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INTRODUCTION


This is chaos


On an average day, we consume over 13 hours of media1 and check our phone 96 times, or once every 10 minutes.2 We spend two hours and 24 minutes a day on social media3 and upload 995 pictures on Instagram every second.4 We have urges to see the next post, the next picture, the next vlog; to not miss the next cycling class, the next meetup, the next date. Along this journey, brands try to convince us to buy their products through advertising, an industry projected to reach over $769 Billion in revenue by 2024.5 This media overload has made us insensitive to most advertising. We become overwhelmed with too many choices and end up not being able to choose anything.


What feels so exciting in the moment but so deceptive a second later? What, if anything, will we remember about all these brands by the time we wake up tomorrow morning? What are we looking for in life exactly? In sum, what is really meaningful to us? With all our screens, apps and social media platforms, we are on a quest to find a simple, but essential thing: meaning. Brand Hacks will unveil and decode our quests for meaning to help all of us make sense of our world, and enable marketers to create, grow and maintain their brands for the long run.


We don’t care about [most] brands


Let’s be clear from the get-go: we all search for meaning, not brands. That is, we interact with others, buy products and experience things to resolve this tension between who we are and who we want to be or how we want to be seen. Brands that succeed are the ones that act as shortcuts to resolve these tensions and help us find meaning. In this process, brands became meaningful themselves.


Brands that don’t help us resolve these tensions fall by the wayside. Because we forget these brands easily, they have to constantly remind us of what they sell. In advertising, we call this “increasing frequency of exposure.” By reminding us often, these brands hope that we’ll remember them next time we go to the store. Eventually, this leads us to look at their products as commodities. That is, we will buy them for their functional benefits but will switch to any competitor as soon as we find a cheaper or better alternative.


Our disbelief in brands is also a generational issue. Baby boomers are a more brand-loyal group who grew up with fewer choices, fewer advertising channels, and TV as their only real media screen. In contrast, more than half of millennials don’t care for brands at all. A 2018 study from Cadent Consulting Group shows that 51 percent of millennials have no real preference between private-label and national brands.6 This only propels the growth of private-label brands from Trader Joe’s, Aldi, Amazon, and others, which now compete toe-to-toe with national brands.


Purchases are increasingly driven by benefits such as free delivery or lenient return policies, rather than the brand itself. That’s why store brands grow three times faster than branded products. In response, retailers have evolved their store-brand products to make them indistinguishable from those of the national players. Target, for example, has rolled out dozens of its own products and invested heavily in branding and design.


We project an idealized lifestyle


Life is hard and work is a grind. On an average day, we spend an awful lot of time on video calls, responding to hundreds of emails, and handling work-related tasks, often well after normal business hours. To compensate, we rely on social networking sites to craft an idealized lifestyle filled with leisure, unique experiences and glamorous pictures.


Facebook, Twitter, Instagram, YouTube, and other social media platforms allow us to broadcast these narratives and to tell the world that we are superior to others; we can afford ostentatious things, vacations, and parties and we seemingly have more leisure time than all of our hard-working friends. These positive narratives solicit positive feedback from our friends and followers, which provides us with a sense of well-being and enhances our self-esteem. To maintain this feeling, we keep posting more content on social media. This eventually lowers our self-control and leads us to more indulgent and impulsive behavior such as spending too much or even binge eating and drinking.


Conventional advertising is dying


Unlike previous generations, today’s consumers can access a vast amount of content without having to see many, if any, traditional ads. Consumers ignore ads, skip them, or even block them by using ad blocking software to keep digital advertising out of their days. As of 2019, roughly 26 percent of internet users relied on ad blocking software to avoid being disrupted by digital advertising. Ad blocking is not a fad: the use of ad blocking software keeps rising, and impacts all devices (desktop, laptop, mobile, and tablets) and publishers.7


This is frightening news for the publishing industry. Newspaper and magazine circulation has been free falling, along with advertising revenue. Publishers have therefore relied on digital advertisements to keep them afloat. However, about 26 percent of US readers use ad blockers, causing the US publishers to lose almost $35 billion in revenue in 2020 alone.8


In response to this phenomenon, some publishers like Facebook are investing in technologies to block ad blockers. These programs render ad blockers useless, enabling publishers to serve ads even to people who have installed ad blocking software. This begins a game of cat-and-mouse between software developers blocking software that blocks ad blocking software, begging the question of who the real beneficiary is meant to be.


