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ACCLAIM FOR INTANGIENCE




In Intangience, Ernie Ross integrates rigorous academic work with decades of experience across business, politics, and culture. Ross offers a compelling exploration of the invisible language that connects us—what I would call the “intangible architecture” of human flourishing. With intellectual rigor and the heart of a storyteller, Ross provides a framework for understanding how we create value not just in markets, but in minds and hearts. This book is an essential read for anyone committed to building deeper connections—in business, in leadership, and in life.


—Dr. Tal Ben Shahar


Cofounder, Happiness Studies Academy; Former Harvard University Lecturer, Positive Psychology; Best-selling author of Happiness, Being Happy and several other books


I’ve had the privilege of working with Ernie Ross in Paris and witnessing firsthand his Intangience framework in action—both in a training and a masterclass. In a world flooded with noise, this book unveils the hidden language of human connection that gives real meaning—and value—to brands, relationships, and ideas. More than ever, companies need to leverage thoughtful messaging that connects deeply and meaningfully with audiences. Ernie’s work is a vital guide for anyone who wants to communicate with purpose and craft messages that truly resonate.


—Prof. Alon Rozen


Dean, CEO, president, and professor of innovation, École des Ponts Business School, Paris, France


Ernie Ross and the team from Intangience have developed a very powerful framework for adding purpose, values, connection and heart to the dialogue forward-thinking brands are having with their communities.


—Dr. Guila Kessous


Harvard Business Review, French human rights activist, UNESCO Artist for Peace


I was truly impressed by the Intangience MasterClass, with the insights shared that are redefining the world as we know it. As a client, we have applied the principles of the award-winning methodology to our brands and can attest to the impact, success, and profitability it has brought to our company over the years.


—Clifford Reis


Chairman and managing director, Banks DIH Limited, Guyana


We have entrusted our key brands and global campaigns to the novel Intangience process. It seems to have a knack for accurately framing complex communication challenges so that the right solutions and strategies emerge.


—Anthony Sabga III


CEO, Ansa McAL Group


I was so impressed by the results of the Intangience branding methodology, I took the decision to immerse all senior members of staff in it across all territories in which we operate.


—Ravi Tewari


Group CEO, executive director, Guardian Group


A projected 2.5 percent decline on Mainstream Beer (CARIB, CARIB Light, and Stag) due to the pandemic was converted into a 10.3 percent increase over the sales of the previous year. We don’t always know the strength and power that GREAT marketing and communications have on us until we see communication like this!


—Robin Cumberbatch


Sales director, CARIB Brewery Limited


This powerful insight is critical to anyone who needs to promote their organization, services, or products. My personal experience is that understanding the principles of Intangience has made a world of difference in my ability to communicate the story of the UPEACE Centre for Executive Education.


—Mohit Mukherjee


Founder of Centre for Executive Education, United Nations established University for Peace
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To Bryan Davis, who introduced me to the whole idea of intangible values and guided me on its significance in my work. His genius lives on through the methodology I developed in response to his initial nudge to the subject matter.


To my daughter, Lael-Anne, who inspired me to write this book as my legacy to her own studies in the field of human connection. I’m sure her highly intelligent mind will identify other unique patterns and bring new insights far beyond my own.


To my mum, who would have been so proud to see this publication and say, “I must have done something right.” Your sacrifices live on, Mum.


To my second dad, Tony Cole, who raised my siblings and me as his own. You imbued each of us with the true meaning of unconditional love. We thrive because of you.


And to my dad, whose intellect and writing ability impressed and inspired me from an early age. This book is dedicated to his pride and belief in me.


In memory of my brother Alan.




 


FOREWORD


BY MOHIT MUKHERJEE



Personal Connection



I consider Ernie Ross a visionary in the truest sense—someone who doesn’t just see things as they are, but sees what they could be. When Ernie and I first connected, I was leading the United Nations University for Peace’s Centre for Executive Education, an initiative I had founded and believed in deeply. But as is often the case with founders, I was too close to see its full potential. Ernie saw it instantly.


