Ep 132 - Interview: Rami Dudin,
head of strategy at Courage, on why
the most obvious message beats the
most novel one

Rami Dudin: [00:00:00] I think people think you have to bring always
something novel and new, and I don't think that's the case. I think some of the
best brands I will quote one of the best people I work with, Tom Kenny. It's,
"Say the most obvious thing in the most interesting way." That's how you get to
great brands, and people think it's, say, the most novel thing, and I don't think
that's the case.

MichaelAaron Flicker: That was Rami Doudin, and what made his point so
helpful is that it cuts against what many marketers' common instinct is, that
everything needs to feel new. Rami challenges the belief that great brands are
built by constantly reinventing themselves. Instead, his view is that strong
brands win by making one idea distinctive and then connecting it effectively
within culture.

From there, our conversation opened up into why distinctiveness can matter
more than differentiation, why brands get bored with their messages before
consumers do, and how simple ideas can really become very powerful. Rami is
head of strategy at the [00:01:00] agency Courage, where he works across
multiple categories, including banking, QSR, and non-profits.

Today's conversation was thoughtful, wide-ranging, and incredibly practical.
And now, onto our show Welcome back to Behavioral Science for Brands, a
podcast where we bridge the gap between academics and practical marketing.
Every week, we sit down and go deep behind the science that powers great
marketing today.

I'm MichaelAaron Flicker.
And I'm Richard Shotton.

MichaelAaron Flicker: And today we're sitting with Rami Dudin, brand
strategist and one of Canada's strong voices helping bring cultural insight into



modern brand strategy. Let's get into it. Rami, welcome to Behavioral Science
for Brands. We're thrilled to have you with us today.

Rami Dudin: Thank you so much for having me. It's a pleasure to be on the
podcast and to be in the company of so many amazing people who've done this
yeah, super excited to talk to you guys today.

MichaelAaron Flicker: Yeah, [00:02:00] before the show got started, we were
talking and it's always so interesting. You get people that just wanna share.

They wanna talk, and they wanna go deep on issues, and it's just so generous of
you and of others, but to come on and just have an open conversation, hopefully
that helps everybody learn a little, and and we'll have some fun along the way.

Rami Dudin: Amazing. No, I love this. I I feel like everyone in the industry can
relate.

We love to talk about what we do. Sometimes my wife will ask me one thing,
and I'm, like, ranting for 40 minutes about advertising. So thank you for giving
me the platform- ... and yeah, for lending your ears, and I'm excited to chat.

MichaelAaron Flicker: Amazing. L- we have this little quick-fire game we like
to play to start off each episode.

Let's get started. You started it, Rami, so I'm gonna continue it. What do your
friends or family members think about your passion for marketing and
brand-building? What would they say about your your [00:03:00] passion or
obsession, as it were?

Rami Dudin: I think they think of it as annoying until they see a really cool
piece of advertising where they're like, "Oh, I know the guy who worked on
this."

It's annoying until there's a cool thing in market.

MichaelAaron Flicker: Amazing. Amazing. Yeah. And if you were to say one

thing you think is criminally misunderstood about building brands, what would
it be?

Rami Dudin: That's a really good question. I think people think you have to
bring always something novel and new, and I don't think that's the case.



I think some of the best brands I will quote one of the best people I work with,
Tom Kenny. It's, "Say the most obvious thing in the most interesting way."
That's how you get to great brands, and people think it's, say the most novel
thing, and I don't think that's the case.

MichaelAaron Flicker: Can you share one example of where you either saw
work in market or did it yourself where you could have said something novel,
but instead you said the most obvious thing in an interesting way?[00:04:00]

Rami Dudin: I think Snickers is a great example, right? Like we can talk about
so many things, but it's yeah, every, every chocolate bar will fulfill your hunger,
but if you talk about it and own it and constantly reinforce it, it becomes your
benefit. The other thing, of course, light. It's the coldest beer out there, but
really, like every beer is equally capable of being cold.

Yeah. Yeah. So I think it's that. I think it's finding something and really doubling
down on it. Even if it's obvious it's what you can own.

Why don't more people do that?

Rami Dudin: I think we get almost stuck in our own ways, right? The amount

of times, like I will tell you this, and I know it comes from a good place, but I've
heard this feedback.

It's like, " if we cover the logo, this could be any brand." And I'm like, " let's not
cover the logo- ... and let's make this your brand, and let's own this thing." I
think we tend to overthink it. I think there's a lot of research now and a lot of
different inputs to the work, and we become obsessed with differentiation, and I
think [00:05:00] that's why we start to worry more about what others are doing
and let that dictate what we do.

And I think that's acceptable in some categories, but I think we overestimate
what our competitors are doing and our lack of ability to go there as well.

MichaelAaron Flicker: We had a guest on recently that we went deep on the
difference between distinction and differentiation. And I always worry about
raising this because it sounds like a bunch of strategists talking to themselves.

But I think there's a c- there's a critical point that you're raising in plain English,
and maybe you could tell differentiation versus distinction in, in, in your mind,
the big difference here, because I do think it's a critical point of view that some
of us as brand strategists really believe in.



Rami Dudin: I probably don't know the academic difference, so I will talk
about how I understand them differently.

I would say I want my brands to be distinct more importantly than to be
[00:06:00] differentiated. And the point being is me as a person, I probably
share many qualities with other people. We-- I'm probably very similar in what |
desire, what I like, what I dislike, but I think what makes me distinct 1s how I
talk about it, how I phrase things, how I carry myself.

And there's no difference in how we think of brands. Like I, I've mentioned in
some of the earlier conversations that I work on banking, and banking is one of
the m- the least differentiating. I don't know how it is in other places, but if you
go to Canada, like the mortgage rates are the same across every bank.

