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Spiritugraphics


The Influence of Faith on Consumption and Why It Matters to Your Brand


Brad Benbow & Phil Daniels










PRAISE FOR SPIRITUGRAPHICS





“Knowing your customer is a fundamental truth for building a brand that lasts. Consumers have long been viewed through a demographic lens, but we know there’s more to today’s market. Spiritugraphics is the framework for any brand looking to engage their consumer in a meaningful way.”


—DAVID GREEN, Chairman and CEO of Hobby Lobby


“Today’s brands depend on emerging data and insights. The spiritugraphics study offers marketers more than research—it provides a playbook and perspective for reaching a large addressable market. This book is a staple for any leader looking to drive long-term value and loyalty for their brands.”


—JIM MOTOS, Senior Vice President, Consumer Brands Division at Rich’s


“Spiritugraphics is driven by deep consumer research and ‘in the trenches’ experience with leading brands. It’s an actionable framework for marketers who want to capture consumer hearts and minds across a large US market that’s waiting to hear from them. I’ve spent 20+ years leading marketing teams and can tell you with certainty that there has never been a more critical time to cut through the clutter and drive more relevance and more impactful marketing. This is the book that needed to be written.”


—TIM KOPP, CEO of Terminus and former Brand Leader at Coca-Cola, P&G, and Salesforce


“While demographics and psychographics are essential fare for most advertisers, no one brings greater experience to Spiritugraphics than Brad Benbow and Phil Daniels. Now they have graciously shared their expertise in a ‘must-read’ book for anyone desiring business growth driven by deeper, authentic connections between their brand and consumers. In Spiritugraphics, research and agency executives, business owners, ministry leaders, brand managers, and readers will find relevant consumer intelligence backed by refreshingly actionable research that reveals a large, untapped consumer segment hidden in plain sight.”


—NATHAN ESTRUTH, former Vice President, Procter & Gamble
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Over the past forty years I’ve enjoyed the loving support of a family like none other, putting up with the travel and late nights associated with the work we do. I dedicate my role in this book to my incredible wife and partner, Julie, my very best advisor and friend. We live a blessed life together.


As well, our three boys, Ty, Chance, and Bradley, grew up in this business and have learned to translate this experience into their roles in the world. My pride in them and my love for them is immeasurable.


I also dedicate this effort to the boys’ wives, my daughters, Riley, Kyler, and Natalia. Incredible women who live out Spiritugraphics every day.


And finally, the little loves of my life, my grandkids, Berkeley, Decker, Zane, Bruno, Tucker, Fletcher, and Emilia. They are pure joy to me.


—Brad Benbow


To my mentors, advisors, clients, and business partners: You’ve taught me that influence is often disguised as impact. You’ve influenced me beyond measure and your impact is evident in this work—your love, guidance, and candor can’t be overstated.


And to my family: You’ve endured the work-life integration that accompanies the chasing of dreams and big ideas. Lauren, you’re the partner who makes life and everything in it better. Noah and Samuel, let’s chase your dreams together.


—Phil Daniels










PART 1 What Is a Spiritugraphic?











CHAPTER 1 The Missing Data: Spiritugraphics [image: ]





I ask you to forgive me for oversimplifying some complicated subjects, and for the dogmatism of my style—the dogmatism of brevity. We are both in a hurry.


—DAVID OGILVY


What we do flows from who we are.


—CHUCK COLSON





What we believe determines how we behave. So much of what we think is good or right or beautiful is determined by what we believe. For those of us engaged in a life spent using various forms of communication to influence consumers to do things our clients want them to do, it is impossible to escape the dance of evaluating human behavior.


Why do we do the things we do? Why do we buy the things we buy? What causes us to take action? We all know these are complicated questions with far more complicated answers. Billions of dollars are spent each year trying to determine such answers and then cause engagement that leads to competitive advantage. Those of us who communicate for a living engage in attempts to influence what people within a given market think, believe, and do. Some of the smartest people I’ve ever met are the masters of this very thing. While medical- and tech-related trades are considered tougher, it is fair to argue that advertising and marketing are by far the most challenging of the occupations because we are dealing in entirely competitive environments, and there are no rules. This world is not for the timid.