But writing lines of code is merely a tactical move to force-feed more disrupting ads to an audience that is already burned out. The real fix for advertisers lays in connecting with people on an emotional level and supporting their quest for meaning. Brand Hacks will show you how to create meaningful brands, ads, and content that consumers seek, not skip.


Why most advertising campaigns fail


“Half the money I spend on advertising is wasted; the trouble is I don’t know which half.”


—JOHN WANAMAKER (1838–1922), American merchant


Despite all the technology and “advanced analytics,” not much has changed since Wanamaker made this statement over 100 years ago. Here is why most marketing efforts fail:


Most marketing and advertising executives live in a bubble, disconnected from the real-world consumers they target.


Marketers often live in big cities like New York and San Francisco, where they earn more money, and consume more media than middle-America. A study commissioned by ThinkBox shows that marketers overestimate the time people spend watching video on various devices by a factor of 18.9 They also overestimate time spent on Video-on-Demand (VoD) devices by 10 times. These same marketers spend three times more time on social media or VoD devices than ordinary people. We, marketing and advertising professionals, are at the forefront of technological innovation. We cram as much media as possible into our days, spending more time than most online. And we tend to think everyone else does the same.


Paul Jankowski of the New Heartland Group, a Nashville, Tennessee-based branding agency, has asked marketing executives to share their takes on middle-America. In these candid conversations, he heard lines like “hillbillies, Bible beaters, right-wing extremists, modernized rednecks who are stuck in the past, wearing their ignorance and intolerance proudly.” His agency facilitates cultural immersion tours where an advertiser and their agency visit Tennessee for two or three days to help them understand middle-America. During these tours, Jankowski introduces marketers to locals that don’t necessarily work in the advertising industry. The group also stops by local breweries and Bass Pro Shops to experience Nashville’s version of the Heartland.


As it turns out, advertising professionals also hate ads. Jason Grimm, co-founder of Pressboard surveyed people working at advertising agencies, in ad departments, and ad publications about their own behavior towards ads. Twenty-seven percent of these advertising professionals use ad blockers at home (using an ad blocker at work would be cheeky), 79 percent skip ads when watching content via DVR, and 98 percent stream ad-free content. Just like their “target audiences,” they would rather trust their friends to inform them about products, along with social media, articles, and emails. “It’s possible we’re the only industry that actively avoids the product we produce,” says Grimm. “I doubt organic farmers are eating GMO-cage-raised-hormone-fed chicken for dinner. Or that dentists have stopped brushing their teeth. If even the people making the ads avoid them, is it reasonable to hope consumers won’t?”


The end of demographic-based segmentation


Think of Prince Charles. He was born in 1948, grew up in England, was married twice, has two children, and has been successful in business. Another British man was born that same year. He too was married twice, has two children and became a successful businessman in his own fashion. His name is Ozzy Osbourne.


For years, the marketing industry surveyed, segmented and targeted their audience according to their demographic profiles. “Standard Demos’’ as we call them, are age, gender, region, income, marital status, household size, ethnic background, and educational background.


In response, the market research industry would survey samples of people “representative of the general population, according to the US Census,” based on these demographic characteristics.


But with the exception of homes, cars, high-end luxuries (think of 6-figure jewelry) and niche lifestyle goods, a consumer’s income level is almost irrelevant.


Does it matter if you earn $40k, $100k or $200k a year when you buy a $4 Frappuccino? If you really want to treat yourself to Starbucks, you will find the money, even if you live with your mom.


Think of our leisure and entertainment: The cost of an NFL seat is comparable to a night out in Las Vegas. Or, the cost of a premium concert ticket for Ariana Grande is comparable to a dinner at a Michelin-Starred restaurant or a day at the spa. Given how many people attend NFL games (the New England Patriots’ Gillette Stadium holds 66,000+; the AT&T stadium 100,000+), it would be naïve to think all football fans are “high-income earners.” These people rather choose to allocate a significant share of their income and trade down on other products to go to the game.


There are a few exceptions to that rule: If you are “a white Caucasian,” you are quite unlikely to buy a shampoo created specifically for Black hair. If you are a student, you are probably not in the market for a minivan. And men rarely buy (and often don’t have a clue about) feminine hygiene products.


