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Global Brands Need to Embrace Local Relevancy to Grow & Maximise Value 



 
 

 
  

 

	
	
	
	
	
	
	
	
	
	
	
	
	

Year 2017 calls for the end of global 
brands, at least as we know them. 

The future looks much more 
incomprehensible, complex and blurred, 
which requires a more granular, nuanced 
and tribal approach to designing brands 
& crafting their communication. 

Simple solutions are no longer enough. 
Simplicity needs to be applied on a 
complex level to spark relevancy and 
drive significance from bottom up. 

What does this mean for brands?

Here are the 6 key dimensions brands 
need to understand to maximise their 
value growth and boost equity in 2017.
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1
Redefining Strategy to  
Maximise Brand Value 

End of 
Global 
Planning



 
 

 
 

Future of planning  
lies in the patchwork 
approach to strategy –  
one that will allow 
global strategists to 
become more of 
sensemakers and 
curators putting  
all pieces of the  
brand puzzle  
together. 

Brands need to embrace local relevancy to 
create strong cultural footprints in markets 
around the world. This will enable them to 
stand still when the storm hits hard. 

Global planning is over. To stay nimble, 
actionable and continually build value, 
brands now need to choose an opposite 
approach. 

They need to embrace a collective of locally 
relevant strategies with the global HQs as 
an oversight to act more as a sensemaker 
and a curator putting all individual pieces 
together. It’s time to re-evaluate how we do 
strategy and see it more as an instrument of 
diversity - a patchwork of locally relevant 
meanings, rather than a top-down tool for 
brand unification. 

The future of global brand communication 
lies in local relevancy and cultural resonance 
that will allow for identification of local 
people in the cultural context of their own 
natural environments.
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2
Exhaustion of Globalised 
Communication Formats 

Crisis of 
Global 
Values



 
 

 
 The second aspect of change, which will 

undoubtedly influence global brands in 2017, 
is the downfall of global values. 

Global brands are currently facing a deep 
ideological crisis and the traditional 
communication formats are becoming 
increasingly tired and outlived. 

The universal values and homogenised 
messages of big multinational brands have 
come to the point of exhaustion, they’re no 
longer relevant to the ever-more-demanding 
consumers seeking authenticity at all costs.

This is especially true for the young 
generations and consumers in the large 
emerging markets, such as China or India, 
with a drastically different set of core 
cultural values.

This is why the growth of some most iconic 
global megabrands has now come to a point 
of stagnation at best (or a decay at worst). 
What made them so successful in the past 
stops them from retaining relevancy today. 

Relevancy has to sprout 
from bottom up – from 
the richness of stimuli in 
the local cultures back 
up to the master brand.  
 
Equity flows both ways, 
but we need to start    at 
the bottom to make sure 
there is an equity to 
begin with. 
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 Portraying clichéd images of universal 

friendliness via people holding hands, 
corporate diversity with smiling people of 
all races to signify unity, or the symbols of 
prosperity using residual codes of happy 
families standing beside a white picket 
fence, won’t heighten the sense of relevancy 
for anyone. 

Relevancy has to sprout from the bottom up 
– from the richness of stimuli in the local 
cultures back up to the master brand. 

Equity flows both ways, but we now need to 
start at the bottom to make sure there is an 
equity, to begin with. 

Starting from the top (meaning filling in 
blank artificially created mental concepts 
with physical reality) is no longer seen as 
credible. Plus it’s much easier to assign and 
appropriate meaning of things that are 
actually physically there and constitute 
the everyday fabric of our lives.

 
 



 
 

3
Rise of Authenticity & 
Diversity of Thought 

Post-truth & 
Post-Factual
Age



 
 

 
 

Post-truth doesn’t  
mean the end of the 
truth. It’s actually the 
very opposite. It’s the 
liberation of truth from 
the old rigid classes of 
polarity.  
 
The truth is naturally of  
a plural origin, it’s the 
truths, and emotions 
and instincts play  
a crucial role here. 

When ‘post-truth’ was voted the official 
word of 2016 by the Oxford Dictionary, 
many were left feeling unsettled. 

But post-truth and the post-factual age 
isn’t anything cataclysmic for brands, 
rather it’s a natural evolution of how we 
view and label reality in the post-modern 
post-capitalistic world.

Plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows 
many different interpretations such as 
‘truth is a lie repeated long enough’, 
‘truth is just an illusion’ or the downright 
cynical ‘truth doesn’t exist’. 

Truth isn’t of a binary origin, and world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, no 
longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead, because it 
failed to give us any alternatives. 

“	
 
 

When ‘post-truth’ was voted the official word 
of 2016 by the Oxford Dictionary, many were 
left feeling unsettled. But post-truth and the 
post-factual age isn’t anything cataclysmic 
for brands, rather it’s a natural evolution of 
how we view and label reality in the post-
modern post-capitalistic world.

A plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows many 
different interpretations such as ‘truth is a lie 
repeated long enough’, ‘truth is just an 
illusion’ or the downright cynical ‘truth 
doesn’t exist’. 

Truth isn’t of a binary origin, and the world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, 
no longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead because it failed 
to give us any worthy alternatives. It signifies 
a decline of the either-or proposition limiting 
our lives as well as our worldview, which for 
one is a good thing.



 
 

 
 

Post-factual age isn’t  
a victory of form over 
content, it’s actually  
the very opposite.  
 

It’s the victory of 
content (meaning),  
over the form 
(aesthetics).  

Post-Factual Age and Role of Emotions

Post-factual or post-truth does not mean 
that facts are no longer important; it means 
that dry facts and rigidity of expertise are 
no longer enough for us to make well-
rounded decisions. Emotions are coming 
back to play as they should – they’re the 
primary driving force behind how we 
assign meaning to the world around us. 

Instinct (or gut-feeling) is as important as 
the facts, and often more even important 
because it’s contextual. How we feel is 
determined by the meaning we give to 
a situation – it’s the mental signification 
of our bodily answer to a new stimulus.

This prefaces a return to authenticity, 
emotionality and trust as the key values of 
the new era, which is based more on inner 
values than external norms as a compass 
for navigation in the world around us.

“	



 
 

 
 

Authenticity simply 
means staying true  
to one’s self. 

When ‘post-truth’ was voted the official 
word of 2016 by the Oxford Dictionary, 
many were left feeling unsettled. 

But post-truth and the post-factual age 
isn’t anything cataclysmic for brands, 
rather it’s a natural evolution of how we 
view and label reality in the post-modern 
post-capitalistic world.

Plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows 
many different interpretations such as 
‘truth is a lie repeated long enough’, 
‘truth is just an illusion’ or the downright 
cynical ‘truth doesn’t exist’. 

Truth isn’t of a binary origin, and world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, no 
longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead, because it 
failed to give us any alternatives. 

“	
 
 

Brands and Authenticity

Authenticity is heavily linked to the concept 
of ‘post-truth’. But if there’s no singular truth 
anymore, what does authenticity even mean? 
It’s ever more important for brands to 
understand this since they all want to be 
authentic nowadays.

The problem with authenticity today is that 
it’s become hugely misinterpreted by the 
marketing industry. Authenticity simply 
means ‘staying true to one’s true self‘. 
Whatever the self is. 

It does not mean that brands should all be 
authentic in the same way, it means the very 
opposite – finding their own voice, their own 
expression and speaking from the place of 
honesty and integrity. For each brand, 
authenticity will undoubtedly mean 
something a bit different, and that’s ok. 

After all, they all have different values, 
different essence and DNA.



 
 

 
 

Division is just an 
illusion. We need to 
return to the real 
essence of things –  
the unity in plurality: 
The Oneness.  

“	
Authenticity Embraces Diversity

This is what we, the young generations, 
seek and what we’re accustomed to 
because authenticity – finding our own 
original voice, creating impact in the world 
and being here on the planet Earth for 
more than just pay the bills and die – 
is the purpose of our life. This is why we 
appreciate brands that can match our 
expectations for honesty, original 
expression and integrity because we strive 
for the same values in our own lives. 

So instead of designing the catchiest 
visual identities or the coolest ads, brands 
that want to cater to the new breed of 
global audiences should first withdraw, 
look inside, do the internal audit and 
find and clearly articulate their meaning. 

