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Research shows that the emotional nature of what the brand stands for is

what determines whether or not your customer will pay attention to your rational
arguments in the first place.

This suggests that your brand'’s positioning and its subsequent sales, marketing and customer
communications should be based on what your caveman customer can best process: A
singular, strong, positive emotional benefit.

Get your customer to experience the emotion your brand stands for.

In so much as you can, exercise these emotional benefits in the neural pathways of your
customer’s mind with all your ads, publicity and demonstrations. Branded experiences are
particularly powerful for this.

The more emotionally exciting the experience, the better retained the brand memory, says
research. And the more positive the emotional memory, the more inclined a customer is to
more thoroughly store it.

So when planning to convey your emotional benefits, seek positive emotional experiences or
contexts. Because:

Emotional context colors brand memory and openness to/retention of

new information.

Research shows brands are tagged with an emotional code when laid down for the long term.
The code can come from the context of the media programming in which information on your
brand appears. Happy emotions from programming will increase positive brand associations.
Too-violent experiences or too-passionate programming may halo your brand with associations
you don't want.

Choose your communication context carefully, for research shows that people who are in a
positive mood from it are more open to new possibilities (a new brand or product introduction,
for example), and willing to see things in a new light (repositioning, for example).

To be successful at branding, you have to speak the language of your customer’s
brain = which is emotion.
It makes sense when you think about it, because...

< The brain developed to gather,
process, and decide not rational

information but emotional.

The brain developed to gather, process
and decide not rational information, but
emotional, sensual information.

Even today, our five senses take in (implicitly)
all kinds of things that we don't even realize
are registering on our radar. And that part of
our brain (the limbic) that dates back 200
million years to the first mammals — its primal
motivations are proven to emotionally code
much of our interpretation of information and
tag much of our memory. It strongly drives
the preferences and behaviors of your cus-
tomer even today. Things like: The desire to
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belong to the tribe, whose visible symbols confirm our self identity, whose victories give
meaning and hope to our life, whose traditions give us a sense of belonging.

Primitive desires like wanting to be attractive to the opposite sex. (Which leads to procreation.
Which means more children that are likely to survive. Better chances to be taken care of in
our old age.)

Deep emotional desires like the need to nurture and be nurtured. To be master of one’s own
destiny. To have a higher social status. (Because the highest rank in any animal society gets
to eat first of the best part of the kill. Gets the deference of others, a better chance for survival
and first pick of a mate.)

Your customer’s brain seeks the same emotional/social benefits your ancestors did.
In his book, “Winter World: The Ingenuity of Animal Survival,” Bernd Heinrich argues that “our
domestic concern for the perfect color and thickness of carpet is simply the continuation of
behavior that birds and mammals have been performing for millions of years. An insulated
home is not much different from the nest of a gray squirrel — where the layers of dried oak
leaves are as interlocking as shingles.”

Research shows that all of mankind is moved by many of the same desires. One of these is
the universal desire for laughter.

Humans have an innate appetite for laughter.

It's not that the brain is hardwired for it but genetically predisposed to crave what it so easily
gives us — the social connection that comes from laughing over a universal truth or frustration.
(Perhaps that is why funny jokes or humorous TV spots get so rapidly passed along via email.)
Research tells us that the positive immune and metabolic changes laughter creates are sus-
pected of playing a role in “survival of the fittest.” So, it seems that even today, we are innately,
albeit subconsciously, driven by a desire to survive.

Anthropologists argue we’re all still “hunter/gatherers” at heart.
Consider the hunter/gatherer in your customer. To him or her, the best
retail stores are a savannah in which to hunt and gather with the least
effort, the greatest safety. Where nothing bumps them in their back end
— because for all they know that end aisle display could be a bear.
Where the hunting and gathering experience has a social or emotional
reward. Let's face it, we're all still squirrels gathering nuts. Fear of scarcity
is innate in your customer.