The rise of psychographics and micro-moments


What do a Ford Bronco, Maserati Ghibli, and Tesla S have in common? At first sight, nothing. A Ford Bronco is a bulky, gas-guzzling SUV (14 mpg City/17 mpg Highway) introduced in 1966. It is most (in)famous for being the car used in O.J. Simpson’s chase in 1994 on a Los Angeles freeway.1 * A Maserati Ghibli is a sporty luxury sedan, which carries all the romanticism and glamour of an Italian sports car. The Tesla S is an electric car, brainchild of entrepreneur and activist Elon Musk, who pioneered the electric car mass-market (you can’t dissociate Musk from Tesla, just like you can’t dissociate Richard Branson from Virgin, whether you like it or not).


What these three seemingly opposite cars have in common is they all cost roughly the same. For $75,000, you can choose to tell the world:


I ride the same car as convicted felon O.J. Simpson: I’m somewhat of a bad boy.


I ride a sporty Italian car: I’m fast and glamorous.


I care for the environment and believe in Elon Musk’s vision.


Psychographic segmentation is just that. It consists of dividing a brand’s market into segments based on consumer values, attitudes, personality traits, interests, and lifestyles. Some consumers love craft whisky, others are very health-conscious, whereas some really care about the environment. Many see psychographics as the holy grail of marketing, as they enable brands to target each segment with a message and product that aligns with its interests and attitudes. The now infamous and extinct consulting firm Cambridge Analytica used and abused psychographic targeting to propel Donald J. Trump’s first presidential campaign.12


Targeting the right individual with the right product is half of the battle. The other half is targeting an individual with the right message and at the right time. Google conducted extensive research to understand today’s consumer decision journey to identify the best moments to reach consumers and influence their decisions. Albeit self-serving, the outcome of the research is nonetheless valuable: Google identified five “micro-moments” when preferences are shaped and decisions are made. For example, “intent-rich moments” occur when people act on a need to learn something, do something, discover something, watch something, or buy something.13


“As marketers, we are data-rich and insights poor.”


—LOU PASKALIs, Senior Vice President, Customer Engagement and Media Investment, Bank of America Merrill Lynch


Big data tells you what people do but doesn’t tell you anything about why they do it. Indeed, Avi Dan, a 30-year ad industry consultant notes, “The belief that we have reached a very sophisticated stage in data gathering and analysis has been shattered.” Chuck Porter, chairman and co-founder of Crispin Porter + Bogusky adds, “If most analysts were so wrong about Trump and Brexit, are they really right about your airline or your car brand or your breakfast cereal?”14


How Brand Hacks will help you create and grow successful brands, in the midst of this chaos


Brand Hacks is radically different from other marketing books because it looks at the world through the lens of consumers, not marketers. To build their identity and live purposeful lives, consumers seek personal meaning, social meaning, and cultural meaning. Understanding these meanings is what will enable you to create and grow brands that solve the tension between who consumers are and who they want to be.


“The biggest gifts that good marketing bestows upon an organization are the abilities to first see the world from the consumer’s point of view and then make appropriate changes to accommodate this perspective in future products or services.”15


—MARK RITSON, columnist and former marketing professor


Fads, trends, meaning, and purpose


These are four different things.


A fad fades. Diets are fads, because most people find them too restrictive to be sustainable. Also, miracle diets eventually get debunked by the scientific community. Most importantly, fads are meaningless: diets don’t have any positive impact on your identity, beyond shedding a few pounds that you will likely put back on within days of quitting.


A trend lasts longer than a fad and can potentially influence the market. CrossFit is a trend that led to the opening of hundreds of Cross-Fit studios across the country. The question is whether or not, after being locked up at home for 18 months because of COVID-19, people will still get up at 4:30 in the morning to lift 1,000 pounds and do 50 burpees. If studios keep fostering a community, yes. If they just patronize members to follow an exercise routine as myriad alternatives become available, no.


A meaning has a deeper impact on us. Something that is meaningful is fulfilling and significant enough to make a positive impact on our lives and the lives of others around us. All brands must understand meaning. First because meaning is what drives people to do the things they do and buy products. Also, because meaning is consistent over time.


Our quest is for personal, social, and cultural meaning. In essence, most of the brands we buy is because they are purposeful, whereby they help us fulfill our quest for personal, social, and cultural meaning.


PERSONAL MEANING


Searching for personal meaning refers to cultivating our self.


The self is defined as “the sum total of all that he can call his, not only his body and his psychic powers, but his clothes and his house, his wife and children, his ancestors and friends, his reputation and works, his lands, and yacht and bank account.”16


As individuals, we constantly search for meaning through our personal life, work, and all the activities in which we engage.


