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‘Better-Than-Average-Effect’ gælder i ledelse, i bilisme, i venskab, i ægteskab og
forældreskab – gælder det også brands?
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We judge ourselves 
based on intentions 
while we judge others 
based on actions

90% of leaders think 
their own 
performance is 
among the best 10%1

Source: 1 Stone et. al. 2011, Brown 2012 
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Prisoners rate themselves as better than their free peers in many respects

Source:  British Journal of Social Psychology, 2014
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Note:
Source:
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Kan dit brand klare selverkendelsestesten?
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Title (26 pt) People wouldn’t 
care if 77% of 
brands disappeared 
tomorrow

6Source: Havas, Meaningful Brands (2021)

The commodity trap
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Og det i en tid, hvor værdien af det immaterielle, brandet, fortsætter med at 
vokse – udgør lige nu 90% af værdien af de samlede aktiver i S&P 500

Note: 7
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Tangible vs intangible assets

Ocean Tomo Intangible Asset Market Value Study finds that Intangible 
assets currently account for 90% of the S&P 500’s total assets

Tangible assets* 

Intangible assets** 

*Includes buildings and equipment, cash and bonds, inventory and land

**Includes patents, brand value, customer data, software
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Building Meaningful Brands…
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THE FOUR COMPONENTS OF A MEANINGFUL BRAND

Functionally works

Value for money

Makes someone’s 

life easier

Positive impact 

on society
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Sources: Havas 2018 & 19, Association of National Advertisers (2019 – Discovering Brand Purpose), Voluntas Global Meaningfulness Survey 2022
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Hvad gør et brand meningsfuldt for dig?

Source: Voluntas Global Meaningfulness Survey 2022
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14%

23% 28%

35%

What it does Why it matters

1.7x
Der er næsten dobbelt så stor
sandsynlighed for at et brand 
opleves som meningsfuldt, hvis
det er fokuseret omkring ‘why 
it matters’ end ‘what it does’
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Building Meaningful Brands…
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THE FOUR COMPONENTS OF A MEANINGFUL BRAND

Functionally works

Value for money

Makes someone’s 

life easier

Positive impact 
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Sources: Havas 2018 & 19, Association of National Advertisers (2019 – Discovering Brand Purpose), Voluntas Global Meaningfulness Survey 2022

23% Company 
reputation

28%
Personal
benefits

35%
Societal
benefits
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8%

15% 28%

What it does Why it matters

Hvad gør et brand meningsfuldt for dig?

Source: Voluntas Global Meaningfulness Survey 2022
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What it does Why it matters
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… which outperform other brands

KPIs

+3%
FAMILIARITY

+5%
REPURCHASE

+7%
ADVOCACY

+7%
OVERALL

IMPRESSIO

N

+7%
PURCHASE

+12%
PREMIUM

PRICING

FOR EVERY 10% INCREASE IN MEANINGFUL PERFORMANCE

Sources: Havas 2018 & 19
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13Source: Havas, Meaningful Brands (2019)

64%

2017 2019

51%

+13 pp

2 out of 3 
consumers chooses products based on 

purpose and moral standpoints

Decisions are driven by 

purpose and standpoints (43%) 
as much as core value proposition (44%)

Sources: Edelman Earned Brand Report 2019; Mistra Center for Sustainable Markets (Misum) Stockholm School of Economics 2017; 
Financial Times  (2017) and Harvard Business Review (2017) 

… og moralske standpunkter og “purpose” fylder mere og mere i
beslutningsprocesser

43%
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We take on responsibility for the environment and society.
We are honest and speak up when something is wrong… 
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Our vision is to be recognized as the most trusted financial 
partner…

…We act with integrity
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Note: Statement: I believe that the CEO of my company is a good human being, ethically and morally
Source: Voluntas Global Meaningfulness Study 2022
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Are either unsure or disagree that 
the CEO of their company is a good 
human being, ethically and morally
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Værdien af penge afhænger af
hvordan de er tjent

Moralitet er ikke det samme som legalitet…
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… realizing that any brand relationship starts and ends with humans 
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Share of Wallet

B2B

B2C

H2H
HUMAN 2 HUMAN

Meaningfulness
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Title (26 pt) “Compare Yourself to Who You Were Yesterday…

Jordan B. Peterson 19

…Not to Who Someone Else is Today”
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Q&A



Realizing Human Potential


