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BLUEPRINT

Dr Ken Huson is founder of The Idea
Centre swww.ideacentre.com.au>,
Cantact Ken on (D2) 9665 6762 or
via amail; info@deacentre.com.au,

In 1994, American

authors James Collins

and Jerry Porras

developed the concept

of a BHAG (Big Hairy
Audacious Goal),
which they said
explained the
success of visionary
companies that

embraced these goals
to challenge, stimulate

growth and provide
direction to leaders

(e.q. ‘Become number

one or two in every
market we serve and
revolutionise this
company to have the
speed and agility of a
small enterprise’ -
General Electric).

It's time for every
brand to have its own

BHAG, and here's how |

recently helped an

international packaged

goods company
develop a BHAG for
each of its brands.
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FORM THE TEAM

Form a diverse team of six [0 16 pec
ple who Can cammil Lo spending hall
a day together, In our group there
wiere marketing people, advertising
agency staff, sales managers, market
research, media and senior man-
agers Have & BHAG charnpion but
ensure vou invite people who have a
lirrited knowledge of the brand. The
cha'lerge is to create interactions
betwean 3 diversa range of perspec-
tives. It is also a good idea to vary the
team design for each meeting (e,
hawe a cone grouprand olher invited

participants) and to sebect an axter-

ENSURE EVERYONE
HAS WORKING

KNOWLEDGE OF BRAND

This step ensures that everyore has
d Wi king krowledoe of the brand -

Its profitatlity, caompetition, any mar-

ket tremdds, efc, The BHAG champion
(usually the brand manager) should

conduct thes overview, T nis should be

sent out before the meeting so par-
ticipants can come preparad, and
then be re-presented at Ehe begin
ning of the workshop. Importanthy,

avery participant should be asked to

develop his or har own BHAG and
bring it to the mmeeting. In this way

vl bave migiy dilferent starling

points and participants have to think

And BMace in fhe spasion

Creating a brand BHAG

ENSURE EVERYOME
UNDERSTAMNDS A
BHAG

Another vital step is to Clanfy and
cuss whal exactly a BHAG & and
it might be beneficial ta the Brand
sur first meetings, thes stimulated
much discussion g5 we argued wt
were gxamples of good and bad
BHAGS. OQur consensus was that &
aowerful BHAG had to engage ou
callective *heads' and 'hearts’, I
needed to be a measuradle goal |
o double aur business in five yea

nation and emotions (e.g. to ba th
rmiexsl Lalked abioul Brand dmmaong

teenagersy, At the end of the day,
hicnerever, Fhe wiorkshiop should be
marily focused on cresting a new
BHAG far tne brand - nat trving
soive any specific issue (that's ale
session), Participants should be o
cerned with what the brand is tryi
to achieve, not how. at this stage.



START WITH EACH
4 PARTICIPANT'S BHAG

The mext step is to discuss and review
cach participants BHAG, Each BHAG
should be placed up an the wall for &l
Lo see and varlous variations of the
BHAGs can be discussed. In Ehis way,
evaryene has an opportunity to con-
tribute and someatimes a winning
BHAG can be created from takirg
elernents of a number of differant
ones. |t is uselul af this stage not to
get bogged down in cxact wording
Ut rying b organise and Sroriiise
lke=minded cancepls

MOVE OUT OF YOUR
COMFORT ZONE

This is the most critical stage in the
process. BHAGS by their wery nature
are non-linear 56 the challenge o to
micve ol of the oroup's eemfort
7ong to explora new possibilities, One
techrique we used to achieve this
wiars by asking sach participant to cre
ate at least three criginal questions
about the brand (you do nat have 1o

a new parspectvel. For example, why
don't people love qur brand? The
mare provocative and lett field the
guestions, the better. The groupis
then asked to decide on the five mast
surprising, unexpected guesbons and
asked to develap 8 BHAG to address
{hese questions. This process &
repeated a nuimbar of tirmes until 8

et of more insightful BHAGS emerge

EVALUATE

Again this is a critical step that tehes
courage and creativily, You have 1o
fight the tamplation ta theow out the
cutrageous BHAGS because they
make averyone feal uncomionable
By cafinition, that is exactly what you
are trying to achieve. Try and develop
a shortist of similar concepts, then
try and prioritise them. 0 this way
you can at least agree an the main
trrust of the winning BHAG. Then
begin crafting eaach word 5o & Canbe
as powerful as it can possibly be, I il
is Lo rational, give it sarme emobion
(. Tove', ‘crave’); if it is too subjac-
five, irject an objective measure (2g
by whan? how much? ) 10 our Ses-
sians we developed evaluation crite-
ria which covered consumers, the
company, trade, the brand, compeli-
tion and our awr gut feel. In this way,
we examined the new BHAG from
many citterent persoectives

Developing a BHAG is a powerful new way of starting your brand
planning process. It is rewarding because it provides an illuminating
beacon, but the journey itself can also be productive as you begin to
challenge your preconceived notions of a brand's potential. You find
yourself asking such questions as: Why can't this brand double in size
in the next five years? What are the barriers? Are they real or
imagined? When you start to ask these types of questions you begin tc
unlock many new opportunities for your brand and your business. M
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