As consumers, we “extend” our self through things we use or own. The notion of “extended-self” is a metaphor that combines what we are (the self) with objects we possess. The more we believe we possess or are possessed by an object, the more a part of the self it becomes.”17


SOCIAL MEANING


In our consumer society, leisure and consumption are central social pursuits and the bases for social relationships. Every day, we use objects, brands and products to interact with others around us. Through these interactions, we create and modify the meanings of these symbols. We are constantly influenced by, and in turn influence, our friends, family members, and any group we belong to. We often buy specific products or brands to elevate our social status by becoming a member of a group or emulating a celebrity or influencer we look up to. That’s how a drink from Starbucks means a lot more than a hot coffee in a paper cup flanked with a topless mermaid.2 * This cup is also perceived as a status symbol, a fashion accessory or a token of modernity. The perspective sociologists use to analyze these meanings is called symbolic interactionism. This theory is the backbone of Brand Hacks.


CULTURAL MEANING


The concept of culture is complex and abstract as it consists of various implicit and explicit components. Although over 200 definitions of culture have been found, the one most broadly used in marketing is Tylor’s. Edward B. Tylor defined culture as a “complex whole which includes knowledge, beliefs, arts, morals and law, customs and any other capabilities and habits acquired by man as a member of society.”18 Culture is not genetic but learned through social interactions, shared by members of a specific society and transmitted from generation to generation.


For brands, developing a cultural meaning is hard because they cannot solely focus on what they control (advertising). Brands must also understand and embrace culture, which is mostly driven by their audience and subject to constant change, even if only gradual. Unlike retargeting (a form of online advertising that targets consumers based on their previous internet actions) and other tactics, embedding a brand in culture is a long-term strategic endeavor. Brands that excel don’t merely align with culture but become iconic by co-creating culture through fashion, music, film, sport, food, drink, art and design. Patagonia Outdoor Clothing & Gear exemplifies a brand that differentiates itself from its competitors by its culture. Patagonia gives its employees surfing and snowboarding breaks, champions sustainability causes, and only uses photographs taken by its customers in its advertising campaigns.


Brands that don’t align with culture go unnoticed at best. At worst, they offend their audience with out-of-touch campaigns that translate into PR nightmares. Take Italian fashion brand Dolce&Gabbana. It once released a series of promotional videos for an upcoming show that featured Asian models struggling to eat Italian dishes with chopsticks. When Stefano Gabbana defended the ad, he was accused of making derogatory comments towards Chinese people. The backlash was instantaneous: models started withdrawing from the show, the negative buzz on social media went global, and the brand had to cancel the show at the last minute. Retailers and e-tailers such as NET-A-PORTER immediately stopped selling Gabbana’s clothes and many fans now boycott the brand. Dolce&Gabbana brings in $1.3 billion a year in revenue and China is 30 percent of the world’s luxury market. Do the math.19


What makes a product? Function, experience, and symbols


To help consumers fulfill their quest for meaning, brands must create products that combine function, experience, and symbols. The proportion of this mix dictates how meaningful the product is for us and how much we care about the brand.


A function is what the thing does: bleach cleans your kitchen, gasoline powers your car, and Ibuprofen reduces pain.


Functional products satisfy our functional needs and elicit objective response from us: Bleach wipes are easier to use than liquid bleach; we like the gas station to be clean and well-lit; small ibuprofen pills are easier to swallow than large ones.


Brands perceived as commodities have it tough: Consumers don’t think twice about which brand to choose, won’t pay much of a premium, if any, for them, and won’t hesitate to switch to a competitor when something better comes along.


An experience is how consuming feels: Eating mac and cheese feels comforting. Traveling first class feels plush and exclusive. When we experience something, we emphasize emotions and senses at the expense of function.


A symbol is a set of meanings we give to things: Paris is romantic, Christmas sweaters are tacky, hipsters have long beards and wear plaid shirts. As in the Starbucks cup example, what these symbols mean is somewhat subjective.


Carrying a Louis Vuitton bag or partying in Las Vegas have very little functional benefits. Yes, LV bags are sturdy, and we get Vitamin D from staying in the sun. But the real benefits lay in the experience and symbolism. A weekend in Vegas is more mesmerizing than a party in your mom’s basement, even if you end up listening to the same music and drinking the same beer. This is because Vegas is a symbol of success, excess, and permissiveness.