A friend of mine, who is a very successful entrepreneur from Vancouver, talks about how the best marketers are inherently cowards. Obviously, marketing is a career that requires a great deal of courage and is subject to significant risk. Much of that risk is outside the control of even CMOs within most organizations. The accurate irony of my friend’s comment is that great marketers leave as little to chance as possible. We are obsessive about data and information that provide insight into the actions and makeup of “users.”


DATA, DATA, DATA


How old are they? What is their level of education? Where do they live? Do they have kids? Do they work? If so, what do they do? How much do they make? What is their ethnicity? How much time do they spend on social media? Who are their friends? What kind of car do they drive? Do they rent or own their house? Is that house in an inner-city location, in the suburbs, in a rural location, in a small town? What do the users read? What books, what magazines, what blogs? The list goes on and on and on. Why?


Because we all get paid to be right.


Clients and brands rely on their marketing teams and their advisors to provide insights and approaches that eventually cause revenue and market share gains. CEOs, and in particular CMOs, often see their own fortunes as leaders determined by such recommendations and the subsequent results. Anytime there appears to be missing data in the decision-making process, the efforts become far more high risk. Is it possible that for decades brands have failed to make market share gains due to missing data about consumers? It is not possible.


It is certain.


CULTURE AND BLIND SPOTS


Take any occupation or area of expertise, and eventually that consortium of individuals will refer to itself as a community. Like all communities, each will—over time—develop a culture that drives every form of thought and philosophy, manifesting into ideas we hear a lot about, including “best practices” or “social norms and values.” Whether marketers or not, we all know we are products of our environment. As Peter Drucker famously said, “Culture eats strategy for lunch.” Even those of us who consider ourselves strategists know that statement is true.


Culture drives everything. Culture also creates blind spots because we all know that we can’t know what we don’t know. However, just like we travel to new and interesting places, those of us from any culture venture into new lands occasionally. In the process, we discover new customs and new ideas.


As both a member of the world of communications—including marketing, advertising, and media—and a committed follower of Jesus, I’ve had the opportunity to see our community from a couple of vantage points. It dawned on me about a decade ago, after interactions with hundreds of clients and thousands of executives, that the worlds of faith and marketing are comprehensively detached from each other. And I couldn’t help but ask myself why.


Perhaps because it’s less common in the advertising and marketing industries to profess and practice faith in our work, it is impossible for the leaders in this space to ask questions about matters of faith. We can’t know what we don’t know. Most men and women in the marketing and advertising world identify with the position taken by Mad Men’s Don Draper: “I hate to break it to you, but there is no big lie, there is no system. The universe is indifferent.”1


Moreover, when someone from our community does have insight into those of faith, they characterize it within the concept of religion as opposed to faith. Here again, the blind spot causes problems. Contrary to popular belief, religion and faith are often not one and the same. So the question is compelling for all of us who consider ourselves market experts: does faith influence consumption?


THE PROXY FOR THE NOTION


It doesn’t take long to see that this entire track is worth exploring. For the past sixty years, advertising and marketing have evaluated every imaginable attribute of the consumer. And yet there has been almost no consideration for the matters of faith in spite of obvious proxies for the notion. You will likely be surprised by how obvious this aspect of human behavior might be, given the active long-term examples that exist in the market. This book will explore the ways a consumer’s faith influences their consumer habits. In the chapters that follow, we introduce ten primary categories where such habits are observed. These deeply rooted routines, which we will call spiritugraphics, include what we eat, how we dress, and how we view our existence. Consider for a moment how prevalent faith-based influences are within the US consumer market.


Illustrative example: The Jewish community by and large doesn’t eat pork.


This is an example of spiritugraphics in play. While it is clearly a fact here in the US in 2022, it has also been historically true of the Jewish people across cultures for thousands of years. The heritage of the Jewish people has always considered pigs a “dirty” animal. Moreover, pigs are believed to harbor demons. Look no further than the fifth chapter of Mark’s Gospel, which records Jesus sending a legion of demons into hundreds of pigs and then drowning them in the Sea of Galilee. Going further back in history, this behavior would have been dictated by the law of Moses. The point here? Jews don’t eat pork.