We are genetically preprogrammed to like having stuff, acquiring it, and lots of it.
Given the hoarding that was necessary for our ancestors’ survival, natural selection has insured
that your customer’s genes are perfected, even concentrated, to crave material accumulation.
So the argument that we marketers are manipulating our society to want more than we need
is, says one anthropologist, “wistful ignorance of human nature, history and cultural reality.”

What is more - a strong case can be made that it’s not just the material goods
we seek for survival, it’s their meaning.

Some researchers say our brains are hard wired to search for meaning — even predisposed
to believe in God. (That would be just like God, wouldn't it, to wire himself into us?)

For example, you and | and your customer could all survive on the calories provided by generic
beer and generic cheese, live just fine with a generic refrigerator, shopping in a generic
savannah. Yet we subconsciously seek, and consciously rationalize buying brands. Why?

Because survival is about a lot more than food and shelter. Survival is about giving meaning
to our hunting and gathering. To our lives. And brand selection feeds that deep need within us
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all to feel something particular. To be seen as something in particular. One psychologist even
calls brand purchasing justifiable “therapy” for many in today’s stressful world.

A revolutionary shift in how to view and practice branding.
It's time for us to market with man’s search for meaning in mind. This requires a change to our
marketing point of view and practice.

Have meaning drive your brand.

Throw out the old point of view where brand marketing is seen as added-value associations
— “meaning” retrofitted to product and services after they are designed and their sales prac-
tices developed. And start first with what meaning to give your brand, then use that to design
your products and sales practices.

Old way New way
Products and Vision/Values/ < Have meaning drive your brand.
sales practices Attitudes that
? are emotional,
relevant,
Added-value differentiating
associations 1
that are . . . .
retrofitted to Products and With the old way, brand marketing provides little
products and sales practices real meaning. It is superficial — coming up with
sales practices fitted to an image solely for getting the customer's atten-
ma’I"feSt tion in communications. With the new approach,
values

a marketer would first determine what meaning
his/her customers are really seeking, then build
the delivery of that meaning into all products and services from the very start — driving that
meaning into the whole marketing mix.

It stands to reason that delivering the meaning that moves your customer should
be the driving force for all that management does - from the setting of goals, to
the allocation of resources and incenting of people.

The result is that your entire organization would be efficiently focused and aligned to deliver to
customers the meaning they seek. You'd be “operationalized” to exercise that meaning in the
neural networks of the customer’s mind through all your company does — from new product
development to customer services to communications.

Called “Concept Branding,” this approach is a propitious marriage of how the brain
of your “caveman customer” works and the reality of today’s marketplace.

The reality is that time-starved people — whose brains are already built for quick decision
making — absorb best those brands whose meaning is relevant but telegraphically jumps out
through all the clutter they face daily.
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GEOGRAPHIC Cﬂginel < These brands start with an emotional
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throughout their organizations.
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Think UBC, not USP.

So toss out forever the old fashioned notion that you need to search for a “USP" or unique
selling proposition — that functional, rational benefit so easily copied by competitors given
today’s technological advances. And in its place, search for your “UBC” or unique brand
concept — that timeless, universal meaning that can give you a wider platform on which to
build revenue streams which deliver it. “Virgin” is a perfect example of this. By standing for “a
sense of rebellion” they have a platform on which to launch a brand of airline, a cola, a music
store and more. This not only gives them a focused meaning that is relevant to many and
clearly differentiated from competitors, it gives them a cost efficient platform on which to
market many businesses, products and services.

OLD WAY: NEW WAY:
UNIQUE SELLING UNIQUE BRAND .
PROPOSITION CONCEPT < Think UBC, not USP.

» Seeks unique selling » Seeks meaning that is

proposition that is timeless, universal,

functional emotionally based —
+ Rationally based, thus more compelling . .

it is easier to copy — * Harder to copy, more HO.W can you det.ermllne the potential

is transitory ownable: more or inherent meaning in your brand that

extendable. would allow you to transform it to a
Concept Brand? Clues may come from
unique research methods that reveal the emotional/social benefits of what your brand does. Or
clues may come by using unique methods that reveal the persona or soul of your brand.