Now that we have defined how consumers create meanings and what products are made of, it is time to dive into the tensions between the two and learn how to create brands that solve for this, while continuing to be successful businesses. Throughout the book, you will see Case Studies, which highlight what successful brands do and Brand Hacks, where I highlight how to implement learnings from each chapter with your brand.


1 * At the time, football legend O.J. Simpson was a person of interest in the murder of Nicole Brown Simpson (his ex-wife) and her friend Ron Goldman. In October 1995, the jury in the criminal trial found Simpson “not guilty” of the murders. In 1997, a civil jury, unanimously, found Simpson guilty of wrongful death.10 In 2008, Simpson and a co-defendant were found guilty on multiple felony counts related to a robbery in Las Vegas.11


2 * The Starbucks logo was originally drawn from an old 16th century Norse woodcut, a two-tailed mermaid. The siren was exotic and meant to be as seductive as the coffee itself. The logo became problematic when Starbucks put it on its delivery truck and realized her breasts were too obvious. Starbucks solved the problem by covering the mermaid’s chest with her hair.
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CHAPTER 1: The Pursuit of Happiness


• The more connected we are, the lonelier we feel. We cultivate a paradox between our desire for individualism and loneliness.


• Brands must help consumers form and sustain meaningful relationships.


We’ve been pursuing happiness for 2,500 years. Philosophers, theologians, psychologists, economists, marketers, self-help gurus, Hollywood, Broadway, and just about everyone else has been trying to find out what makes happy people happy. Although we all search for happiness, we often have a hard time describing what happiness looks like. An exotic vacation? Sharing dinner with family? Buying a new handbag? A bigger house? Happiness is not just a positive mood, but rather an overall state of well-being that involves pleasure, engagement, deep satisfaction, and a sense of meaning. However, if we obsess too much on finding happiness, we might miss the joy from the little things in life that bring us pleasure and contentment.


The psychology of happiness


Over the last 20 years, the field of positive psychology and the science of happiness have made considerable advances in bringing to light what makes us happy. In particular, positive psychologists such as Martin Seligman and Ed Diener have analyzed the lifestyles of “very happy people” and found out that we can, to a certain extent, generate happiness through our thoughts and actions.


There are three dimensions of happiness we can cultivate:


The pleasant life emerges when we experience positive emotions in the moment, through basic pleasures such as enjoying a great meal, good company, watching the sun rise, or listening to music. Mindfulness, which we’ll look into later on in this book, can help us amplify these positive feelings and stretch them overtime.


The good life is achieved by building our skills, discovering our unique strengths and virtues and leveraging them to improve our lives. When we are actively involved in trying to achieve something (such as painting and decorating a home, putting together a complex slide deck or writing a book) and reach a point where we feel challenged, yet sense our skills are well suited to reach this goal, we experience a state called “flow.” In this state, we are completely absorbed during the experience and feel particularly rewarded after achieving our goal.


The meaningful life is when we feel fulfilled by a purpose that is much greater than ourselves. Our life feels meaningful when we raise a family, get promoted, or anything else that generates the feeling of a life well lived.


APPLYING POSITIVE PSYCHOLOGY


Barbara Frederickson is a leading researcher in the field of social psychology and positive psychology. That is, she studies love and other positive emotions such as joy, inspiration, and pride, through the lens of social science, rooted in research studies, hypothesis, and data.


One of the ways she suggests we can cultivate positive emotions is by creating positivity portfolios. Each portfolio is made of mementos, images, gifts, music, and other objects that evoke a specific positive emotion such as joy, pride and amusement. Participants typically spend two days creating the portfolio and the rest of the week looking through it. One of the many contributors to Brand Hacks, Anna Lucas, studies positive psychology at the University of Pennsylvania. She chose gratitude as a theme for her current positivity portfolio. Over time, Anna has assembled numerous positivity portfolios, each looking at a different positive emotion. Anna told me the exercise permeates her affect throughout her day and her whole week. The portfolio makes it easier and faster to prime herself with positive emotions. Each time she needs a boost, she can look back at her positivity portfolios and enjoy the memories they evoke.