Authenticity is the cornerstone of diversity 
because we all are being different while 
being authentically ourselves. This is how 
authenticity creates a richness of thought 
and brings new ideas that drive innovation. 



 
 

 
 

The only constants      
we have in life are 
meaning and change. 
 
Change is the inner 
order, the ever-evolving 
nature of things. 

The entire post-factual age is only a return 
to the real essence of things, which is the 
unity in plurality: The Oneness. 

There’s nothing to fear because it’s actually 
much more in sync with the humans and our 
spiritual nature than the dehumanising black 
and white era before. It’s time for colours!

Division is just an illusion. 
We all belong to the same Source. 

This is why boundaries we had created are 
now becoming increasingly eroded and 
distorted; things are much less clear and 
more unpredictable. But in unpredictability, 
there lies the inner order - the change, the 
ever-evolving nature of things. 

What we need now is the one thing that we 
can count on, the one thing that connects it 
all together, the one thing that will always 
be there and has a constant value in time. 
And that one thing is meaning.

“	



 
 

4
The Most Understated 
Value in Business Today 

Return to 
Meaning



 
 

 
 

Meaning is without 
hesitation the most 
valuable asset any 
business can ever  
strive to create as  
when things don’t  
make any sense,  
they can’t hold  
any value. 
 

When ‘post-truth’ was voted the official 
word of 2016 by the Oxford Dictionary, 
many were left feeling unsettled. 

But post-truth and the post-factual age 
isn’t anything cataclysmic for brands, 
rather it’s a natural evolution of how we 
view and label reality in the post-modern 
post-capitalistic world.

Plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows 
many different interpretations such as 
‘truth is a lie repeated long enough’, 
‘truth is just an illusion’ or the downright 
cynical ‘truth doesn’t exist’. 

Truth isn’t of a binary origin, and world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, no 
longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead, because it 
failed to give us any alternatives. 

“	
 
 

Meaning can sound vague, it can sound 
obvious and surely might seem of a lesser 
importance when compared to an appealing 
ad. But here’s the thing: it’s not supposed to 
be sexy. It’s not supposed to be catchy. It’s 
just supposed to be there.

It might not be one of the most creatively 
sounding things, but one thing is for sure – 
things can’t retain value when it’s lacking. 
Everything becomes just an empty shell.

Meaning is the inner symbolic quality of all 
things around us. It’s what holds brands 
together. And now its business significance 
is rising more rapidly than ever before. 

Meaning might be one of the most 
undervalued gems in business up to date. 
With marketers worldwide constantly 
preoccupied with novelty chasing their next 
shiny thing, businesses are falling down the 
rabbit hole towards sheer meaninglessness.



 
 

Meaning is like salt –  
it doesn’t sound 
important at first, 
but you can easily  
spot when it’s missing. 
Without it, nothing  
quite tastes the same. 

Meaning is the core value of any brand and 
business proposition – it’s the innate value 
that creates brand valuation and enables 
businesses to grow and be successful. 

At the core of every successful business or 
a brand in the history, you’ll find meaning.

We just don’t call it that. 

We call it:

a proposition, or a brand value, or 
an iconic piece of branding, or 
a really smart customer experience strategy. 

Meaning is the one thing that makes a 
business stand out and a brand memorable. 
It’s the value that all marketers and CEOs 
should focus on with an utmost priority and 
a great sense of urgency.

“	



 
 

 
 

Most valuable brands 
today aren‘t most 
valuable by chance. 
They strived to create 
consistency, coherence 
and integrity in 
everything they did.  
The clarity, strength  
and resonance of their 
mental imprint is what 
makes them so 
valuable.  

Meaning, or lack thereof, is what makes 
the dividing line in between the eternal 
success and the tragic defeat. It's what 
makes or breaks the brand. 

The most famous and most successful 
brands like Apple, Coca-Cola or Google 
were all capable of clearly stating their 
symbolic value. 

They gave people relevant meanings in
a consistent way - their presence is clear 
and on brand whether it’s in the physical, 
emotional or mental spaces they occupy. 

The consistency & coherence of meaning 
is precisely why these brands are amongst 
the most valuable in the world.