And faith is the central reason.


Illustrative example: The Lenten tradition includes abstaining from meat.


This is perhaps the most obvious in the United States among proxies for the concept we call spiritugraphics. Lent is producing examples of faith influencing consumption every spring. Most US Catholics, who make up nearly 20 percent of the population, observe Lent. The primary thing Catholics give up during Lent is meat. This produces significant market effects each year as companies tout fish-based products.


Illlustrative example: Muslim men don’t drink.


Making up less than 1 percent of the US market, Muslim men don’t drink alcohol and don’t wear gold jewelry because it’s considered feminine. As you consider this for a moment, you’ll realize these influences of faith have material bearing on how the jewelry sector would market to Muslim men, and how liquor advertisers might consider diversity representation in an accurate manner. When it comes to food, Muslims follow a similar kosher track, known as halal, as Jews do with the exception that Muslims also eat camel (a special provision directly from Muhammad). While there are only 3.5 million Muslims in America, one quarter of them have arrived since 2000, and that number is expected to increase to 8 million by 2050.2


Likewise, various denominations and movements of Christianity do not consume alcohol or tobacco of any kind. Many have traditionally avoided activities including certain movies, card games, and various forms of gambling. This short list is a fairly broad range of consumption mentality entirely driven by perspectives derived from their faith.


HOW IS IT POSSIBLE WE’VE MISSED THIS?


Cultures adopt traditions and standards. Individuals develop what is known as a worldview. Simply put, how an individual sees the world, the lenses they look through, shapes the context of everything they consider. David Naugle, a leading expert on worldview, said:




I submit that the most important issue in any person’s life is not his or her education, career, finances, family or friendships. Rather, the most important issue in any person’s life is that person’s worldview because that person’s worldview guides and directs everything else, including one’s education, career, finances, family and friendships. [Worldview] is the basic cause, all else is effect or result.3





It is a profound notion. Think about how worldview shapes an individual’s view of another individual. If your worldview sees humans as a highly evolved animal, an accidental happening, it can become easier to talk about people as “human capital” and “utility.” If your worldview sees people as being created by a higher being, and placed here for special reasons and purposes, then they are likely to be viewed differently in terms of how they can be “used” and considered. This issue of origin is Exhibit A for the idea of worldview. But there are dozens, if not hundreds, of others. Francis Schaeffer, one of the most prolific theologians of the twentieth century, said the following about this topic:




People have presuppositions… By “presuppositions” we mean the basic way that an individual looks at life—his worldview. The grid through which he sees the world. Presuppositions rest upon that which a person considers to be the truth of what exists. A person’s presuppositions provide the basis for their values—and therefore the basis for their decisions.4





This is how a hunter can grab his shotgun and his bird dog, take a walk in the woods, and consider it a spectacularly beautiful scenario, while another person could see it as immoral, dangerous, and inhumane. Same scene, two worldviews.


So what does this have to do with spiritugraphics? Few in the advertising, marketing, and media worlds have a worldview activated by a practicing faith. Now, most advertisers would tell you that this is exactly what they do every day—see through a lens other than their own to sell products and services to a population that is often very different than themselves. And yet a significant percentage of the population is being overlooked because few in the advertising world see faith as informing consumption. This work is an introduction to these lenses that both exist and provide a line of sight into a substantially large component of the overall US marketplace.



A READILY AVAILABLE AND MATERIAL MARKET


As you read through the case for spiritugraphics, you’ll see that the influences of faith are found around every corner and drive substantial consumption of everyday goods and services that make up our routine lives.


In chapter four we’ll be reviewing the work of renowned behavioral researcher Britt Beemer. Mr. Beemer, who has advised and consulted some of America’s most powerful business leaders, including Warren Buffett and Jack Welch, has executed over 1,800 national behavioral market studies over the past forty years. His theory related to market materiality is important to all of us who search for ways to give our clients a competitive edge. The conclusion is that any marketer who gains a 15 percent market awareness for a particular feature or benefit can shape the market to its image. This applies to product, pricing, and position.