The fees are the same across every bank. So the notion of differentiation is
really a myth. And differentiation relies on product innovation, which ties your
hand back. Distinction actually relies on who you are, your tone, your
personality. So that gives me as a marketer more control. It makes me feel like I
can be distinct even if my product is not differentiated.

So that's the debate, and I would-- we've all been there. We'd love for product to
lead marketing, but the reality [00:07:00] is like there's always delays and issues
and logistics. So you almost always wanna build a brand that's distinct and then
let the product evolve accordingly. So that's how I see it.

It's a close one, but I feel like ultimately you wanna be distinct even if you don't
have a differentiated offering.

MichaelAaron Flicker: Yeah, I think that aligns with what we've talked about
in the past and I think it's Byron Sharp is the academic who spends the most
amount of time talking about this difference.

And Richard, I think it was Mark Ritson who was on the show that was talking
about the difference between these two. But he- but I think y- where you end it,
Rami, is exactly right e- exactly in line, I should say, with what with what Mark
said, which is that you may not always have a differentiated opinion, a, a
position to take in the marketplace, but you can always decide some messaging
that will keep you distinct.

So y- your talk about does product lead or does brand lead, I think [00:08:00] is
that classic tension, but you can always win if you keep it distinctive first
because you can always control that with your messaging.



Rami Dudin: 100%. I couldn't agree more.
MichaelAaron Flicker: Yeah.

So Rami, you've come with some campaigns that you wanted
to discuss.

Do you wanna start with the f- the first one? Was it S- SickKids that you
wanted to talk about the the work that you've done?

Rami Dudin: Sure, yeah. When we talked about behavioral science- Yeah ... I,
with that, and I started to look at the work I've done over my life I think the
work that SickKids has done, and I'll give a bit of an out- overview on the work
in case some viewers haven't seen it.

The platform is called Versus, and basically SickKids Hospital is North
America's, I think, second or third biggest hospital in all of North America. A
big feat for a Canadian hospital, obviously in, in the realm of you're competing
with other US as well. But typically the brand has [00:09:00] relied for multiple,
even tens of years, on what I call cryvertising, which is I see kids that are
feeling unwell, and unless you ha- 99% of people will feel something and will
wanna change that.

I think no one likes to see kids feeling unwell. And I think over time, and I'm
not gonna take credit for this transformation, it actually happened as I was
joining that agency at the time called Cassette. There was a really brilliant team
of strategists and creatives who kinda landed on this notion that people are sick
and tired of seeing people, yet alone kids, in hospitals or in any nonprofit
setting, UNICEF, you name it, where people are feeling weak.

They're feeling like they're in need, that they're really relying on your dollar to
kinda get them out of this situation. And the repositioning for them was around
this notion that if people are tired of [00:10:00] feeling guilty as a reason to
give, what if we actually give them a different emotional benefit for giving?

And I don't know about you, but everyone wants to feel like a winner. That's
why everyone plays all I do is win, even if they're not actually winners. But the
idea being everyone loves to be associated with winning. Everyone wants to be
associated with triumph. And even if it's not triumph, everyone wants to be
associated with the fight.



I am fighting for my career, I'm fighting for my family. It's an association that
people love to feel about themselves. So the repositioning was in turn, instead of
making people feel bad for sick kids at SickKids Hospital, what if we actually
show them that these sick kids are actually fighters? They are in a metaphorical
battlefield, in a metaphorical ring, where they're actually giving punches and
getting punches, but they're actually fighting this thing that they're dealing with.

And it almost, it took this- this thing that was very sad and sentimental to
something that is so universally [00:11:00] accepted and desired, which is This
is a fight. [ wanna be on the winning side of the fight, and I wanna support these
kids." And I think that was a monumental change in this in the fundraising
history of this foundation.

I think it, I think they've reached $1.3 billion in- Wow ... in fundraising over
five years. It actually also was submitted to a very reputable ICA, like a, a
long-term success case study, and I think it, it won a lot of Emmys. So I think it,
it was one of those where I'm accustomed to the industry where sometimes
creative leads strategy, but this was one of those where strategy really led the
thinking and the creative was the amazing articulation of this kind of shift in, in
behavior and thinking.

Yeah. I think that's a, a brilliant example. We've talked
occasion before about an idea called the, the ostrich effect. So there's an
amazing set of studies both in the [00:12:00] financial world and the medical
world George Loewenstein at Carnegie Mellon did the, the first ones, which
show that if you make people feel too guilty or too scared or too worried, often
what they do is behave like the, the metaphorical ostrich and they stick their
head in the sand.

So what I love about that as an argument is reframing the same problem from
one which is guilt-inducing or sorrow-inducing to something that gives it an
element of positivity, yet still leaving a very clear role for the donor to get
involved. It's, I think it's a, a brilliant insight.

Rami Dudin: Yeah.

It's so true, and I'll tell you this, it's transferable to so many non-found-
nonprofit campaigns and things like I work on CIBC Run for the Cure, and a lot
of times, especially it's a run, it's a legacy run that's been around for 30 years
and it's about breast cancer.



And cancer is one of those where you feel [00:13:00] so helpless. You feel like,
"Oh my God, we've been battling this thing for 100 years and no one has figured
it out." And the last thing you wanna do is make people feel sad. What you
wanna do is actually show that there's progress, there's milestones being hit,
there's...

You're on the winning side, even if you don't see it today. And I think that
shift... A- and I couldn't agree more with this notion of the ostrich effect where
it's cancer, how do I think I'm gonna beat it? So I'm just gonna look the other
way and go on with my day.

And there is an honest, positive story.