CASE STUDY: Spartan Race


Spartan Race, a wellness platform, organizes obstacle course races that challenge people to get out of their comfort zone and push their physical and mental limits. Before showing up for a race, participants train for it “like a Spartan” weeks, sometimes months, in advance. Spartan organizes classes that are aimed at preparing people physically while also fostering community. Racers also receive nutrition advice and are encouraged to shop for Spartan Gear. Upon completing the race, you receive a medal: tangible proof that you challenged yourself, acquired the necessary skills, and achieved your goal. Today, Spartan Race organizes over 200 events a year, with each race gathering up to 10,000 participants.


Spartan Race hits on all three dimensions of authentic happiness: it delivers an instant pleasure through a challenging workout that feels immediately rewarding. It helps people experience flow through its training and nutrition programs, in preparation for the race. Finally, it fosters a community of like-minded individuals that share their achievements, making their success all the more meaningful.


BRAND HACK:


How can your brand implement positive psychology?


Ask yourself how your brand can contribute to fulfilling these four quests?


Pleasure: How can you deliver something that feels rewarding immediately (more to come on instant gratification in Chapter 3) and help your customers savor the experience overtime?


Flow: Help your clients acquire new skills and achieve new goals. The key is to set goals that feel challenging for most people but are still attainable. Before finding success with Spartan Race, founder Joe De Sena lost millions of dollars trying to launch Peak.com, which was meant to become a hub for extreme adventure. As it turns out, not many people are willing to trek 350 miles or more through the Sahara or climb Mount Everest.1


Deep satisfaction: We are not just talking about good customer service and managing call waiting time here. How will your product or service make a long-lasting positive impact on your customers lives?


Meaning: How can your brand and its products help people make their lives more meaningful? That is the big question this book strives to answer. Keep on reading…





“I’m on the pursuit of happiness and I know Everything that’s shine ain’t always gonna be gold”


—KID CuDi, American rapper, singer, songwriter, and producer


Joy


If happiness is a state of being—which at times can be vague—joy is an intense, fleeting emotion that we experience physically in small moments. While the pursuit of happiness is a long-term endeavor, little moments of joy are easier to find and more accessible. Ingrid Fetell Lee is a designer who has been studying joy and happiness for 10 years.2 As part of her research for her blog, “The Aesthetic of Joy,” and for her book Joyful, Fetell Lee teased out four key benefits of Joy:


1. Joy is contagious. When we are in a state of joy, we are more physically attractive to other people. For example, when we walk into a store and the associates are joyful, we will spend more time in the store, buy more things, and are more likely to return.


2. Joy sharpens our minds. That is, people are more productive and make better decisions when they are in the state of joy. For those of us who negotiate, we are more likely to make better decisions and take the upper hand in negotiations when we are joyful.


3. Joy opens us up to new ideas. While fear forces us to deal with things that are immediate, joy leads us to explore. Our brains become more cognitively flexible, a property psychologists call cognitive flexibility.


4. Joy makes us more resilient. Small moments of joy have a big effect by counteracting the physical response to stress.


WHERE DOES JOY COME FROM?


Some of us tend to be more introverted or extroverted, left brain or right brain, but all of us tend to find joy in the same way. Fetell Lee went on a quest for clues that trigger joy, no matter our age, gender, or race. She found out that hot air balloons, rainbows, googly eyes, and fireworks are examples of things that bring joy across generations. Objects that bring us joy have similar physical attributes, what designers call “aesthetics.” They are often round (like donuts and merry-go-rounds), have a lot of bright colors, have symmetrical shapes and repeating patterns, or are available abundantly and bring a sense of elevation and lightness. We often dismiss these things as trivial pleasures, but these are the little things that connect us to humanity.


THREE BRANDS THAT USE JOY IN THEIR MARKETING


Johnnie Walker is one of the high-profile brands that has managed to incorporate joy into its marketing efforts. The Scotch whiskey brand enlisted the help of psychologist Matt Killingsworth, a specialist in human happiness, to inform its campaign. Killingsworth’s research shows that happiness makes success more likely. Based on these findings, Johnnie Walker evolved its tagline from “Keep Walking” to “Joy will take you further. Keep Walking.” The intent is to promote the idea that starting from a place of joy and optimism accelerates an individual’s progress and success in life.


Proof that you can succeed without a multi-million-dollar budget, Primal Joy is a food company that has centered its marketing around “food happiness.” Primal Joy’s brand strategy is to convey the heart-warming feeling of homemade, natural food. Its logo is shaped as a hand-drawn heart that merges the initial of the company. Its tagline, “Natural Food Happiness,” is welcoming and concise. Primal Joy’s Instagram account boasts colorful, uplifting pics that illustrate how to use its products in simple recipes.