Regardless of its source in either the emotional/social benefits of your brand’s meaning, or your
brand's image, that which gives your brand relevancy to your customer should differentiate you
from the competition. And as you'll recall, the simple mind of your “caveman customer” requires
that you express this as one thing.

What one limbic purpose or innate need does your
brand fill for your customer?

If you are Krispy Kreme, you've defined your emotional
meaning as that of providing a “magical moment” out of
the stress of life. Through research the U.S. Air Force has
defined their brand’s limbic purposefulness as “winning.”

But just determining your brand’s positioning doesn’t mean
your job is completed. In some ways, your job as a “concept
brander” is just beginning, because it's estimated that the
brain of your customer can hold 10,000 brands.

To have your brand’s meaning the one most readily and subcon-
sciously evoked, you'll need to make it powerful and succinct.

You’ll need a “hook.”
A trigger that sets off other associations. A portal from which all
kinds of brand associations can be accessed subconsciously.

Metaphors are powerful, succinct “hooks” that can convey
your brand’s meaning and trigger helpful associations.
Metaphors include: Allegories, emblems, illustrations or myths that
convey the emotional and social benefits you offer.

Feeis
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VIS A = V//e < Strong brands often get their strength from strong
/_— (:; metaphors: allegorical, descriptive, emblematic,
1. illustrative, symbolic.
Everywhere Keeps on
you want to be going

By definition, a metaphor has the potential to instantly
summarize your relevance and differentiation in

Living » emotional/social terms. It is a means by 'which your
customer can consciously and subconsciously build
new, positive associations in the intranet of their brain.
A powerful tool for branding.

Next stage of Imaginative

Aramelsl sarisss living One type of metaphor with promising applica-

tion to Concept Branding is the “archetype.”
Archetypes are personifications of universal human
desires. Men like Aristotle, Freud and Schopenhauer worked to discreetly identify the universal
desires hardwired into all mankind. And while religions from time immemorial sought to codify
and moralize them — in the last century the psychologist Carl Jung and anthropologist Joseph
Campbell made it their life's work to help us understand their role in our subconscious.

Like a picture that stands for a thousand words, an archetype represents certain
personality traits, the common understanding of which is like laughter, giving all
mankind a subconscious sense of connectedness.

Used as metaphorical teaching tools for thousands of years, literature and entertainment are rich
with storylines that illustrate the human truths each archetype symbolizes. For example, one
archetype is that of the hero. By definition this is someone who has a risky task to accomplish,
balks at doing it, but some urgent situation catapults the reluctant hero on his “journey.” In
addition, the hero’s growth is mentored by a magical, transformative, sage-like figure.
(Examples: Luke Skywalker, Frodo Baggins, King Arthur and Neo.)

Still somewhat experimental in their application to brand positioning - archetypes
have huge potential as metaphors for Concept Branding - providing succinct
metaphorical meaning that gives a brand the “hook” that helps it stand out from
the 10,000 others in your customer’s brain.

Archetypes can provide that telegraphic, emotionally relevant, differentiating but easy-to-
communicate metaphor so needed in a cluttered world where communication dominates all.

Loyalist
Powerbroker (Certainty) Hero
i (Domination/Control) A (Trust/Reliability)
Archetypes: Each a potential > » P
metaphor for a Concept Brand. Siren L e Vi Wise Old Man
(Seduction/Destruction) v N 5 (Continuity/Heritage)

Creator
(Invention/Newness)

Ultimate Strength
(Testing/Proving)

Magician / ./ A Mother of Goodness

&
(Change/Newness) Fag N (Care/Nurturing)
Based on the work of Kent Wertime, outl ¥ A Jest
Margaret Mark and Carol S. Pearson. I y A
(Rebellion/ . (Humor/Spontaneity)
Enigma

Anti-establishment) (Uncertainty)
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VICTORIA'S SECRET

The Siren Archetype

What’s your brand’s archetype?

For example, if Pepsi were to decide that their archetype is a jester, their brand promise
would invite people to be playful and their development of products and communications
would follow accordingly.