I'm from London or so Britain, so the, the data will be kind of very
country-country, but I'm sure it's not wildly different between Canada, US, and
UK. But I think it's something like from diagnosis to 10-year survival rate back
in the 1970s, I think it was about 25%. I think it might be 50 now.

Those numbers might be wrong, but the direction is definitely right, that it is a f-
there's a phenomenal positive story there. Yet I think you're right, many charities
[00:14:00] feel like if they emphasize that positivity, the donor doesn't feel a
role and they don't generate enough cash.

Rami Dudin: Yeah, it makes it seem that we solved the problem, but I think it
actually does the opposite, and I think you're totally right.

I'm too close to this campaign, so | know some of the stats. We're at 90%
survival rate at specific stages of diagnosis, but I think that's a stat you can rally
behind, right? And then the message is Help us close that 10%." it's a much
better message than Look at X or Y who lost their life to breast cancer," right?

I think that's where I see more... And it's funny 'cause on other categories we
try to manufacture problems. Maybe in this category the problem is already
there. Maybe you don't want to always down... go down that rabbit hole and
maybe give it a different framing as well.

MichaelAaron Flicker: Rami, I'm interested if folks are listening and they say,
"Okay, like I, I hadn't considered taking the positive side puts [00:15:00] people,
makes them feel like they're on a winning team."

Our listeners are hearing this, they're thinking about this. Can you talk about a
few of the specific things you did in the campaign that really highlighted the



sense that there was motivation, that there was progress, that these kids were
on... Th- that there was some way to feel like it was the positive side versus the
obvious negative that we were talking about originally?

Rami Dudin: Yeah there's various, | would say, strategies that were done
because what's great about this Versus platform is it is truly a platform. It's been
seven, eight years that this work is happening year after year. I think I would say
what I love about it is its metaphorical power. I always believe the best ideas
have an, a, a metaphor in them a, a c- a capacity to become an analogy.

So I think once, like year one was really, like you could literally feel like you're
watching a hype-up fight [00:16:00] for Mike Tyson, it's people in rings and
kids smashing things. But what it also did is it had moments of weakness and
moments of tenderness and moments of like feeling like you've, y- you're down
a battle but you're still fighting.

So I think the analogy metaphorical power was always there, and I think it
made it a much easier metaphorical idea for people to grasp. I think what
they've also done in various-- in the following years, there's so many behavioral
things that I think it's interesting how they've leaned into it. One of them, one of
the campaigns I worked on was called Crews, and it was like we are gonna
actually create crews of people who are going to fundraise for this cause, and
we actually enlisted celebrities.

So like we had I'm blanking on his name but like a famous Olympian Canadian
athlete. He actually ran against Usain Bolt. I can't believe I'm forgetting his
name. But basically like he was the running crew, and then there was [00:17:00]
another person who was after a different crew.

So there was a sense of identity and identification. It's like I'm not just
identifying as a donor, I'm identifying that I'm a donor part of this crew of
people who are connecting to the cause in a specific or unique way. So I think
that's also what they've done really well is they found a way to give people an
identity as donors versus just kinda No one likes to be-- I don't know, maybe
this is me, but I don't like this feeling of like being a hero or a savior and I kinda
like that what I love about this campaign is it also goes into the selfish reasons
that we give. Like we-- let's face it, like we, we obviously have a reason to give,
which is we wanna see things better, but also we give because it makes us feel
better.

Like that's at the end of the day a big reason why we give. So we even leaned on
that with a lottery campaign that said like it's a SickKids lottery and we said--



we told people like the, the whole ad showed somebody like saying, "Oh, like
I'm so excited that my [00:18:00] lottery ticket is gonna help X or Y."

And then there's a misdirect where they say, "And I'm so excited to win this
house." And it's like it ends on saying, "We don't care why you play as long as
you play," right? So the idea being is like, sure, you might buy a lottery ticket to
be like you wanna help the kids, but really you wanna win something as well.

You wanna do the two hit-- like the two birds in one stone. So I find it's nice to
make people feel seen. It's nice to where other brands and hospitals maybe
could have shied away from that. SickKids is a brand that's actually willing to
take that risk but also make people feel seen and land a little bit of

That behavioral science is kinda like right in front of you, and I kinda like that.

I was gonna say you mentioned that the platform had been
running for seven to eight years now. There, there's often a, a, a pressure with
brands to move on. They often get bored with a platform long before the, the
target audience.

Was that the case here? Have, have the team had to fight [00:19:00] to retain a
repeated proposition?

Rami Dudin: I think it's g- it's come up. And actually what's interesting is
SickKids has moved agencies since I worked there, so they were no longer with
Cosette. They actually moved to what was previously known as FCB, TBWA
now.

And they continued with the Versus platform, which is for me, very telling.
Like I think it's probably part of the pitch requirements, like we are not
interested in a new platform. I think some of the debates where-- and you might
appreciate this as well from what you've seen out there.

Sometimes platforms start as the main message, then they transfer to become
the tagline. Do you know what I mean? So it's almost like the first spot is about
Versus and fighting, and then you do whatever you want, and you just end with
the Versus tagline, and you call it a day. I think when you look at the evolution
of this campaign, I think you'll see some iterations of it where Versus was
maybe a tone, was maybe a personality, but wasn't the key message anymore.

It was the executional [00:20:00] mandatories in which this brand shows up, the
tone of the ad, the fighting spirit. But I think they've done a good job still



holding on to that platform. Like there's recent work that was done by FCB
about the SickKids Hospital turning, I believe, 100 or 150, I can't remember,
and they actually took the same concept towards kids, and it was kids fighting
for their next birthday.

