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Superstition is generally resulted from one’s mental laziness. It refers to the simplistic
acceptance of everything that is easily accessed. Superstition can be deﬁned as every basic
command that we accept without any skepticism. It is interesting to note that unlike what we
might imagine, the modern human being is way more superstitious than our ancient
ancestors. We live in a world where anyone with zero talent can use some technical tricks to
achieve hundreds of followers who have a thirst for insanely following and sharing contents. It
has made the superstition market even hotter than the past. In this sense, the modern
superstitions are way more mutated than ancient superstitions. However, what the modern
superstitious people have in common with their ancestors is their resistance to accept
superstition as superstition. In fact, they believe in superstitions in a way that they might
consider any criticism sinful or even silly.
Many Twenty First century companies’ MBA/DBA graduated managers are superstitious as
well. They believe in some meaningless ﬁctional ideas that are so common these days, some
superstitious beliefs accepted by the whole society. Some of them are even taught in
academies. Perhaps a few centuries later, the future human being would remember us
disrespectfully as a generation who used to think ignorantly about issues like the effect of
colors, words and ideas.
Superstition no.1 Creativity
In the present century, we as managers, advisors and employers are constantly trying to
think of unprecedented ideas. We think about everything, from the very actions we do to the
words we utter, the ideas we create and the mottos we can use for the ﬁrst time in a history.
We hold meetings, we share ideas and at the end what we hear are comments like these: but
the same idea has been used by another company before, this is the color of such and such a
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Superstition no.2: Attractiveness
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until either the innovative person gets tired or the project time ﬁnishes. Sometimes, a team
would agree on an idea and ﬁnd it attractive, no matter how hollow it is. How can one ﬁnd an
attractive solution for a project that has no clear objective? It’s like a mountain climber who
doesn’t have any idea about the peak, and yet tries to ﬁnd an interesting path to get there.
Actually, the best action in such situations is no action as it might be either meaningless or
even harmful. Generally, work at a company is not about philosophy, art or discovering new
paths through jungles. In fact, the main objective of any company or business is to be useful
in a way that facilitates peoples’ lives directly or indirectly. But creativity as a superstition
would waste lots of time of the people. It could be argued that attractiveness is an uncertain
characteristic for an uncertain objective that can simulate people
.Audience’s analysis Superstition no.3
Companies think that the audience would analyze every detail- from the color, logo, and
website address to the company’s social responsibility and motto- about them as if they are
movie critics.
But the fact is, no one has got that much free time to spend on analyzing the company identity
before buying something to eat, especially in these days that people are faced with inﬁnite
identities, ideas and details. However, the companies are very obsessive about the details
like the darkness or lightness of the color they use for their brand. They don’t know even if
they use a single color in all touch points, the audience wouldn’t pay attention at all.
Interestingly enough, the team members wouldn’t remember the color they had agreed upon
in their future meetings. So how can we expect an audience who would see that color twice a
year remember that?
In fact, the audience doesn’t care about analyzing company’s identity. The ultimate thing that
matters is the function of that identity that can be used to refer to that company or brand for
any possible recommendation. The audience doesn’t even care if the brand’s name is
stemmed from a Greece mythology god who protects sun or not. It doesn’t even matter if the
logo is a silly combination of the letter M, a mountain or a shade. Nobody cares about the
relationship between Greek gods or pre-historic Iranian myths and companies. The only thing
that is important can be for example to ﬁnd a proposal with the best price, or to ﬁnd the
healthiest products among others. The origin of the names or the color analysis in the
presentation session aren’t important at all. The audience wouldn’t even take a look at these
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details. Just like the way when managers, designers and innovators don’t pay attention to the
naming philosophy of a brand when they want to buy something like a car or a cellphone.
Actually, the audience wouldn’t even take a look at us, let alone analyzing our brand identity.
Conclusion
This article doesn’t try to undermine every single things that happen during company
meetings and regard them as superstition. It is indeed aimed at thinking clearly and ﬁnding
ways other than popular criteria in order to ﬁnd the reason behind each action and to take
care of that action to function appropriately. A 2 centimeters logo cannot explain the
complete strategy document of a business or company, just like a motto that cannot stand for
the whole values of a company. A package cannot be considered as an epitome of everything
that occur to the managers’ minds. Certainly the audience doesn’t look for such a thing at all.
Whenever s/he needs a hammer, s/he looks for a hammer not the most creative hammer ever.
S/he needs a nail that is functional and resistant enough, not the myth of promethean nails in
Caucasian mountains. Nobody is interested in the attractiveness of nails and hammers. In
fact, a business identity should be as functional as nails and hammer. Perhaps the best
advantage of our modern age is the notion of functionality in identity.
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