“	



 
 

5
Cultural Context Triggers 
Our Behaviour 

Rise of 
Cultural 
Relevancy



 
 

 
 

Culture is largely 
invisible to us, yet it 
influences everything 
that we think, do and 
create on a daily basis.  
 
Nothing exists  
outside of Culture,  
it’s omnipresent.” 
 
 

When ‘post-truth’ was voted the official 
word of 2016 by the Oxford Dictionary, 
many were left feeling unsettled. 

But post-truth and the post-factual age 
isn’t anything cataclysmic for brands, 
rather it’s a natural evolution of how we 
view and label reality in the post-modern 
post-capitalistic world.

Plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows 
many different interpretations such as 
‘truth is a lie repeated long enough’, 
‘truth is just an illusion’ or the downright 
cynical ‘truth doesn’t exist’. 

Truth isn’t of a binary origin, and world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, no 
longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead, because it 
failed to give us any alternatives. 

“	
 
 

Possibly the biggest problem of marketing & 
branding today is that the industry doesn’t 
know what it doesn’t know. 

And it becomes very hard to innovate and 
move forward, if one’s unaware of what 
determines their actions and behaviours. 
People, in general, can’t grasp and 
appreciate the relevance of things that 
surpass the level of their viewpoint. 

But how can one explain the sheer 
significance of things we can’t even see? 

Culture is largely invisible to us. Yet, it 
influences and forms our identities, actions, 
views, beliefs, attitudes and ideologies in life. 
We all are products of our culture. And yet, 
in business, we treat it like it did not matter 
when it comes to the products, services and 
brands we create. 

Nothing exists outside of Culture – not even 
businesses and brands do. We all live in the 
same ecosystem.



 
 

 
 

Culture bypasses  
reason – it's present  
on a subconscious level.  
 
People can’t tell you 
how culture determines 
their actions and 
behaviours, as they’re 
not consciously aware  
of it.  

Cultural irrelevance of global brands is one 
of the key reasons why they can’t grow and 
retain value anymore. 

Global brands have exhausted their 
universally adaptable communication 
concepts and homogenised messaging.

Global brands need to invest in building 
local relevancy in the regional markets 
worldwide. 

They need to reach out and tap into the 
codes and cultural frameworks of local 
specifics to get closer to people in a 
relevant way. This is how they’ll regain 
valuation and boost equity, while being 
authentic, and respecting diverse values of 
people living in various parts of the world. 

This is where the richness is, this where 
global brands will find signifiers that 
people can naturally identify with.

“	



 
 

 
 

Purchase behaviour  
only ever exists in the 
context of Culture.  
 
Cultural drivers are  
key to consumer 
identification and  
brand engagement  
at the point of sale. 

Some of the global communication groups 
such as Ogilvy are already realising that local 
relevancy is the absolute key to unlocking 
brand value that’s crucial for the future 
growth of global brands. You must pay 
attention to the logic of regional markets, 
their symbolism and cultural principles while 
designing a global strategy, otherwise, 
global brands will stop growing because 
they will fail to stay relevant to their 
consumer audiences.

Purchase behaviour rises and falls with the 
so-called 'cultural automatisms' - the mental 
filing devices giving us a real-time ability to 
assess and interpret new experiences in the 
context of our previous cultural encounters. 

As it turns out, the brain isn’t as much of 
an analytical tool as we once thought. It’s 
rather a giant gap-filling machine, which 
automatically matches new stimuli with our 
pre-existing expectations of reality – the 
meanings we’ve already assigned. 

“	



 
 

 
 

Meaning drives  
our behaviour.  
 
How we interpret  
and assign meaning 
influences what and  
how we consume. 

“	
 
 

Behavioural aspect is thus crucial for the 
future of marketing as ‘meaning drives 
our behaviour’. 

How we interpret and assign meaning 
influences what and how we consume. 

Knowing and anticipating cultural drivers 
is important to ease brand identification 
and elicit desired emotions across many 
different markets.

This is why behavioural marketing needs to 
play the lead role in setting a new direction 
for the industry as unlocking true motivators 
and triggers behind our purchase behaviour 
has a direct implication on brand's 
effectiveness, and therefore its valuation.



