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By Zander Nethercutt, media columnist

zander@zandercutt.com

The year was 1957, and Pepsi — like many of 

the youth at that time — was dealing with an 

identity crisis. D
espite efforts fro

m marketers, 

Pepsi was being outsold by its biggest com-

petitor and perpetual market leader — Coke 

— by a factor just shy of six to one, even as it 

was selling at half of Coke’s price. It wasn’t the 

product that was lacking, it was that Pepsi’s 

brand ethos — indecisive and directionless — 

was a fragmented shell of what it would need 

to become to take on Coke.

At the time, Coke was unrivaled, having 

succeeded in convincing the American public 

that they’d captured everything good and 

wholesome about American life within the 

murky confines of a glass bottle. This clear 

transcendence of the competition was not 

unlike Apple’s; lik
e devotees react viscerally 

to a green speech bubble in iMessage, so too 

was it th
at, to anyone who embraced the 

deeply American traits of exceptionalism, 

community-mindedness, and of course, Santa 

Claus, consuming anything other than Coke 

would’ve been considered heresy.

In 1963, Pepsi hired a young advertising 

executive named Alan Pottasch to address 

the issue. Pottasch’s task was, to put it gently, 

difficult. He was to reinvigorate a brand 

competing against one of the most successful 

of all time, a product that not only outclassed 

Pepsi in every consumer-driven category, but 

was also — chemically — nearly identical. 

And so Pottasch made a decision that would 

later become iconic — as he put it, “…to 

stop talking about the product, and start 

talking about the user.” Here is Tim Wu in 

his book, The Attention Merchants, on the 

decision: “Pottasch thus conceived of mar-

keting Pepsi without reference to its inherent 

qualities, focusing instead on an image of the 

people who bought it, or should be buying 

it.”

For the first tim
e in history, a brand decided 

to promote the type of user that purchased 

a product as opposed to the product itself. 

Beyond that, Pepsi promoted the idea of an 

entirely new generation, one free from the 

manipulative, consumerist m
essages being 

perpetuated by the mass media. (It w
as, after 

all, the 1960s.) Th
is group would come to be 

known as “The Pepsi Generation.”

The Pepsi Generation was revolutionary 

because it was the first tim
e a brand con-

vinced people to purchase their product by 

focusing on the type of person that doing so 

made them. No generation before had ever so 

vocally longed to transcend themselves — to 

escape the consumerist m
indset and achieve 

truly independent thought — and thus Pepsi’s 

message, drink our product and do exactly 

that, reached the perfect group at the perfect 

moment.

In his book, Wu quoted Pottasch on the 

success of the campaign: “For us to name and 

claim a whole generation after our product 

was a rather courageous thing,” Pottasch 

would later remember, “that we weren’t sure 

would take off.” But his intuition would 

prove correct. “What you drank said some-

thing about who you were. We painted an 

image of our consumer as active, vital, and 

young at heart.”

Over the next decade, Pepsi — as a result of 

the Pepsi Generation campaign — gained 

significant market share on Coke. And while 

the campaign was revolutionary, the recipe 

for its su
ccess was simple. As Wu points out, 

“Desire’s m
ost natural endpoint is con-

sumption.” In other words, the campaign 

simply reimagined what people desired. This 

generation longed to escape consumerism, 

and the fact that Pepsi convinced them to 

do so by embracing it — purchasing a Pepsi, 

after all, is a
bout as consumerist as it gets — 

is a testament to the genius of the campaign. 
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Imagine you’re standing in front of a room 
full of chief marketing officers, or CMOs, 
from the Fortune 1,000. You have one min-
ute. You offer up the following pitch:“Everyone here knows the traditional com-

munications playbook: Marketing, public 
relations, advertising, social media. Some of 
you may also use product placement and/or 
spokespeople.

“These are important programs, yet they all 
share one fatal flaw: Each costs money — a 
lot of money — and each has a hard-to-prove 
ROI.

“By contrast, what if I told you about a tactic 
that won’t cost you a cent, but instead will 
make you money? 

“There’s more. This tactic isn’t about just the 
money. It’s really about market share. Do it 
right, and you’ll broaden your brand, gain 
new customers, and overtake your compet-
itors. This is truly a case where the sky’s the 
limit.

