
BREAKING 
BRANDS INTO 

CULTURE
ANDRIS RUBINS



89%
OF ADS REMAIN  

UNNOTICED



5000
COMMERCIAL 

MESSAGES A DAY

89%
OF ADS REMAIN  

UNNOTICED

47%
USE AD BLOCKERS



WE COMPETE FOR ATTENTION WITH

NETFLIX 
GAMING 

SPORT EVENTS  
HOLLYWOOD 
CAT VIDEOS

MUSIC INDUSTRY  
SILICON VALLEY



BREAKING BRANDS  
INTO CULTURE AND  
CONVERSATIONS

OUR APPROACH





CULTURAL IMPACT
=



TO CREATE  
UNREASONABLE  

GROWTH.



HOW TO BREAK 
INTO CULTURE?



1. BE UNEXPECTED





OF OUR DECISIONS ARE
DRIVEN BY EMOTIONS.

(Daniel Kahneman, Thinking fast and slow)







WHY MOST OF 
ADVERTISING IS SO 

PREDICTABLE?



“EVERY CLIENT WANTS 
SOMETHING NEW.

AND 3 EXAMPLES OF WHERE 
IT’S WORKED BEFORE.”

LEE CLOW





HOW IT STARTED HOW IT'S GOING



1. BE UNEXPECTED

2. BE RELEVANT







WHAT
WE OFFER

BRAND ROLE

WHAT 
PEOPLE

WANT













1. BE UNEXPECTED
2. BE RELEVANT

3. BE HUMAN







BALTICBRANDCAPITAL
Five brand attributes and 
their correlation with love

Humanness

Uniqueness

Quality

Value-for-money

Greenness 0,347

0,380

0,393

0,426

0,611

2021



BALTICBRANDCAPITAL

Humanness

Uniqueness

Quality

Value-for-money

Greenness 0,434

0,458

0,569

0,221

0,606

0,348

0,380

0,393

0,426

0,610

Five brand attributes and correlation with
love

Estonia Latvia

Lithuania

0,421

0,452

0,477

0,513

0,641











HUMANUNEXPECTED RELEVANT



WHAT’S HOLDING BACK?



FEAR OF UNKNOWN 
TOO MANY MESSAGES 

LACK OF HUMOUR



HOW DO WE DEAL WITH IT?



BE  BRAVE 
KEEP IT SIMPLE 

REACT FAST



two more things





BRANDCAPITAL
Brand Capital is global 
brand and lifestyle 
research covering Baltics 
and Nordics.

LATVIA

ESTONIA

FINLAND
NORWAY

SWEDEN

DENMARK LITHUANIA



ABOUT
BRAND  
CAPITALBrand Capital is the 
most extensive brand 
and lifestyle 
research in the 
region.

Years18

280 Questions

544 Brands

DATAANDEXPERIENCEOF18YEARS
+ International method
+ Representative sample — more than 
1000 respondents in each country
+ Quality guaranteed by RAIT Custom 
Research Baltic

BROADESTOUTLOOKONACTIVITIESANDLIFESTYLE
+ Demographics
+ Consumption of products and services
+ Psychographics: attitudes, values and interests
+ Regular and cyclical activities
+ Media trust and consumption

SURVEY ABOUT544BRANDSINTHEBALTICS
+ Brand loyalty segments: Lovers, fans, 
friends, acquaintances
+ Brand perception: uniqueness, quality, 
value for money, sustainability and social 
responsibility
+ 135 brands in the Baltics (323 - Latvia,
266 - Lithuania, 268 - Estonia)



Feel free to contact me: 
andris.rubins@lv.ddb.com

+37129203575
nordddb.lv


