Thomas Gad is an experienced and inspirational branding authority, with more than 20 years’ experience. He has worked on brand development, communication and advertising for some of the best known companies in the world, including, Nokia, Scandinavian Airlines, Procter & Gamble, Compaq and Microsoft. Thomas Gad has developed a unique 4-dimensional method of creating, transforming and maintaining brands and published this in the bestselling book 4-D Branding, with a foreword by Sir Richard Branson (Financial Times/ Prentice Hall, London 2001). His book is translated into nine languages, including Russian and Cantonese.
He has also been hired as a coach by several business leaders. Managing Brand Me – how to build your personal brand (Pearson-Momentum, London 2002), he wrote with his partner Anette Rosencreutz. He has contributed with a chapter titled "Leadership Branding" in "Beyond branding" published in October 2003 by Kogan Page, London. He is developing this theme writing a new book about branding for leaders; how to use the brand as a management tool. Thomas Gad founded Brandflight in 1997.

Mak.az: Dear Mr. Gad. Welcome to Azerbaijan. Can you inform us about the background of your visit? 

Thomas Gad(T.G): For the first I m coming to lecture for Azerbaijan entrepreneurs and managers. Also I m interested to understand in details what is going on in your country 
And indeed to establish business relations because I see a lot of potential for brand building in all ex-USSR republics and in your country 
 
Mak.az: Which one is more difficult: to build a new brand or keep the customers loyal to your brand? 

T.G: Both require company’s efforts to succeed. 
When you start new brand you have more opportunities and you can even design the shape of you favorite customer. 
On the contrary when you are re-branding existing brand you have to keep in mind your existing client 
In both situations when we creating the brand platforms we thinking how to build the brand which could be focused on setting up long term relationships with all stake holders of the brand not only the customer – employees, suppliers and distributors, opinion makers, investors, etc. I cal such kinds of brands – Relationship brands. And you may know some examples like Apple Inc., Starbucks, Lexus, etc. 
 
Mak.az: Starting as a journalist, then passing to ad business, then new challenges in branding … what are negative and positive side effects of this career way? 

T.G: As a journalist you learn to quickly understand the issue and find the essential things, also the conflict if there are such, this is is very valuable when working with branding. As a journalist and an advertising person you also learn to communicate to make things understandable and interesting for other people. Communication understanding and practice is very important  to be successful in branding.

Mak.az: In your book "4D Branding" you have developed four dimensions of brand: functional, social, mental and spiritual. Is the importance of these dimensions different for brands from different industries? Which of them is the most important one for example for the brand of bank? 

T.G: I m sure all are important. But at the beginning of a brand work not all of them are developed to similar extent. We are looking first how to make them developed equally and then how to stretch them as big as it possible. 
For the bank is similar situation. I worked with many banks in Europe and CIS countries and all my cases prove my idea of 4D brands. 
But instruments for the bank could be different from for example FMCG company. I know that it is very important to use Bank staff to build the brand and we are very good at that. 
 
Mak.az: Do you think that there is a significant shift in terms of people’s perception about brands toward the last two dimensions? 

T.G: I think that the most difficult for people in emerging markets to understand the essence of Spiritual dimension. The Mental is connected with changing and influencing (mentoring, teaching, inspiring) the individual & strong brands are very goo in that. But the Spiritual dimension very close tied with the Issue/Mission of a business. 
Issue is  "What your company is stand for", “What are you going to change in your surroundings“.  From our workshops we found that for young businesses in emerging markets sometimes it is a really great challenge to find the Issue. 
 
Mak.az: You have developed the famous "Connecting people" slogan for Nokia. But at time that Nokia wasn’t so famous for its mobile handsets. Is the invention of this slogan related with Nokia’s decision to focus fully on telecom industry and divest all other businesses? 

T.G: Yes I started to work with Nokia when they operated in many different businesses including rubber shoes, toilet paper, timber, etc. And the first project I did for NOKIA was to present that multi business company on Scandinavian market. Yes 20 years ago it was just Finish company very little known in other countries. 
We did interesting program which allow Nokia to cross boarders and to finally become the worlds 5th most valuable brand with 38 percent market share in mobile telephone handsets, but it all started with crossing the boarder and to become a famous brand in Scandinavia 
Nokia bought two mobile telecom brands Mobira and Technophone and that was later scraped and Nokia was introduced as the only brand…an that was the beginning of their success in telecom industry 
Obviously the slogan was created when Nokia decided to focus on mobile phones and build a brand in that market 
 

Mak.az: What you think about modern slogans, are there any differences between old and new slogans. What are the new rules when creating slogans? 

T.G: I think that only to have a good slogan is not enough to build a strong brand 
Sometimes people ask me to invent slogan like Connecting people but I say to them – first what we need to do is to create brand platform which would reflect the strategy of your company. To have clear and focused brand strategy much more important then to have just a good phrase. 
 

Mak.az: You also have the book about the personal branding. What can you advise to middle level managers to build the successful personal brand in and out of company.

T.G: First I would like to advise – to work serious with personal brand or how we are calling it Brand Me 
But to build brand  Me first is important to draw out the ideas of  your own personality. My model is good for that because a man or a woman can look from different angles on themselves. 
Consistency and permanency – would help managers to build strong Brand Me 
The difference between personal development and personal branding is communication…it’s not only a question of inventing a good brand for yourself, but to make other people understand and appreciate you as an interesting personal brand. 

Mak.az: How much time do you need to develop the brand from the scratch? 

T.G: To create brand platform it takes 4-6 month. 
The time, which is needed to build relationship brand, is from 2 to 3 years. It very much depends on industry and qualification of management team. 
Understanding the importance on staff involvement we spend a lot of time to work with people in the company starting for Owners and Tops down to flour management 

Mak.az: You have consulted Sweden government to develop the brand of country more attractive for potential investors. Azerbaijan is also tries to make the country attractive as a tourism and business (investment) destination.  What in your opinion should be done in order to develop the successful country brand? 

T.G: I think that the key to success in building Country brand for Azerbaijan would be based on several factors 
Government decision and support 
Involvement of all main stakeholders like business community, citizens, scientists and artists, government reps 
Setting up an agency which could be responsible for implementation. This agency could be founded both by government an local business community 
Involve international experts and consultants who can add an outsider view on country brand  
Also is very important to pass through structured  process to find differentiation for the country and then create a clear brand platform. Based on brand platform communicate your brand 
Government involvement is not enough to build strong brand. Most country brands are closely tired with celebrities, entrepreneurs, companies or products. For example Nokia helps to build brand of Finland. McDonalds, IBM, Louis Armstrong and Madonna are the part of USA brand; Russia is know for Kalashnikov, sputnik, ballet. We can’t imagine France without Bordeaux wines, Charles de Gaulle, etc 

Mak.az: Thanks to you currently new generations of marketers are growing, thanks to whom Thomas was grown?  

T.G: Of course my parents; my father was a business man and entrepreneur, my teachers especially in Swedish and English and social sciences help me, as a fighter pilot in the military I learned to trust my own judgemen and myself, and as a young journalist I learned from established colleagues to write, short, power and simple, in my first advertising agency I learned from one of the owner all about communication commercially, and finally from my clents and colleagues I am learning everyday 

Thanks. 