So-- and the whole soundtrack is kinda this, this birthday song of Is it four? Is it
five?" Is it... And you just see different kids really fighting for that birthday and
I think it's like-- I forgot, the line was crazy, really good, I would butcher it, but
it was something about help every kid fight for their next birthday, and I think
that's a very neat connection where you're still kept true to the fighting spirit
even though you're talking about your 150th anniversary.

So I would say I'm sure those dialogues happened. I'm sure there was a lot of
debate about how much is it constraining, is it not? [00:21:00] But I will go
back to like what makes a good platform. What makes a good platform, and we
always talk about this, versatile but specific, right? And that's not a-- that's way
easier said than done, which is how can I land a thought that I write a blurb
underneath that is very clear and not vague, and I can test it in market and
people get it.

But how could it be versatile that I can drive so many different ideas to ladder
up to it? And I would say Versus has that, Kit Kat Have a Break has that.
There's a few brands that really have those enduring elastic platforms, and that's
when the debate to kill these platforms becomes a bit harder.

MichaelAaron Flicker: We talk about in previous episodes and in our book
that Richard and I wrote, "Hacking the Human Mind," we talk about this benefit
of just repeating the-- a message in market. And it's not just the tagline that
matters, it's the concept that you're putting in people's minds about [00:22:00]
the connection with your brand.

The d- if-- to pull back from earlier in our conversation, the distinctiveness of
your brand and repeating that over and over. Richard we talk about in a multiple
spots how that really has some data to prove it will be more successful over
time.

Yeah. There, there's an amazing set of studies by Robert
Zajonc.

His studies are absolutely classic. So the, the original ones, he recruits
American students and sh- gives them this book, and on each page there's a, a
Chinese symbol. People f- flick through the book, get to the end, and there's a



full list of all the symbols they've seen, and they have to try and guess what the,
the symbols mean.

And the twist in the experiment is some of the symbols were shown once
through the book, some twice, some five, all the way up to 25 times. And what
Zajonc finds is that the more often people have seen the [00:23:00] symbol, the
more likely they are to believe that the-- it represents a a positive, a meaning.

So he calls this the mere-exposure effect. And the key thing it's the idea that
repeated exposure to a stimulus, even if no extra information is given, that
repeated exposure breeds preference. So you can have a really powerful
platform like VS, and then over time the same type of message will become
even more resonant with a with an audience.

That would essentially be Zajonc's argument.

Rami Dudin: 100%, and we see real examples of it in real life. Like I, I look at
GEICO and this 15% 15 minutes or more can save you 15%, or I'm butchering

the line but like- ... It's there and it's there is never something new about it. It's
not 20% off now, it's still 15%.

It's been 15% for the last 10 years, but it's the way that I hear it time [00:24:00]
and time. So now when I wanna sign up for insurance, I'm like, "Oh, that's
where I can save 15%." And again, similar to the example we said with
Snickers, it's like if I'm really hungry, and maybe this is just me 'cause | watch a
lot of marketing and this stuff gets to me, but I'm in the gas station and I'm like,
"Oh, if I'm really hungry, I'm not picking up a Twix, I'm picking up a Snickers
'cause that's what I..."

And maybe that's not even true, but, and maybe it is 'cause of the, the nuts and
all of that, but I just feel like the repetition of that message time and time again
has really... Now it's living like the, the, the, the kids say, it's living rent-free in
my head, even if I don't see it, yeah. It's it's what I'm gonna think about when
I'm about to make a purchase decision.

It's interesting you caveated with that, that point with, "
maybe it's 'cause I work in marketing." But I wonder if it's almost the other way
around, that when people don't work in marketing, 'cause obviously 99.99% of
consumers don't, they spend far less time thinking about brands. So the idea of
standing for hundreds of things is for the [00:25:00] fairies.



I think it's got a wonderful humility to just try and own one point, and the
problems come when we try and be greedy and all things to all people.

Rami Dudin: It's, it goes back to the point that you said earlier where we in
boardrooms get bored about our work before consumers do, because I think we
have this pressure like we are the directors of a TV show or a movie, and that
people are, like, craving something new.

But we don't have that same cultural cachet. I think, I don't think people look at
brands and I'm excited to see what their next fall campaign is gonna be." I think
we do great work, but we're not there in culture yet. But I think we feel that
pressure, so then we start to be like, "Wouldn't it be a letdown if we serve
people the same message we've been serving them for three or four years?"

And the answer is usually no, and then compounded to that is the pressures of
Oh, we have this new feature," or the product team is asking us to talk about
this. I always go back to I think we're making two points here. The [00:26:00]
first one is repetition, and the second one is singularity, right? You don't wanna
be a brand associated with 5, 20 things.

The best brands have one or two or maximum three associations. Other than
that, you become a diluted, watered-down brand that doesn't have a clear stance.

MichaelAaron Flicker: And w- maybe add one more thing that you raised in
multiple of your examples, Rami, is there's a trigger moment to think about
what your brand-- when to call for your brand.

So Snickers, you're not you when you're hungry, or Kit Kat, you need a break,
or versus the SickKids campaign is when you wanna be on a winning team to
fight against a sickness. To me, these are triggers that you call the brand to meet
a need, and the best... Th- this is like behavioral science basic thinking that you
wanna have a trigger connected to your brand.

But for us, the best triggers are ones that you can really rely on to call for your
brand [00:27:00] multiple times and re- regularly, that it's gonna be something
that doesn't happen once in a blue moon, but that you get hungry every day,
that's a reason why Snickers is such a great campaign. You-- We are not gonna
be done with the fight for cancer.

That's why thinking about being on the winning team is such a winning idea.