In the pages that follow, you’ll find many influences of faith that surpass such a threshold, and thus should be recognized in terms of their potential material impact when embraced and utilized for particular brands.


FAITH—MORE THAN A PSYCHOLOGICAL CONDITION


Everyone in the worlds of advertising, marketing, and media is familiar with geographics (related to the structure of a particular region of land), demographics (related to the structure of a population of people), and psychographics (related to the structure of the human mind). As it pertains to the topic at hand, it might seem easy to take this subject matter and determine that it belongs in psychographics.


However, the difference between an opinion and a faith is significant. Opinions and trends can be fickle and malleable. On the other hand, matters of faith tend to be deep-seated. Psychology investigates the mind. Faith is a mechanism of the soul, and the soul is entirely different territory.


Marketers are familiar with developing a tactic to locate a shared ethos between client and consumer. And yet when endeavoring to accomplish such a feat with a person of authentic faith, this venture takes on a new dimension. This new territory is the world of those who have the audacity to determine that their spiritual foundations dictate how they engage in commerce, and they represent more of the population—and the market—than we realize.


Keep in mind, the case being made for spiritugraphics intends to technically articulate the differences of these behavioral considerations, which, of course, clearly exist and are observable in our daily lives. Additionally, it might make initial sense for the marketing community to cram faith aspects into lifestyle analysis. While faith commitments sometimes manifest into lifestyle tendencies, they are not the same thing as lifestyle. Faith is far different and more influential. For example, money, income, or lack thereof causes changes in lifestyle. Faith is across all lifestyles while still influencing and informing lifestyle.



THE MISSING DATA: SPIRITUGRAPHICS


It is obvious that faith influences culture, societal beliefs, and, yes, the consumption of goods and services every day in America. But to what extent does faith influence our day-to-day purchasing decisions? We will explore great brands and marketers who answered this question long ago. We will also explore extraordinary case studies in which faith is the predominant factor in an otherwise secular proposition. We next take the time to review the landscape of the US market in terms of faith orientation, and the subsequent geographic and demographic makeups due to the influence of faith. Then we will have the opportunity to explore a new proprietary national behavioral study of adult women in America conducted by America’s Research Group, which takes a deep dive into how women of faith live out their lives and buy based on those beliefs. Finally, we provide significant takeaways from these findings in tandem with recommendations toward activating initiatives based on these observations. It is our hope that what you derive from these pages will make a difference in how you maximize marketing your business or provide ever more precise advice as an influencer and/or expert. The missing data was never missing. It has been right in front of us.










CHAPTER 2 Forerunners and Benefactors [image: ]





A really good creative person is more interested in earnestness than in glibness and takes more satisfaction out of converting people than in “wowing” them.


—LEO BURNETT


No account of the universe can be true unless that account leaves it possible for our thinking to be a real insight.


—C. S. LEWIS





Advertising is about taking insights and turning them into campaigns of conversion on behalf of products and services. Although David Ogilvy was correct in his estimation that ineffective ads can have a negative effect on product sales,5 no one in the ad world willingly sets out to frustrate buyers away from a product or service. Nevertheless, it happens.


Perhaps this might be the greatest sense of hesitation toward spiritugraphics—the fear that delving into the relationship between faith and consumption could alienate too many consumers away from a product or service for the sake of a brief, marginal gain. Rest assured, we aren’t suggesting you need to bring your client’s products and services to church. However, opportunity exists to open up doors between your clientele and the consumers who practice their faith—without disenfranchising the rest of the consumer population. We know this to be true, because it has already happened.


Fortunately, several companies have already shown a propensity for threading the needle between appealing to consumers of faith and maintaining universal appeal.


These forerunners of spiritugraphics deserve to be highlighted, and we owe it to ourselves to study how they succeeded.


