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“We cannot solve our problems with the same thinking we used 
when we created them.” 

Albert Einstein 

WWhhyy  nnooww??  

 
Technology is important, but it's not all about that. Innovation includes 
ways of thinking and being that are essential to keeping a business 
profitable, to maximize the retention of staff and customers, and to 
increase brand loyalty. Increasingly, this is impossible without a diverse 
group of employees and decision makers.  
If you’re lucky enough to get them, you then have to keep them positively 

engaged. Whether this is lacking or not, your company will benefit from 

outside-the-box thinking about things like retention, engagement, and risks 

as well as diversity and inclusion.             

 

 

Corporations by nature, have blind spots and need outside help to be 
better able to see what they are missing. A new approach to Brand Risk 
Management strategies will show the uncluttered path forward to 
increased customer loyalty, profits and much more.  Experts like Daniel Pink 
(author of books including A Whole New Mind ‘Why Right-Brainers Will 
Rule the Future’), Richard Florida (author of books including Rise of the 
Creative Class) and Malcolm Gladwell (author of books including Outliers 
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and The Tipping Point), have made compelling business cases for "right 
brain creatives" and diversity. However, there is an interesting lack of 
diversity amongst the most renowned experts on the subject (diversity). 
Getting a handle of a strategy that overcomes that hurdle is key to getting 
ahead of the game 
 

 

 

Imagine that your game is taking place in a building with structural 

and wiring problems. Loose connections spark in unnoticed patterns. 

Eventually hot one becomes an ember and creates smoke. Most 

people won't know until the fire alarm is blaring or flames engulf the 

structure. This person will then take urgent life saving action. 

 



WHY BRAND RISK MANAGEMENT INNOVATION IS A GAME CHANGER 

 

ArtBasedSolutions.com 

© 2015 

 

HHooww  IInnnnoovvaattiioonn  AAffffeeccttss  CCuussttoommeerr  RReetteennttiioonn   

 

Businesses are in a prized position in the absence of trusted leadership. There is 
a need for heroes and heroines. Your business is uniquely empowered to help 
your employees and customers become the heroes of their own lives, in your 
business, and communities around the globe. What is, does not have to always 
be. Recently, the Edelman report indicated declines across the board (80% 
globally) in both business and government. Likewise "CEO credibility" continues 
to suffer. This suggests that corporate innovation has been closely associated 
with problems socially and personally. 

 

Today many customers are cynical about brands and feel these cold 
corporations only care about the people as consumers and workers. Part of the 
reason for this is surely the rise of rights for corporate personhood. As in the 
recent Hobby Lobby case that garnered media attention. This vague legal 
construction comes with some unanticipated implications, namely social 
accountability with economic consequences. 

 

This combined with a number of factors has eroded traditional brand loyalty,  
a key indicator of brand equity. Bottom line - if customers don't have the right 
kind of positive connection to your brand, they won't stick around. Customers 
want a brand that grows, that evolves with them and expresses the kind of 
person-hood qualities they want to be associated with. Issues of corporate 
personhood will soon be more than just a legal strategy in brand risk 
management. 
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How does insulating brand equity fit into current ROI (return on 

investment) schemes? 