Drawing on the very Intangience principles he outlines in this book, Ernie guided my team in identifying the intangible values at the heart of our work and showed us how to express them in ways that truly resonate with our audience. It was that transformative half-day session that reshaped our messaging going forward from traditional communication to compelling connection. Our impact, reach, and ability to connect with people around the world have all been elevated because of his insight and generosity.


A short story of Ernie’s vision and drive: During the early days of the pandemic in 2020, he spearheaded a powerful collaboration between the UPEACE Centre and the Guardian Group that resulted in one of the most aspirational and impactful projects I’ve been part of in my entire career, titled “Pandemic of Performance.” It was a regional initiative that guided small businesses and entrepreneurs on how to turn adversity into an advantage. That initiative didn’t just inform or inspire; it uplifted and united. It was a masterclass in Intangience in action!



Why This Book Matters



It’s from this place of deep respect and admiration that I’m honored to introduce Intangience.


In a world overflowing with messages, brands, and ideas all competing for our attention, it’s easy to believe that louder is better and that success is measured purely in metrics. But as Intangience so powerfully illustrates, the things that truly move us are often unseen, unmeasured, and—until now—largely unspoken.


What Ernie unpacks for us in this book is a powerful methodology—a blend of neuroscience, storytelling, and Ernie’s decades of on-the-ground experience—that can transform the way we think about communication. At its core, Intangience is about unlocking the shared values that connect us to one another—values like belonging, hope, and purpose.


Ernie’s career spans continents and sectors. He has helped elect heads of state, guided social change initiatives (I was fortunate to witness this first hand at UPEACE), and turned ordinary products into beloved brands. Ernie’s approach is one of deep listening and empathy. Whether he’s speaking to a consumer, a voter, a team, or a community, his first instinct is to ask: What matters most to them? What story are they already living? And how can we connect to it, authentically and with care? This is the approach of Intangience and the “science of human connection.” And it’s a skill set more urgently needed than ever!



Call To Action



We are living in an age when trust is fractured, attention is fleeting, and many of our institutions are struggling to stay relevant. Leaders, brands, and change-makers who want to thrive in this environment must go beyond slogans and strategies. They must speak the language of connection. That language is Intangience, anchored in the three schools of Pillars of Purpose, Currency of Conversation, and the Science of Human Connection.


So, whether you’re a brand strategist, an entrepreneur, a nonprofit leader, a political campaigner, or simply someone who wants to lead more intentionally, this book offers more than tools—it offers a new paradigm. The timing could not be better for Ernie to extend his powerful approach by capturing it in this manual!


I am grateful—for Ernie’s belief in me, for our collaboration, for the transformation he helped catalyze in our team, and for the friendship and example he continues to offer.




 


INTRODUCTION




Not the ones speaking the same language, but the ones sharing the same feeling, understand each other.


—RUMI





“Let me tell you a story.” These six simple words are an invitation, a hand extended, a request for engagement and connection.


On the remote island of Sulawesi in Indonesia, a cramped, damp cave contains a sketch of an ancient animal outlined in faded red—a curly-tailed creature connecting us to the people who lived in that place more than thirty-five thousand years ago.


A tanned leather sheet holds twenty-six recipes that share the secrets of summoning angelic powers through a thirteen-thousand-year-old blend of herbs and ritual prayers, connecting us to the eighth-century Egyptians who inscribed these invocations to inform and inspire.


Carefully woven and knotted strands of llama hair connect us to the Andean peoples who, some six thousand years ago, recorded data through each precise knot, communicating stories by a cord’s length, spacing, and color.


There’s a desire for connection that transcends the barriers of language, geography, and time—a desire to relate to other humans, other people, at a deeper level.