Rami Dudin: Yeah, and I think that's the pressure test you gotta do in year one
when you're coming up with a platform. How much longevity do we have in
this? Is this gonna be part of who we are gonna be in five years? I would say the
best platforms we've done is when we chatted with stakeholders.

We tried to understand the vision of these brands. Where do they see themself?
Where do they wanna go next? And again, it goes back to having something that
is versatile, that you're able to really, Know I've been in creative rooms where
the creatives are like, "Oh my God, the sandbox is so tight, I don't know what to
think about."

And I think that's a sign your platform is maybe very specific, maybe straight to
the point, but what's-- what good is it if you [00:28:00] can't build on it over
years?

I really like the fact that you've split out these two elements
of of strength. There's the repetition point which we've covered, that idea of the
mere exposure.

Same thing said multiple times generates additional warmth. But your other
point was around singularity, and I think that's a, a great idea that we've talked
pa- in the past about an idea called the, the gold dilution effect. So some lovely
work from the University of Chicago and Zhang and Fischbach.

And what they did was they recruit a group of people and the first half are
shown a statement about why jogging is amazingly good for heart health, and
then they're quizzed as to how much they believe that Second group, they're
shown exactly the same message about heart health and jogging, but there's an
additional paragraph about how jogging's great for bone density as
well.[00:29:00]

Now, when that group are questioned about the benefits of jogging to heart
health, you see this 12, 13% reduction in believability. And Zang and Fishbach,
they argue that essentially people don't believe that brands or people or
activities can be all things to all people. That the more you claim to do, the more
it undercuts, reduces believability and that, that core reason to believe.

So I think the, the singularity part is absolutely crucial as well.

Rami Dudin: Agree. I also think it's how we identify as people. I look at my
group of friends and I am like, "This guy is the foodie, and this guy is the fancy
person and this person is the practical s- problem solver." We attach ourselves to



characteristics, and I think people are special when they have dominant one
characteristic that makes them unique, versus if I meet somebody who has 10
characteristics and I'm [00:30:00] asked to define that person I'm gonna struggle
to define who they are, and I'm gonna struggle when we put the lens of
branding, how it benefits me.

And I think this is a conversation as old as time where you'll get a brief from an
agent, from your client, and it has a laundry list of messaging. And look we live
in a universe where we're not-- we can't tell clients you can only say one thing.
But at least what we can tell people is you can only say one thing in one, one
execution, and let your campaign funnel do some of the heavy lifting on some
of your secondary, tertiary messaging.

But one of the campaigns that comes to mind is we were working on CIBC, our
client, the top five bank in Canada, and we wanted to talk about their global
money transfer functionality, which allows you, unlike Western Union you don't
pay fees. So if you're a CIBC client, you're sending money to your loved ones
back home, wherever they are, you-- they get what you sent, no fees involved.

But then there's also same-day [00:31:00] pickup and ability to deposit this
money directly into your credit card and the li- and there are amazing features,
I'm not gonna lie, like stuff that I would care about if I'm someone sending this
money, and where you can pick it up and convenience. But I think what we
really were successful in rallying us and the clients is like the biggest message
here is the no fees message.

This 1s where you really like your ability to really be different, especially 'cause
this wasn't the case for other banks at the time. This is your differentiating
benefit. This is where you really gotta double down, and what's the most
interesting way that you can say it? And what we actually did is we showed
what those fees would buy for someone in the Philippines.

We showed what these fees would buy for someone in Egypt. And it's a very
docu-style emotional film of a grandma in the Philippines coming home with a
bag of groceries, and they're going out to do karaoke. And it's like now I'm like,
I don't care about the same-day pickup.

Now I'm really like this benefit of no fees is not [00:32:00] just a benefit, it's
something I'm owning. And if I'm-- and I can relate to this as someone who
received and sent money in the past, this is what matters, and this is the
emotional benefit. And if we were trying to be like, "Oh, and you get same-day



pickup, and you get this," then you don't have even the space and the time to
purely talk about this one benefit

MichaelAaron Flicker: Yeah, there is a a theme that we come back to in really
great advertising called concreteness, which is that you can see the thing you are
talking about.

And the, the study is from Ian Begg. I'll do my best Richard Shotton here. 1973,
University of Western Ontario. This one I know but he-- the way the study goes,
he tests students on two-word phrases, and the question is: what are they more
likely to remember? And some of the phrases are square door, some of them are
white horse, but [00:33:00] others are subtle fault.

And the words that you can draw in your mind are four times more likely to be
remembered than the ones that you can't. So by taking the campaign to a spot
where you can show what it buys, groceries for grandma, karaoke for your
loved ones, you're making it real, not just in the storytelling, but in the imagery,
and that's what you're gonna remember when you decide, "Oh, wait, who am I
gonna send money with?"

At 5:00 in between going home and picking my kids up. In that very
transactional moment of choosing a, a vendor or bank to send money, th-that
concreteness can help you be much more memorable

Rami Dudin: T- totally, and it stops being, it goes back to this idea of show me,
don't tell me, and I think that's it.

It's like I'm gonna picture how much this money's gonna go further without the
fees, and I think you nailed it. I think the best brands were the ones that are able
to maybe not have multiple benefits but have [00:34:00] one that feels very
concrete and very tangible. And I think-

MichaelAaron Flicker: Yeah ...

Rami Dudin: this is the push that other conversations like we started with, "Oh,
but our competitor is also talking about this," or, "This is a category benefit."

Doesn't matter. If you can really stand behind it, if it can become your thing and
you can own it [ feel like people will look for the tangibility because they're also
so skeptical of how all the other marketing doesn't have that sense of tangibility.
So we always tell our clients, do fewer, bigger, better.