In 1971, advertising executive Bill Backer envisioned positioning Coca-Cola as more than just a can of soda. He saw Coke as something all people liked in common, regardless of their origin. To bring his vision to life, Backer and three songwriters wrote “I’d Like to Buy the World a Coke.” The feel-good lyrics treat the whole world as if it were a single person. Shortly after, he shot the “hilltop commercial” that featured young people from around the world singing the song in chorus on a hillside. The success was instantaneous: Coca-Cola received over 100,000 letters about the commercial. Some listeners even called their radio stations begging to hear it.3


BRAND HACK:


Offer an escape.


Your brand can help consumers escape the burden of their daily routines by transporting them to an alternative world for a few hours. The key to enabling consumers to escape is to leverage the power of their imaginations. Here’s how:


LEVERAGE THE LATEST TECHNOLOGIES…


• Consumers are dedicating a greater amount of time to experimenting with augmented and altered realities. For Alain Sylvain, founder and Chief Executive of brand-design consultancy SYLVAIN (formerly Sylvain Labs)4, young people shy away from Facebook because it is too tethered to reality. He contends, “There isn’t any exploration on Facebook where you can escape {. . .} It is the closest experience we have to the real world online.”5 In contrast, augmented reality transforms our environment into an interface. With Snapchat lenses and Instagram filters, users leverage augmented reality (AR) technology to create and transform almost anything into powerful interactive experiences. Also, video games like Super Mario Maker 2, Minecraft, and Terraria enable gamers to create wacky structures and even entire virtual worlds.


• Augmented reality technology enables us to move from passive to active escapism. Rather than just being a viewer, we can participate in an immersive experience. Brands like Sony, Microsoft, Samsung, and Google are investing heavily in developing virtual reality (VR) headsets, encouraged by the success of games like Google’s Ingress and Pokémon GO (both location-based AR games).


…OR COMPLETELY DISCONNECT US FROM TECHNOLOGY


For Nick Farnhill, chief executive officer of Publicis Poke, escapism is in the ascendancy, as a direct response to the loss of visceral, tangible experiences. We feel burned out because our senses are constantly on high-alert.6 Consumers are increasingly backing away from “digital everything,” relishing experiences such as arts and crafts, vinyl records, cooking classes, and theater.


To escape from the stresses of modern life and our “always-on” obsession, we may choose to disconnect from the outside world, at least for a moment.


SURPRISE US WITH A ONE OF A KIND EXPERIENCE…


Secret Cinema, an immersive cinema, creates 360-degree participatory secret worlds in which people can truly lose themselves. Secret Cinema creates experiences that blur the boundaries between audience and performers and set and reality. The experiences bring films to life by combining music, art, film, theater and dance, and are hosted in unique spaces such as abandoned buildings. Secret Cinema capitalizes on the forgotten pleasure of secrets, whereby it never reveals in advance the location or the details of the experience.


…OR SIMPLIFY AND SLOW-DOWN THE EXPERIENCE


Being “always-on” has revived our desire for slow-paced experiences. Upmarket, trendy coffee roaster Blue Bottle Coffee serves pour-over coffee, prepared through “a ritual … that is like meditation.”7 In many ways, Blue Bottle does the exact opposite of the likes of Dunkin’, McDonalds, or even Starbucks Coffee: there are no machines, power cords, screens or flashing green lights on display. The emphasis is on the customer, the barista, and a few simple tools. Blue Bottle invites its customers to take the time to “observe the bloom,” “experience the first trace of coffee-drunk steam,” and “notice how the spiral of the pour alters the final cup.” The outcome is a cup “reminiscent of one from a drip coffeemaker, but noticeably more delicate and complex.”8 Like Blue Bottle, brands can deliver experiences that are more involving and meaningful by offering fewer options and delivering slower-paced experiences.





CASE STUDY: What happens in Vegas, stays in Vegas


“What happens here, stays here,” also referred to as “what happens in Vegas, stays in Vegas” is one of the most famous taglines in modern tourism marketing. Although recently updated to “what happens here only happens here,” the campaign was created in 2003 by agency R&R Partners to promote the Vegas brand for something other than gambling. After a year of market research, R&R concluded that the emotional bond between Las Vegas and its customers was freedom: Freedom on two levels. Freedom to do things, see things, eat things, wear things, feel things. In short, the freedom to be someone we couldn’t be at home. And freedom from whatever we wanted to leave behind in our daily lives. Just thinking about Vegas made the bad stuff go away. At that point the strategy became clear: speak to that need. Make an indelible connection between Las Vegas and the freedom we all crave.