CHICK-FIL-A


The chicken sandwich war is in full swing with a seemingly endless list of challengers presenting their offerings to the hungry masses. Yet most consumers would admit the war was over before it began. For all the fast-food vendors who have trotted out a signature chicken sandwich, one has clearly dominated the market. And the quality of its sandwich is only part of the equation.


Chick-fil-A is not only the king of chicken sandwiches, it is one of the most prolific fast-food vendors in the nation. How has Chick-fil-A gone from a regional phenomenon into a national powerhouse?



[image: Image]



There are approximately 2,500 Chick-fil-A stores (or units) nationwide. As of 2020, the average daily sales per unit at Chick-fil-A was $4,517, generating over $11 million per day in nationwide sales.6 For context, Starbucks has over 15,000 units. A Starbucks unit averages $1,454 per unit per day, generating just over $21 million per day nationwide. In other words, Starbucks has six times as many units as Chick-fil-A, but does not even double it in overall sales. The average Chick-fil-A location is trouncing the local competition.


How does Chick-fil-A do against other fast-food titans? When one observes the unit-to-unit performance, Chick-fil-A remains the clear victor. Let’s consider them for a moment compared to the three popular burger chains Burger King, McDonald’s, and Wendy’s.






	 


	Units


	Daily Sales per Unit


	Daily Nationwide sales







	Chick-fil-A


	2,500


	$4,517


	$11,292,500







	Burger King


	7,346


	$1,399


	$10,300,000







	McDonald’s


	13,846


	$2,912


	$40,413,000







	Wendy’s


	5,852


	$1,666


	$9,865,0007








Chick-fil-A is an outright winner in overall sales versus Burger King and Wendy’s despite having a significant disadvantage in the total number of units. Likewise, Chick-fil-A even substantially outduels McDonald’s in unit-to-unit performance.


The same trends continue when Chick-fil-A goes toe-to-toe with its counterparts in the world of fried chicken. The average Zaxby’s unit generates $2,030 per day in sales. Bojangles earns $1,717 per day, Popeye’s $1,541, and KFC $1,196.8


Chick-fil-A is a powerhouse, the best pound-for-pound fast-food vendor in the country.


In his assessment of consumers choosing their favorite whiskey, David Ogilvy was correct when he said, “It isn’t whiskey they choose, it’s the image—they are tasting images.”9 This logic certainly applies to other products, including chicken sandwiches. What is far more likely to be true than the argument that “Chick-fil-A has the most superior tasting sandwich” is that Chick-fil-A has built and maintained a national reputation along with a clear brand image. What is the essence of this reputation?


Perhaps the simplest way to summarize would be to say that Chick-fil-A has convinced the American population that they value people over the transaction, and they have amassed a fortune in the process: win-win!


The late Truett Cathy, founder of Chick-fil-A, cast the following vision for his growing brand: “We should be about more than selling chicken: we should be part of our customers’ lives and the communities in which we serve.”10 Cathy was outspoken in running his business from a faith conviction, and he prioritized the notion that people need to have more than their bellies filled when they come in for a meal. This instinct has paid enormous dividends.


People of faith personally identify with the essence of the chain, becoming deeply loyal to the brand. And, of course, nobody hates being treated kindly; thus, a universal appeal has emerged. Such success was accomplished while also closing all stores on Sundays, operating from a standpoint of faith. This adds another impressive wrinkle to how Chick-fil-A measures up to its competition. The average Chick-fil-A manages to outperform other restaurants while working from a deficit on the number of days they are open to the consuming public.


However, it is the decision to market themselves as such that has led to such immense growth. It is one thing to develop an in-store experience. It is another thing entirely to make that experience the essence of the entire chain’s relational marketing strategy.


The sixth episode of Mad Men’s inaugural season, titled “Babylon,” contains an iconic scene in which the creative team at Sterling Cooper is pitching Belle Jolie lipstick. The dialogue between Draper and the Belle Jolie executive serves as a telling metaphor for Chick-fil-A’s relational marketing strategy.