Do one thing, make it concrete, make it real, and I think that always seems to be
memorable, at least for people.

MichaelAaron Flicker: Richard, I was thinking as Rami was talking about how
you have friends that you can remember one thing about them, right? You've got
this buddy who does this, but brands are, at least advertising is a weaker force,
and brands are really utilitarian in that you only care about them for what you
get from them.

You care about Snickers because you get a [00:35:00] candy bar. You care about
CIBC because they're a bank for you. And I wonder how that weaker force of
advertising and that transactional nature of a brand, it approximates wanting to
be seen as a, as, as a person in your circle. But it also, it's utilitarian.

At the end of the day, you want the brand to do something for you. Rami, I don't
know if that's come up for you, but it, at the end of the day, you still have to
deliver the product, and the product's gotta serve a purpose.

Rami Dudin: Agree, and I think I think we have this debate many times, right?

Where it's like in the end of the day, like we need to change the lines to make it
more hardworking, or we need to mention this part, or we need to mention that
part. I do think though that even though as a brand, I think when we get into
these categories, we still have these associations. And the point of example is,
it's like if you look into the coffee category, I still know like I'm thinking of
Nescafe.

Nescafe is the quick coffee that I can have right now, and I [00:36:00] can-- I
don't need to fuss about. Nespresso is gonna give me the feeling of fancy
without the complication of fancy coffee. But [ have a De'Longhi machine at
home, so clearly, I like the, the crafty part to spend five minutes on my coffee.
So yes, obviously, we have a product to sell, and [ would say the best
personalities that brands or the best characteristics that brands can take should
be built on their product.

So now when I'm entering the coffee aisle, I'm also putting the same rationale.
Am I going for this brand that's gonna be quick and resourceful, or am I going
for this brand that I'm gonna make a coffee for my friends or my parents, and
I'm gonna show off my milk foam? Do you know what I mean? So you still--
The, those kind of associations, even though we're trying to sell a product and
they're not universal in our life, if they're built on the right product attributes, I



think it's, it still lands this notion of selling what you do, but also building these
associations campaign after campaign.

I think Nespresso does it really well. It does it really well with [00:37:00] the
visuals, the design, the celebrities that they use, and I know exactly what
Nespresso is about. And I it lives in a specific point in my mind. Some days it's
not what I want, but some days it's what I want, and I-- and that goes back to
being a brand that's not for everyone, but a brand that has a very specific use
case and target.

And the specificity of that use case means that it's quick and
easy for people to understand at the point of need. When there's this lovely
phrase from Susan Fiske at Princeton, she says, "People are cognitive misers."
So essentially it's this idea that for most decisions we don't laboriously weigh
them up.

We make quick snap, fast decisions. And if a brand stands for 10 things and it's
a bit wishy-washy and it's a bit abstract, you don't immediately think of them
when they, the, the time arises. If a brand stands for one thing or two things and
it's very clear in people's minds, it's a much better [00:38:00] chance of being
able to capture that, that moment of need.

So I th- I think this simplicity fits with the kind of laziness of hu- of human
behavior.

Rami Dudin: You got it, and I'll give you some practical examples of some
stuff that we've done where at Courage we always w- we believe, like it's easy
to be like what makes your brand special is your heritage and your founder, and
in some cases that is the case, but we actually start with the name.

We always feel that the name behind the brand was one of the foundational
reason the brand exists. I always put myself in the founder's shoes, like, " why
did they name it that way?" And you'll be surprised how much stuff-- like how
much meaning you can unpack from names. So like Nescafe Gold, there is a
reason why it was called Gold.

Gold is a universal symbol of quality. Why do I need to beat around the bush?
Where do we source our beans or w- our process or sustainability? I'm gonna
talk about Gold 'cause that's our name, and that's where I can build a lot of
cultural connection. Skip [00:39:00] Skip The Dishes, which is the equivalent of
GrubHub and I believe Just Eat Takeaway in the UK.



We literally landed on a platform called Skip to the Good Part. Yeah. And it was
all about this idea of like people are using the word Uber as a verb, and we have
an amazing verb called skip, and we actually help people skip the bullshit of
everyday life. You want milk without standing in line?

Skip it. Do you wanna do this? Skip it. So these, exactly to your point, Richard,
like these associations become so quick for people to understand. Hiagen-Dazs
is a made-up name. It's not even made in Europe, so this idea of going back to
the name. Why? Because the name embodies the founder's spirit.

The name embodies the job to be done that this product or brand was founded to
to solve for. So a lot of times we always say, let's not-- before we do the super
academic research around every... And sometimes, I gotta say, sometimes the
name [00:40:00] 1s not interesting or the, some brands are more fun than others.

So then you have to really dig deeper. But I think something about the quick
mental shortcuts is interesting that don't overthink it. If there's a cool name, if
there's something, a tagline that you can jump on, I think these are the short
mental associations that when you're making a decision, you don't have, exactly
to your point, Richard, I'm not gonna debate the pros and cons every time unless
I'm buying a car or a house.

But these two-- with these things, I'll be quick and I want those quick
associations.

MichaelAaron Flicker: So Rami, we had asked you to bring a few different
examples to our conversation today, and when we went deep on this first one, it
got me thinking about some of the fintech brains that we discussed before we
started today's episode.

Maybe you could talk a little bit about how what we've been talking about might
connect in your mind with the fintech banks that we talked about before.

Rami Dudin: Yeah this is part of [00:41:00] what my everyday life is about,
working on a an institutional big bank. And I would say I don't lose sleep over it
'cause I'm just a strategist.