 
 

6
Meaning is Alpha and 
Omega of Value & Equity 

Value 
Creation 
& Growth



 
 

 
 

In corporations,  
the economic principle 
stands clearly above  
the sense. It’s about 
time we change that. 
 
Organisations need 
hope and a new vision 
the better future. 

When ‘post-truth’ was voted the official 
word of 2016 by the Oxford Dictionary, 
many were left feeling unsettled. 

But post-truth and the post-factual age 
isn’t anything cataclysmic for brands, 
rather it’s a natural evolution of how we 
view and label reality in the post-modern 
post-capitalistic world.

Plurality of truth is nothing new under the 
sun. Truth as a cultural concept knows 
many different interpretations such as 
‘truth is a lie repeated long enough’, 
‘truth is just an illusion’ or the downright 
cynical ‘truth doesn’t exist’. 

Truth isn’t of a binary origin, and world 
that operates on rigid oppositions such as 
truth – lie, good – evil, or right – wrong, no 
longer applies to the granularity of our 
current reality. The old world of black and 
white dichotomies is dead, because it 
failed to give us any alternatives. 

“	
 
 Meaning and cultural relevancy are the key 

pillars that hold brands together and make 
them valuable. This is where global brands 
should invest in first and foremost to build a 
long-term equity. Equity is of a symbolic 
origin – it’s the collective of meanings people 
have ascribed to brands through the network 
of mental associations. 
 
This is why to boost brand valuation & equity, 
strategists need to boost three key aspects 
of how brands capture value: the richness of 
mental associations (through meaning 
appropriation), their stability in people’s 
minds (through brand consistency) and their 
potency (through emotional imprint based 
on cultural resonance). Brands built with such 
degree of granularity strongly resonating 
with audiences worldwide can then quickly 
grow in both valuation & equity. 

It might seem as a more demanding 
approach to brand value creation than the 
top-down localisation of unified brand 
messages, but its impact and profitability for 
brands will be much greater in the long term.



 
 

 
 

The corporate logic 
goes directly against 
how humans create 
meaning and value. 
 
It divides people and 
makes silos, where 
people want to be 
connected and  
shatter boundaries.  

“	
However, for this to happen, we first need 
to transform organisations and optimise 
how they view and create value. 

The current logic of functioning in many 
organisations is vastly incompatible with 
absorbing any new kind of value, let alone 
creating meaning. Corporations will need to 
adopt and embrace a more organic and 
flexible system of governance that organises 
value creation by sense, to produce impact 
and change, rather than by silos, which lead 
to fragmentation and bureaucracy. 

Silos are the chief enemies of meaning and 
prerequisites of market fragmentation. How 
can anyone aspire to create any long-term 
value when the managers' KPI's are tied to 
the Quarters? 

If corporations want to generate profit in 
the near and distant future, they will need to 
become more human-centric and respect 
and mirror how humans create value. 
Otherwise, they won’t be able to grow and 
retain value and will lose the catch-up game.



 
 

Contact me 

+44 (0) 7564 272 872

info@martinaolbertova.com

www.martinaolbertova.com

 
 

Martina Olbertova 

Global Brand Strategist & Corporate Meaning 
Advisor with a core focus on brand integrity. 

Helping organisations inject new meaning to 
restore their sense of purpose, transform 
brand value and boost equity. 

Last year spent at The Partners (WPP Group) 
working on Kantar rebrand - one of the 
largest brand strategy & architecture 
exercises in the industry.

Now setting up a global strategic brand 
consultancy of the next generation powered 
entirely by meaning.

Experience with global blue chip clients, as 
well as local jewel brands. 

Based in Europe, but available for consulting 
& strategy projects worldwide. 



 
 

 
 

Read also The Luxury Report 

The luxury industry is in a deep crisis today.

It's battling a lot of pressures – both external 
and internal: Decline in profit generation, 
consumer demand and cultural relevancy. 

Moreover, luxury is facing a deflation of 
meaning as the traditional value of luxury is 
quickly becoming eroded. 

The cure is possible, however, and it has to do 
with meaning. We need to redefine the 
meaning of the very concept of luxury to 
restore its fading relevancy and allow it to 
discover new places luxury can occupy in real 
everyday lives of people worldwide.  

For more information on how this can be 
done, read the full report here on issuu.
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