Technology and social media make us lonely and envious


According to findings from the 1985 General Social Survey,9 the number of Americans with no close friends has tripled over the last three decades. A quarter of those surveyed admit to having “zero” close confidants. On average, Americans know only two people they feel they can talk to about “important matters.”10 Further, global health services company Cigna found that one in four Americans rarely or never feel as though there are people that really understand them and more than a third say they have no one they can turn to if or when they need help.11


Ironically, technology is disconnecting us from others, as we are replacing deep in-person relationships with superficial online interactions. Our instinct is to belong to small tribes defined by clear purpose and understanding. In our modern society, technological advances have led to an individualized lifestyle that is brutalizing for the human spirit. Most recently, the COVID-19 pandemic has forced most of us to work from home, making us feel even more isolated and disconnected from others.


Technology in general, and cell phones in particular, greatly impact our ability to make new connections. Stand at the corner of any pedestrian intersection and you will see people walking down the street with their heads buried in their smart phones. Sadly, the number of pedestrians killed in traffic rose 11 percent last year, to the highest number in over 20 years. Most victims are pedestrians distracted by their devices, oblivious to traffic around them.12 The phenomenon has prompted the Dutch town of Bodegraven to test new traffic lights that warn “zombie” pedestrians—staring at their smart phones as they cross the street—as they are approaching a sidewalk. The traffic light consists of a lighting strip embedded in the pavement to alert “zombies” looking down at their device rather than traffic.13


“I live alone in a forest of likes.”14


—OVERHEARD, @realoverheardla at Café Mimosa, Los Angeles


Millennials and post-millennials, aged 16 to 40, are twice as likely to feel socially isolated, which can include a lack of sense of engagement with others, social belonging and fulfilling relationships.15 Connecting with others no longer requires a phone call or a car, just a click. Internet and other technologies temporarily enhance our social satisfaction as connecting with people online seems easier and less intimidating than in the real world. In reality, technology hinders genuine connections. As we feel absorbed online, we devote less time and energy to building meaningful offline relationships. Stuck in a downward spiral, we compensate for loneliness by spending more time online or may even result to pills that promise to cure our lonely feelings.3 *


In the UK, loneliness has become such a big issue that the government has appointed a minister for loneliness tasked with developing a strategy to tackle the issue. The minister position was created based on the recommendation of Member of Parliament Helen Joanne (Jo) Cox who had been campaigning to raise awareness of the crisis of loneliness. To inform her action, she met and listened to people who experienced loneliness including employers and their employees, refugees and care givers, people with disabilities, children and parents, young and old people. Cox worked with charities, local authorities and businesses to promote “The campaign to end loneliness.”16 The minister organizes community events, provides funding for community groups and gathers more information and statistics on loneliness.17


USING SOCIAL MEDIA INCREASES SOCIAL ENVY


Smiling selfies and pictures of exotic destinations often hide how we really feel. Tracy Clayton, former host of the Buzzfeed podcast Another Round, asked people to post on Twitter a picture of what they shared on social media when they were having a tough time in life. Within minutes, the pics started pouring in. In a vast majority of pictures, people look glamorous, cheerful, triumphant or all of the above. But the captions tell a different story. A smiling mother with her baby writes: “Postpartum depression in addition to feeling guilty thinking I did something to cause going into labor 12 weeks early.”18 An athlete covered with colorful body paint and hair die, taking a triumphant pause: “Me on the right, a little over four years ago. I was mega suicidal.”19 A girl taking a glamorous pause in front of Buckingham Palace: “I had just been diagnosed with PTSD.”20 It seems that the more cheerful the picture, the more depressing the caption.




OEBPS/images/16-1.jpg









OEBPS/images/ti.jpg
HOW TO
BUILD BRANDS

LLLLLLLLLLLLL






OEBPS/images/hf.jpg
%












OEBPS/images/cover.jpg
iguing way forward.”

... .challenges marketers and busi
vork

BUILD BRANDS

BY FULFILLING THE

CONSUMER QUEST FOR ]

DR. EMMANUEL PROBST






OEBPS/images/2-1.jpg





OEBPS/images/4-1.jpg