But I think when you look at the neobanks and the, the rise of, I would say,

financial challengers, I think there is something really to pay attention to over
here. And maybe I'm gonna talk about a few things that I find very interesting,
and we'll unpack them together. Sure. But the first one one of the things I love



about what the neobanks are doing really well, and I don't know if there's a s-
smarter behavioral sense behind it, this notion of there is a better way.

Do you know what I mean? You've been stuck in this rat wheel of you're one of
the system, you're just a number. This is not how you should be managing your
money. There is something I I always love. You need the material to back it up,
but I'm always intrigued by a message that tells me, "We've been doing these
things this way, and it- [00:42:00] this way doesn't work, and we're stuck to it
for so long.

Guess what? There 1s a new way, and that new way is us, and we're bringing
something new about your money." I love that, and I think that's something that
consumers are listening to, and I think it, it unpacks a sense of frustration that
people perhaps have with the financial system today. So I always find there's
something interesting in a challenger saying, "You've been doing things this
way all along.

Come with us. We're gonna show you a better way."

MichaelAaron Flicker: It's interesting, Richard, we talk about the Pratfall
Effect- which is this if you ex- if you share a little bit of a flaw or a blunder
about yourself, you become more likable to the audience that you're talking to,
and we talk about great brands that have do- done this.

Guinness Good things come to those who wait," or Avis, "We're number two, so
we try harder." But Richard, we've never talked about it in a category. This is a
problem with everybody in our category, and then so [00:43:00] this is why you
might consider us as a better option or come with us, we're revolutionizing the
category.

Do you think there's a connection there in the Pratfall Effect, or do you think
that they're tapping into some other behavioral insight?

I think it might be slightly different. For often the Pratfall
Effect is that ability to generate appeal and attractiveness by admitting that you
have a f- a, a flaw yourself.

Yeah. So if you say, " we don't have any branches," that could be the Pratfall
Effect- you're admitting a flaw. Or if you say, "Do you know what? We will
charge you twice as much as all the other banks, but we're amazingly high
quality," I think that would be the Pratfall. I think for it to work in that sense or
to tap into that particular bias, it has to be a flaw about y- your- yourself.



I would argue, yeah.

Rami Dudin: And th- and then there's like other themes that I thought were
interesting. I think one of them is I-- and we chatted about this. [00:44:00] I
believe it was Monzo who did it where like there's a limited amount of people
who can sign up to, to open an account, and that is so uncommon in this
category.

If there's one thing that's always open, it's a bank. A bank is always being like,
"Hey, we're accepting all people, all applicants. Give us your money." And so I
think that also I think they're leaning into some things that banks are typically
scared to do, rightfully there's no big bank who's gonna be like, "Oh, only 200
people can sign up today."

But I think what that does is it creates the sense of there is a better way that you
guys, that we're unleashing. And you know what? Not everyone can be part of
it. You gotta rush to be part of this movement.

Yeah. And from memory, when Monzo did that if you were a
customer, they gave you a golden ticket, and you only had one of these, and
they said, "Look, you can give this golden ticket to someone else, and they will
be able to join Monzo."

They can skip the massive queue, and it's a, a very, a kind of special thing. What
[00:45:00] I think is interesting about that is what 99% of banks would normally
do is just say to their customers, "Invite as many of you people as you want.
We'll pay you 50 quid. Just bring as many people in as, as you possibly can."

Refer a
Rami Dudin: friend.

Yeah. But there's a fundamentally different thing there. If
you tell people there's only one of these opportunities, it will be treated as if it's
special. If you say, "Do it as many times as you want," it feels very mundane. So
MichaelAaron and I did a test in a very different category.

We did this test with with beer. So we used some imagery of Sierra Nevada Pale
Ale. We showed people a, a 12-pack, and some people we said it costs $18.99,
and then we asked them how good value they thought it was. And I think the
score 13.7 thought it was good value, 13.7%. We then got another group of



people, showed them exactly the same 12-pack, [00:46:00] same price, 18.99,
but we said maximum number of cases you can buy is six.

And there we saw a 59% growth in perceptions of being good value. So it went
up to 21 and point something. Now, the interesting bit there I think is when
people are making these very fast decisions about whether something's good or
bad value, rather than weigh up the utility versus the price, what they do instead,
because it's much quicker and much easier, is they just look at the body
language of the promotion and they assume if the brand or the retailer isn't
letting you take as much as you want, it must either be such good value they're
losing money or such good value that they're worried about selling out, and that
might irritate people.

So I think you're right, absolutely. The scarcity that people like Monzo
embedded into their product at the beginning turned a strong product into
something that was even more, more desirable

Rami Dudin: And what [00:47:00] I love about that is t- something that I really
love in advertising is borrowing from other categories.

'Cause when you actually think about this, this is a streetwear kind of notion,
right? This is what Supreme was built on, this idea that you gotta line up in the
streets for hours to get this shirt that no one else is gonna have. And what I love
about it is you take this notion that easily worked in more fun, more more
culturally relevant categories where let's be honest, very few people are
bragging about their bank account, but more are bragging about what they're
wearing and the kith outfit they got that no one else has.

So the, the notion being is like I love... I'm fascinated by how you take this
behavioral notion from a different category and you apply it to banking, and it's
clearly something that, that has worked. And it's also, to your point it challenges
our perceptions of a bank who's always like arms wide open, which in a way
fosters a [00:48:00] different feeling.

It's like, ooh, something is sketchy that you're always like you just want me to
do business with you. And I think that's a Let's be honest, there is, this is
publicly found information. There's so much skepticism around what banks
offer. So instead of telling people, "Hey, trust us, we're giving you good value,"
this does it in a funner, more real way as well.

