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How customers previously interacted 
with brands

• Power rested with creators

• Limited choice

• Communication professionals forced consumers to act 
unnaturally

• Unrealistic and uninspiring brand communication



How customers interact with brands 
today

• Power rests with consumers

• More choice

• No motivation to act unnaturally

• They demand that brands adapt to human behaviour



What’s driving the shift

• Disintermediation

• Multiple platforms

• Multiple screens

• Constant connectedness

• The inversion of influence



The inversion of influence
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The inversion of influence



Businesses have an opportunity



In the 21st century…

• Markets are first people

• Audiences are first 
communities

• Reach is about actual 
human beings

• People demand 
authenticity



IN THE LANGUAGE OF THE 
21ST CENTURY, THERE IS NO 

B2B or B2C.

IT IS H2H (Human to human)



Human beings want…

• Care

• Love 

• Trust

• Integrity

• Purpose



The 13 characteristics of 
human brands



Think like humans

• Human brands have 
people on the inside that 
think like humans. 

• They don’t think like a cash 
register or corporate 
building. 

• They think about things that 
human beings do, eat, like 
and believe.



Care about humans

• They care about the 
humans they engage with. 
They care if they are 
happy, sad, satisfied, 
frustrated, hungry or full. 
They care about their 
needs, wants, problems, 
desires and offering them 
real value.



Listen to other humans

• Human brands listen more 
than they talk. They speak 
when they need to speak 
but always have an ear to 
how their audience, clients, 
partners and stakeholders 
respond. They know their 
Google Analytics and 
other website data and 
analytics is a gold mine. 



Talk like humans

• Human brands don’t talk 
like robots or corporate 
collateral. They speak in 
language other humans 
read, listen to and 
understand.



Have a personality

• What is your brand 
personality? Is it serious? 
Fun? Engaging? Inspiring? 
All of the above? Human 
brands have a personality 
that inspires and connects 
them with their audiences.



Show their ‘human’

• Right in line with the 
personality, human brands 
aren’t afraid to let their 
human show. They laugh, 
giggle, sing, dance, talk, 
and may even get 
frustrated sometimes. They 
often let you see the 
people behind the avatars 
as they know they are their 
own best ambassador.



Value relationships

• Human brands value the 
people more than the 
dollar signs. They are not 
willing to trade a dollar for 
relationships gone bad. 
They value real human to 
human interaction and 
authentic relationships.



Make and own their mistakes

• No human being is 
perfect and no brand is 
perfect because it is made 
up and defined by 
humans. Human brands 
are humble. They make 
mistakes and they aren’t 
afraid to own it.



Be available

• Are you available when 
your online or offline 
audience wants you to 
be? Do you respond to 
questions in a timely 
manner? Are you even 
available to answer 
questions? 



They know themselves

• Human brands know who they are and what they offer 
their customers, partners, online community and friends. 
They know their strengths, weaknesses and sweet spots. 
They know how to talk, listen and what makes them shine. 



They know their audience

• Just as they know 
themselves, they also know 
their audience. They know 
what their audience wants 
and how to provide it. They 
know how to inspire them, 
connect with them and 
help them achieve their 
goals. 



Agile

• Human brands do not sit 
static, they evolve. 
Because they are always 
learning, listening more 
than talking, they are able 
to move with agility. They 
don’t have to jump on 
every shiny new object. 
They are able to jump with 
confidence at the right 
time. 



They invest in people

• Human brands know they 
can never go wrong by 
investing in people. They 
invest in listening, learning, 
training, empowering, 
building teams and 
creating a culture that 
enables their brand to 
shine from the inside out. 



How can brands adjust to this new 
reality?



Actions, not words

• What you do in public must 
be consistent with what 
you say.



Empowerment, not just profits

• Yes, you can make money 
and empower your 
customers at the same 
time. You don’t have to 
choose.



Find and share your purpose

• People want to see that 
you care about them, and 
about your impact on the 
world. Find that story. Share 
that story.



Inspiration, not control

• With people more cynical 
than ever, communication 
and PR is now about 
inspiration and trust, not 
control.



Keep your promises

• Your brand must deliver 
what it promises always, 
with excellence. Take your 
promises seriously.



The bottom-line: Relationships

• When you do all these 
things, you build 
relationships. Relationships 
that will come to your aid 
in time of crisis.



• So why do communicators still try to circumvent the 
natural order of things? Because some have had some 
kind of success. They have succeeded because in the 
past consumers had no alternatives.

• If all the advertisers selling detergent have the same type 
of ad with an unrealistic mother talking unrealistically 
about how she is in love with washing the dirty, smelling 
socks of her silly, lazy children, and you absolutely have to 
buy one detergent, you gravitate towards the best of the 
bad options. Not because you love it, or it convinced, but 
because, like my people will say: something has to kill a 
man.



• In a democratised media space however – thank God! –
consumers now have all kinds of alternatives from all kinds 
of angles, and so they will not take it anymore.

• They no longer have any motivation to act unnaturally 
because they are so many options for so many things, 
attention spans are short, and everyone is struggling to 
gain their attention in a saturated market.

• They are violently demanding by their buying habits that 
corporations adapt to human behaviour.



• Consumers have no longer need to behave unnaturally. They 
can go wherever they like – e.g. YouTube instead of AIT – and 
watch whatever they like, however they like it, whenever they 
like it. The natural foundation of communication has been 
restored.

• Those who want to reach, convince and convert audiences 
and consumers must align themselves with this new reality.

• They must align with how people act, how they think, how they 
speak, how they actually love the things love, and how they 
buy. Then they must interact with them in that true, honest 
way.

• To succeed in the consumer market, you have to think like the 
consumer and then move ahead of the consumer.



• In the world that’s already here, there is no 
business to business (B2B) or business to 
consumer (B2C) or any of that unnaturalness 
– there is only human to human (H2H). And 
brands need to begin to understand that, or 
fail into the future.

Ladies and gentlemen, your move.



THANKYOU