“Finally, lest you think I’m hawking some 
get-rich-quick, flash-in-the-pan scheme, 
consider those who swear by it: This tactic 
is embraced by the likes of Nokia, Major 
League Baseball, and Lamborghini, each 
of which draws on it to rake in billions of 
dollars a year.

“By this point, 80% of the room is hooked. 
How could they not be? After all, these are 
people who don’t blanch at making a mul-
timillion-dollar ad buy — and now they’re 
being offered the chance to make their de-
partment a cash cow rather than a cost center 
and bring in new customers!!

“Then I drop the hammer. I explain that I 
help companies license their brand — and 

all of a sudden all you hear are crickets. The 
once-pervasive fervor dissolves like a popped 
balloon. “Licensing?! Isn’t that when you slap 
our name on a koozie? We’ll get back to you.”Welcome to my world!

After 20 years brokering relationships be-
tween licensors and licensees, I’ve come to the 
conclusion that “licensing” is the wrong word 
to describe my industry. It’s too amorphous, 
too transactional. The term manages to both 
overplay risks and downplay benefits.In short, this misnomer is costing companies 

untold opportunity. Let me explain.It’s Too Amorphous
First, the word “licensing” is too amorphous. 
To cite three quick examples, there are dog 
licenses, patent licenses, and marriage licens-
es. Indeed, Google the term “licensing,” and 
the first result is for a driver’s license. When 
a word can be stretched so far, it’s impossible 

for a single definition to pierce the zeitgeist.Making matters worse, the type of licens-
ing I specialize in — brand licensing — is 
further diluted by its association with its 
better-known cousin: Celebrity licensing. The 

BRAND EXPANSION

Don’t Call It Brand ‘Licensing’How you describe your profession matters mightily... I help brands expand.

Quick: Check the labels on the shirt 
you’re wearing right now. If you’re 
like most people, where this garment 
was made didn’t factor into your 
purchasing decision.

Jeff Lotman is the founder and chief executive of 
Global Icons, an agency that helps clients such as 
Nokia, Fireball Whisky, Hostess, and Lam-
borghini expand their brands. He is also the 
chairman of Fred Segal, an experiential clothing 
retailer that was established in 1961. Connect 
with Jeff on LinkedIn, where he comments daily 
on the use and abuse of brand expansions.

By Jeff Lotman
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Physical retail space, popular wisdom has 

it, is staring into the abyss. House of Fraser 

and Debenhams are amongst the giant 

names who have recently looked in danger 

of succumbing to adverse trends in modern 

consumption, and UK retailers recorded 

the longest period of falling sales in eight 

years last month - the longest period for 

sliding sales since 2011 – with Rain New-

ton-Smith, Chief Economist at the Confed-

eration of British Industry, commenting: 

“The sun is clearly not shining on the 

British high street.”

Besides modern consumers’ ability to 

purchase whatever we want with a click of a 

mouse and receive it the next day, and while 

many (without naming any specific fellow 

media outlets’ names) would rather blame 

the rain, economic uncertainty is also a major 

factor: any boost to the retail scene precipitat-

ed by the pound’s plummet over the course of 

the Brexit saga – and think how many of the 

30 million visitors the city receives from over-

seas each year make a beeline for London’s 

retail zones – has been offset by the blow to 

consumer confidence amongst residents.

And yet, bar some high-profile mishaps - as 

most readers will know, a couple of weeks 

back, Barneys New York seemed to be on the 

brink of bankruptcy – the luxury sector is 

leading the fightback. To be fair, its custom-

ers having more disposable income gives it 

a huge advantage, but that detracts not a 

jot from the innovation high-end brands 

are showing when it comes to remaining 

impervious to the ravages – be they digital, 

climatological or political - of our times.

Take the endlessly congenial denizens of 

Number 73 Duke Street, for example. 