I think it's fascinating that we've done quite a few interviews
over the years, and this idea of borrowing from other categories, some of the



most creative people we've talked to often will refer to it as a tactic. So I think
it's an amazing idea. Have you ever had pushback from a client? 'Cause what
I've often noticed is you talk to a, let's say a laundry detergent client, and they'll
say, " no, our category is completely unique.

We face phenomenal problems other people don't." You go and speak to a car
brand, and they'll say, " no, we're unique. We face problems no one else does."
Have you faced pushback when you've tried to borrow the norms of another
category? So I think we all believe it's brilliant, [00:49:00] and if you have
faced that pushback, how did you overcome it?

Rami Dudin: I think there is pushback usually on the notion of ownability,
right? Can we own this because this is something that was used differently. I
will say there is less pushback than, and I'm not surprised about this, less
pushback than if this is something in your own category, because then you feel
like this is not a what we call a white space for you in, in the positioning map.

But I've seen like openness depending on the type of ideas. Like I've seen, and
nothing that I've worked on, but I've seen really fun campaigns that actually
pretend to be those like pharma ads and they're like that they basically have like
just super generic stock footage and then a bunch of VO like, "Talk to your
doctor about blah, blah, blah."

And sometimes it actually is really funny, and it works really well. I think there
is like- There are things that you gotta think about that make sense. [00:50:00]
So for example, like you look at travel. Travel is an aggregator economy type of
world, right? How many of us actually goes to the hotel website or the airline
website?

We all go to aggregators. That is also the case when it comes to mortgages. That
could also be the case in terms of the brokerage model that people are buying
other products from, insurance, you name it. So I think you gotta make a
strategic case, and where I've had success to my clients is to be like, look at the
crazy similarities between what you do and the benefit that this other category is
talking about.

And I think that's where the sell can happen. If you can-- if you're able to
convince them that this is not just a fun, creative idea, that there's actually
strategic grounds to the similarity and the benefit and the articulation. And I
actually think this is great when you have difficult products to explain.



It's like, how can I find a shorthand that people are very familiar with, that then
I can use that familiarity to explain something that's unfamiliar? So [00:51:00]
that's where I think the conversation, the dialogue has to have. That said,
though, there's brand link and brand ownability and all that stuff that you've
gotta be very careful of, because by just borrowing something from another
category, you're changing your tone, you're not showing your logo in the first
three seconds, all these things and hurdles you've gotta overcome.

But if the juice is worth the squeeze, I think brands sometimes are willing to go
for it

MichaelAaron Flicker: This has been such an exciting and interesting
conversation, Rami. If you were to think about everything we talked about
today, and maybe even more importantly, what you'd like to leave our listeners
with. They're thinking about building brands.

Our listeners are people who either are on the agency side or on the client side,
but it's their job to help not just sell products, but make brands that drive value
for their companies. What would you leave them with? What would you want
them to think about?

Rami Dudin: Yeah thank you for that. H- honestly, I would say one [00:52:00]
word culture.

Y- I think working in the last three, four years at Courage changed the way |
see advertising from looking inwards to looking a lot more outwards. People
care less about your brand, but care more about what's happening in culture, and
your ability is to surface your brand to the top and be part of that conversations.

I'll do one quick example with KFC. We're not re- we're not modernizing the
Colonel, but we're gonna put him in contemporary situations. We're gonna put
him in places where people are not thinking about. And I think what that creates
is this notion of like a context thing. It's if I see this person at an NBA game,
then I'm thinking he's not only the Colonel is actually really cool.

He's watching the basketball game with me. He knows what's happening. He's,
he knows culture. So ultimately, where I think the biggest opportunity for
brands today is to be able to find an ownable place in culture that doesn't feel
forced, doesn't feel like you're jumping on trends, doesn't feel like that, "Hey
[00:53:00] kids" meme that we've seen, how you do fellow kids. So I would say
it's really culture is the one thing, and that's gonna be the, in my opinion, the
eternal opportunity, no matter what Al happens, all these changes. If you're able



to be part of culture, you're gonna be able to sell stuff and that's maybe my
parting message.

MichaelAaron Flicker: Rami, if folks wanna learn more about you and about
Courage, where can they learn more?

Rami Dudin: Honestly, they can look up Courage's website. We show a lot of
our work there. I'm pretty active on LinkedIn. I share a lot of my articles and my
thoughts. My latest was the, the similarities between a brief and an arrabiata
pasta sauce.

So yeah, it's all there on LinkedIn. So yeah, feel free to contact me at any time,
but it's been-- I gotta say, it's been a really entertaining conversations and again,
I think understanding sometimes the work that [00:54:00] we do and the, the
implications that you can unpack from it and the thinking that as marketers in
the field, we don't always notice, but we know it's-- we know it's the logical
thing to do, but seeing the research and seeing some of the research behind it, I
think validates a lot of the work that we do.

MichaelAaron Flicker: Thank you for joining us today, Rami. And for those
that are listening, if you found today's conversation engaging and exciting,
please share it with others. And comment on our pages. It helps us find more
people just like you. And until next time, I'm MichaelAaron Flicker.

Rami Dudin: And I'm Richard Shotton.
MichaelAaron Flicker: Rami, thanks so much for being with us.
Rami Dudin: Thank you very much.

Advertisement: Behavioral Science for Brands is brought to you by Methodl,
recognized as one of the fastest-growing companies in America for the third
year in a row, featured on Inc.'s 5000 list. Method1 1s a [00:55:00] proudly
independent creative and media agency grounded in behavioral science. They
exist to make brands irresistible, helping people discover products, services, and
experiences that bring moments of joy to their lives.

As behavior change experts, Method1 creates emotional connections that drive
true brand value for their clients, focusing primarily with indulgence brands in
the CPG space. Find out more at methodl.com.



