected quality and there­
fore was seen as having violated trust. 

In today ' s world of instant messaging , 
T20 thrills and fast lifestyles, e x c i t e m e n t 
can cut t h r o u g h the clutter, he lp negot ia te 
in fo rmat ion over load and a l low b rands to 
win m i n d s h a r e . So exc i t ement is a legiti­
m a t e and required goal to k e e p t h e b r a n d 
buzzing in a c rowded marke tp l ace . 
Lifebuoy is an e x a m p l e of a b rand that has 
built e x c i t e m e n t and del ivered va lue wi th 
trust . From a carbolic soap, it m o r p h e d in to 
a toilet soap and then went on to offer m a n y 
var iants and formats that appealed to differ­
en t sets of people . The p romise of Lifebuoy 
has similarly evolved from a s imple ' ge rm 
kill' p ropos i t ion o n e that reflects h o p e and 
na t iona l pr ide: 'Heal thy Hoga H indus t an ' . 

T h r o u g h its p ioneer ing 
init iat ive — Lifebuoy 
Swas thya C h e t n a — t h e 
b r a n d w o r k s at raising 

s t a n d a r d s of rural hea l th and hyg i ene and 
del iver <?n its p romise of a hea l t hy Hindus­
tan . Bot h t h e product a n d its p romise h a v e 
kept up w i th the chang ing social con tex t 
and the chang ing aspira t ions . 

It follows that successful b rands must de­
liver tru«i and exci tement and keep investing 
in both if the success is to be sustainable . 
Howeve r, no two attribtites can be as dissim­
ilar. Exc i tement is fleeting; t rust is lasting. 
Exci tement can be created; trust mus t be 
earned. A n d the challenge before marke te r s 
is to del iver exci tement in a m a n n e r that 
does not violate trust, but e n h a n c e s it. 

At its core, exc i tement is about offering 
c o n s u m e r s someth ing beyond t h e ord inary 
or t h e expected, an e lement of pleasant sur­
prise tha t delivers value, r enews interest and 
attracts a t ten t ion . As c o n s u m e r s seek ou t 
newer exper iences and the half life of excite­
m e n t ilsiell d iminishes , marke te rs are u n d e r 
in tense pressure to keep the buzz going. 
Overall, the impor tance of the "exci tement 
quo t i en t " in building, sustaining and grow­
ing b r a n d s is well accepted. 

Yet, e x c i t e m e n t can be a d o u b l e - e d g e d 
sword . T h e r e r e m a i n s a fine dividing l ine 
be tween! a p ropos i t ion tha t d r ama t i s e s 
ideas anfd del ivers a t t e n t i o n and t h e o n e 
tha t draimatises p romises tha t c a n n o t or 
will not be kept . The d r ama t i s a t i on of an 
idea cart he lp cut t h r o u g h t h e c lu t te r be ­
cause c o n s u m e r s u n d e r s t a n d it as legiti­
m a t e c rea t ive license to p r o m o t e an inhe r ­
ent v a l u e . But w h e n this crea t ive l icense is 
s t r e t c h e d to offer p romises t ha t bo rde r on 
the u n t r ' u t h , the e x c i t e m e n t fails a n d t h e 
b r a n d viola tes t rust . 

The adver t i s ing for Axe d e o d o r a n t s seeks 
to build exc i t emen t a r o u n d t h e b r a n d by 
selling t h e idea of f ragrance tha t is a t t r ac ­
tive. So w o m e n are seen r u n n i n g a r o u n d a 
m a n u s i n g Axe. C o n s u m e r s u n d e r s t a n d 
tha t this is d rama t i sa t ion of a message tha t 
p r o m o t e ^ t h e p roper t i es of t h e d e o d o r a n t , 
and will not decode it literally. Such excite­
m e n t is p a n of the legi t imate creat ive li­
cense tc> cut t h r o u g h the c lu t te r and be 
seen, h e a r d and r e m e m b e r e d . 

However , if in the garb of creativity, the 

message starts to put forth proposit ions that 
are decoded as promises that the brand fails to 
deliver, consumers will punish the brand 
bard. This is where trust is violated. A fleeting 
emot ion violates a lasting bond . Long term 
value is traded for short te rm gain. Such ex­
ci tement would have reduced the b rand 
ra ther than enhanced it in the eyes of the 
consumer . The more brands start falling prey 
to t h e tempta t ion of offering promises that 
they are unable or unwil l ing to deliver, the 
more w e risk devaluing not jusl the brand but 
the very credibility of the process of exciting 
consumers and winning their a t tent ion. 

If c o n s u m e r s are regular ly ft%i on a diet of 
p romises that b rands fail to live up to, t h e n 
t h e en t i r e c o n s u m i n g class will t e t d to dis­
bel ieve all adver t ised propos i t ions . That 
e v e n t u a l l y imperi ls bo th legs of the rela­
t ionsh ip — trust as well as exc i t emen t — 
and can b e c o m e a des t royer of b rands . 
Google s tands out as a b r a n d that marr ies 
t rust and exc i t emen t r a the r well . The prod­
uct is built ent i re ly on trust and has consis­
tent ly excited cus tomer s w i th n e w e r offer­
ings tha t are re levant and fit in to the wor ld 
of ins tan t t r ansac t ions . As the c o m p a n y 
proclaims: 'It is a core va lue for Google that 
the re be n o compromis ing of the integrity of 
o u r resul t s . We n e v e r m a n i p u l a t e rank ings 
to pu t o u r pa r t ne r s h ighe r in o u r search re­
sults . ' This is t h e base on w h i c h Google has 
buil t its re la t ionsh ip w i th c o n s u m e r s . The 
i rony is tha t it's g rown so big that size is rais­
ing n e w e r issues of t rust in a s i tua t ion of 
c o m m a n d i n g marke t sha re ! 

Marketers w h o still doubt the value of 
trust will do well to r e m e m b e r that the very 
bir th of brands as a concept is rooted in trust. 
Brands have g rown out of the need for con­
sumers to trust the merchandise they 
bought . A brand was and still is bought w h e n 
it is t rus ted to supply the promised and ex­
pected product - t ime after t ime. So trust is a 
perennia l r equ i r emen t . Buzz and excite­
m e n t vary wi th t ime and must ride a top this 
trust, which is the inviolable base that creat­
ed brands in the first place. 
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