Visitors to this illustrious address, a stone’s 

throw from Oxford Street, can take in the 

consistently razor-sharp apparel of Manches-

ter-based outerwear specialist Private White 

V.C. on the ground level, then head down-

stairs to peruse top-grade British luggage and 

accessories maker Bennett Winch, before 

perhaps enjoying a pampering in the capable 

FEATURE
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Leading the charge in the physical 

retail space fight-back

By Nick Scott,

Editor-in-Chief, 

Robb Report UK

https://robbreport.co.uk
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ART

A few years ago, auctioneers Christie’s held a 
post-war and contemporary art sale. A black 
and white painting of a Coca-Cola bottle sold 
for an astonishing $57.2 million.Why was the painting so valuable? Not for 

the art itself. It was the brand behind the art – 
namely Andy Warhol.The art market proves how valuable a brand 

can be. In the world of marketing, the value 
of well-known brands continues to increase. 
Why? Because more and more products are 
hitting shelves and consumers, inevitably, have 
less time to evaluate the individual products. 
They go with the market leader, with a brand 
name that they know and, presumably, believe 
in.
Supermarkets back in 1977 carried on average 
10,425 items. Today’s supermarket carries well 
over 40,000. Consumers think of brands rath-
er than the individual product. Canned soup 
is Campbell’s. Ketchup is Heinz. Mayonnaise 
is Hellman’s.
Transfer this to the art market and art licens-
ing market and the same is happening. Con-
sumers buy brands, not art. In many cases the signature on the art is the 

most important thing. So how do you, as an artist, become a brand 
rather than merely an assortment of artworks.
To delve into this further, look at how valuable 
some internet brands have become. Pinterest 
in online scrapbooking, Spotify for music, 
Kickstarter and Crowd-funding for equity and 
fund raising. The list goes on and on.

Why did these become so valuable? Not be-
cause they were better than anything else but 
because they created a new category. The best way, without a doubt, to become a 

world-famous artist is to create art that is rec-
ognised as a ‘new’ category, not just by creat-
ing a better piece of art.Claude Monet created Impressionism, Vin-

cent Van Gogh began Expressionism, Surreal-
ism was the creation of Salvador Dali, Comic 
art came from Roy Lichtenstein, Cubism from 
Pablo Picasso and, bringing the story right up 
to date, Sensationalism was the creation of 
Damien Hirst.Of course, not every famous artist created a 

new category. But it is a lot more difficult for 
the second or third artist in a category to be-
come well-known than it is for the pioneer in 
the category. In the same way, it’s more diffi-
cult for a second or third brand to be as fa-
mous as the pioneer. Let’s face it, Pepsi-Cola 

isn’t in the same league as Coca-Cola.
For an artist and his artworks to become a 
brand, there needs to be a marked point of 
difference from other artists or artworks. 
Thomas Kinkade is a perfect example. Billed 
as the Painter of Light, Kinkade artwork was 
disliked by purist art critics. But this really 
didn’t concern him. He hit on a formula of 
kitch and iconic cottages and feel-good lo-
cations and consumers couldn’t get enough. 
From limited edition prints through to every 
type of product, Kinkade was licensed and 
consumers bought the products. His art and 
prints were franchised into galleries. In fact, 

it is report that, at its peak, Kinkade’s Media 
Arts Group took in $32 million a quarter from 
4500 dealers across the US. A significant niche 
market, it has to be said.Other artworks have been equally successful. 

A couple of years ago, leading French luxu-
ry conglomerate LVMH and American artist 
Jeff Koons presented a multi-million dollar 
collaboration combining six iconic works of 
art with the world’s best leather goods label. 
Koons emblazoned various classic handbag 
models with hand-reproduced copies of fa-
mous (out of copyright) artworks – DaVinci’s 
Mona Lisa, Van Gogh’s Wheatfield with Cy-
presses and more. The bags had both the LV 
logo and Koons initials and sold for around 
$2500 each. The end product combined a fa-
mous artwork, a famous artist and the luxury 
of Louis Vuitton. Absolut Vodka did something similar. They 

ran an ad campaign where artists were asked to 
present their unrestricted interpretation of the 
Absolut bottle. It might be fifteen years ago 
but people still remember it. From all of this, the one thing that comes 

across is that for art to become a brand, it 
needs to be innovative. It needs to create a 
new category, be linked with the unexpected 
and be aspirational. Consumers want to live in 
a Kinkade world and they want to swim with 
dolphins in the world of Christian Lassen. If 
you can find a niche that appeals to enough 
consumers, you are well on the way to creating 
a brand.

When art becomes a brand
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