(Lindsay, Stone & Briggs' archetype is a combination of sage/magician — someone who
leads clients to new insights, tells them uncomfortable truths, inspires them with the confi-
dence to take the calculated risks necessary to be heroes. Our products and services, like
our annual international symposium, Brandworks University, try to deliver on the meaning
of our archetype.)

Given these pages and pages of fresh findings from neuropsychology, social
psychology and cultural anthropology, how could you now answer those four
questions marketers always ask themselves (which we noted on page one)?

Here are a few ideas to jumpstart your thinking:

1) How to identify what your brand does or could stand for.

> Ask yourself, in what way would you do research to get at the subconscious, emotional,
social — even limbic needs that your brand could fill for your customer?

> How could you fill some emotional, social or limbic need as a means to differentiate you
from your competition?

> Consider the universal archetypes within us all. In what way could you use them in research
to reveal the meaning your customers might need you to play in their life? How might “owning”
this meaning give you a “Concept Brand?”

2) How to manifest what your brand stands for in growth platforms and new products.

> Find the next “cool” thing. The “pre-"trend. Determine what about it reflects a timeless,
universal need (archetype?) that you can play to. Then you might have a new Concept Brand
you can launch.

> Take a trend, like eating in the car, increased obesity, or the increase in the Hispanic
population. In what way would you develop products for them if your brand were a
particular archetype? A “mother of goodness” archetype? A jester?

> How would your NPD process change if you knew your archetype? Could it become a
prism by which you'd screen product ideas or features for suitability’? Or could it be a starting
point from which you brainstorm ideas that “fit" the type?

> Given the caveman in your customers and how he's driven by emotions and sensual
stimuli, in what way could you build new smells, tactile stimuli and other sensual details into
your new products? Or your product communications like the name or packaging?
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3) How to communicate brand positioning and new products in a way that moves
the customer.

> The scent of Johnson & Johnson Baby Powder is supposedly the most recognized smell in
the world. And along with its famously scented shampoo these smells appeal to something
so powerful in us that 60% of Johnson & Johnson Baby products are bought for adult use.
Now if you were J&J, how could you leverage the power of that smell in your ads? PR? A
Web site? In other words, how could you leverage and energize your customer's senses of
smell, touch and taste interactively?

> Given what your brand stands for, what is a metaphor that communicates it?

> If your brand were an archetype, what would be its story in the classic terms of that
archetype® How could you leverage your archetype into compelling storytelling?

(As the president of Coca-Cola recently argued in a speech — those in the business of marketing
communications need to change their self concept from that of practitioners making ads and
publicity, to that of being producers of “infotainment” — myths and stories relevant to today.)

4) How to leverage the brand to do more, be more, earn more.

> How could you take what your brand stands for and make it into an experience so the
customer internalizes your emotional/social benefit?

> How would you build your brand, not on products, but on an emotional platform that
provides some deep meaning for your customer?

> How could we all exercise customers’ neural networks emotionally, and often, to build
preference for our brand before we need to ask for their decision to buy?

Whatever the implications of the neuro-anthropological insights of branding -
you’ll maximize your brand’s leverage if you don’t try to put new information into
the mind of your customer. But rather... tie your brand’s meaning into what is already
in the mind of your customer.

For each of our brands only exists in the minds of our customers. Our best bet for success is
to use the science available to get inside your customer's head to discover and unleash their
inner caveman. Then speak their language of emotion. Play to their virtual reality of hyperlinks
and quick decision making. Give their desires meaning in your products and services. Make
your benefits memorable with stories that are universal in their truths.

To do this, each of us must be part neuro-scientist, part Jungian psychiatrist, part cultural
anthropologist and, in total, a communicator of a metaphorical concept whose meaning is
relevant and differentiating.

But don't let all this scare you. All you really need to do is take confidence in branding's art.
Take courage from branding’s science. And like the hero archetype, start out simply by
“seizing the day.”

Carpe Diem
Careers, like brands, expand in proportion to one’s courage to capture and apply new learning
from branding science.
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