At the time of Sterling Cooper’s campaign pitch, Belle Jolie is the fourth-largest lipstick company in the country. The “Mark Your Man” sales pitch seeks to move Belle Jolie away from endless variety and into a more specific strategy. When the client expresses immediate skepticism, Don Draper’s response becomes one of the more memorable moments in the series. He calls the client a nonbeliever! The climax of the intense conversation goes as follows:




Client: I don’t think your three months and however many thousands of dollars allow you to refocus the core of our business.


Don Draper: Listen, I’m not here to tell you about Jesus. You already know about Jesus. Either he lives in your heart or he doesn’t. Every woman wants choices. But in the end, none wants to be one of a hundred in a box.11





Draper believed Belle Jolie’s performance was waning because women felt invisible in the seemingly endless variety of lipstick shades. They were a mere commodity among another ninety-nine commodities. The “Mark Your Man” campaign aspired to turn the locus of attention back on the woman buying the product. Draper’s argument and the ideology of Chick-fil-A are aligned in this way. Chick-fil-A has insisted on seeing beyond a mere transaction, giving each patron a positive, relational—even personal—experience. Chick-fil-A has gone so far as to insist that this be the core of their marketing strategy. No one feels like one of a hundred in a box while they’re eating at Chick-fil-A.


Skeptics might make the argument that positioning a chain as both faith-based and patron-centric lends oneself to public criticism that other chains don’t have to worry about. Perhaps the most obvious example emerged when Truett Cathy made public comments in support of traditional marriage in 2012. This led to protests in various cities, threats to boycott the store, and efforts to remove locations on university campuses. Ironically enough, these efforts failed to gather momentum. It seems the protests weren’t bad for business after all. A 2012 poll conducted by Rasmussen revealed that 63 percent of those polled held a favorable view of Chick-fil-A and only 13 percent would participate in a boycott.


And yet, despite the controversy over Chick-fil-A’s traditional stance on marriage and the implications it has for the LGBTQ community, there is at least one occasion in which a Chick-fil-A restaurant has opened on a Sunday. This rare occurrence happened at two Orlando Chick-fil-A locations immediately following the Pulse nightclub shooting on Sunday, June 12, 2016. Pulse Nightclub, an LGBTQ bar, was intentionally targeted by a shooter aiming to commit an act of violent prejudice against such patrons. At the time, the Pulse Nightclub shooting was the deadliest mass shooting in American history, with forty-nine humans killed and more than fifty injured.


In the immediate aftermath of the shooting, at least two local Chick-fil-A stores were opened that Sunday by staff volunteers. The workers at these locations prepared food and delivered it to the victims and first responders of the horrific prejudicial attack, as well as those who were in line to donate blood. This case study reveals Chick-fil-A’s ethos as a Christian vendor. Though the restaurant had previously come under fire for its position on marriage, Chick-fil-A acted from a place of compassion when an act of horrific prejudice was committed against people on the margins of society.


Chick-fil-A stands as exhibit A for the argument that there is a robust market for companies operating from an authentic Christian ethic.


IN-N-OUT BURGER


Such success in the food-service industry is not exclusive to the Atlanta-based chicken sandwich empire. The California-based burger joint In-N-Out Burger has been an innovative operation since the first location opened in 1948. Among its long list of accomplishments, In-N-Out Burger was the first restaurant in California to implement the drive-through. As well, it was In-N-Out Burger that first implemented the two-way speaker system that has become customary at virtually every drive-through restaurant.


The restaurant boasts a notable list of fans. Legendary chef Julia Child and world-traveling food critic Anthony Bourdain were both vocal fans. Kylie Jenner publicly craved In-N-Out Burger during one of her high-profile pregnancies, and the likes of Miley Cyrus, Reese Witherspoon, and Brie Larson have all publicly shown off their In-N-Out grub while wearing award show glam.


And yet In-N-Out Burger also draws attention for what is featured on its packaging. If a patron pays close attention, they will discover a host of messages printed on the cups, wrappers, and boxes. What each of the messages have in common is that they are all Bible verses. For instance, on the inside lip of any soda cup, one will find John 3:16 written in little red letters. Likewise, burger wrappers reference Revelation 3:20, and French fry holders feature Proverbs 24:16—among several other verses.
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