The Language of Connection


We speak this language of connection by focusing on what we hold in common rather than on what separates or divides us. This language of connection contains a vocabulary of shared values, communicating core messages about relationships, happiness, gratitude, and purpose. The decisions we make every day are driven by a desire for connection—to share our experiences of the world around us with others in a way that positively impacts them and links us more closely to a meaningful community.


These values are intangible. Things such as love, joy, security, and humor lack a physical presence, but their impact is very real. We want to be linked to others in a way that equips us to experience love or safety or community. These intangible values are also the building blocks of purpose, empowering individuals and organizations to become better by focusing on values that unify. These are the values that drive decision-making at every level, whether consciously or unconsciously.


What makes a bottle of Coke, a beverage containing thirty-eight grams of sugar that isn’t marketed for flavor, sell more than 1.9 billion units globally every single day? Coke is the embodiment of human connection and the joy that comes with it.


Nike isn’t just quality athletic wear. It’s the embodiment of self-actualization and personal achievement. It’s even social activism. Without that iconic Swoosh logo, a Nike sneaker is just foam, fabric, and rubber. Add the logo, and its intangible value emerges to imbue the product with a whole new assessment of worth. So, it is the derivative meaning of intangible values that determines the worth of things more than anything else. This insight alters our understanding of what shapes the way we make choices about virtually everything that is traded.


In the world of politics, it is no different. The ability to weave compelling stories based upon shared intangible values determines the resonance of the message and the appeal of the candidate. Religious leaders are followed by believers in the intangible values espoused by the faith.


The stock market is a good example of how important intangible assets and values have become. The total value of the S&P 500 in November 2024 was about $45 trillion,1 yet if you sold every physical asset traded, every product, factory, and office building, you wouldn’t even get to 20 percent of the value.2 So, if it can’t be touched, weighed, held, or shipped, what is it? It’s an intangible asset, often sold to consumers through shared intangible values.
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Source: “Intangible Asset Market Value Study,” Ocean Tomo, March 30, 2022, https://oceantomo.com/intangible-asset-market-value-study/.





 




[image: img5.jpg]


Source: “Business Owners, Are You Investing in the Right Places? Why You Should Manage Your Intangible Assets,” My Asset Tag, n.d., https://www.myassettag.com/business-assets.





We are connected, inspired, and even defined by stories and intangible values. They give our lives meaning, purpose, and a deeper sense of belonging. This motivation can help decode why certain brands, whose market leaders have fused their brand identity with a shared intangible value woven together through emotionally compelling stories, are extraordinarily successful.


All around us, we can see the power of stories and enticing imagery, harnessed to clearly communicate shared intangible values. This is the language of human connection—ironically, one that is spoken universally but is taught nowhere until now, through the award-winning Intangience methodology3 I developed that is used by major corporations and global brands.


I created this book to equip you with fluency in this language of connection because this is the language that can make the difference between the failure of a great product and the success of an ordinary one. It can even determine what gets you that job or promotion or the attention of someone you desire. It can help solve conflicts. It can influence behaviors for positive impact and greater purpose, and it can also help you spot manipulative practices, techniques, and devices.


We live in a world where there are more than seven thousand languages spoken and at a time when technology connects us better than ever and helps us translate much out of these linguistic differences. However, understanding a language is entirely different from identifying strongly with what is being shared.


This nuanced language of human connection is at the heart of some of the world’s most successful brands and behind some of the world’s most skilled communicators. You can describe this as the Currency of Connection or the Currency of Conversation in the way the message becomes highly shareable. This is determined by its relevance, the regard for the source through whom it was shared, and whether it resonated at a deeply, fundamentally important level with you.


The real-life stories contained here provide evidence for how we interpret the world and place value on things through the meaning we attribute to them. Throughout my career in branding across all industries and sectors, I learned to spot a pattern that repeats itself. This insight gave me the ability, to a certain degree, to predict and ignite consumer and market responses. It would become the basis for the Intangience methodology.


Intangience comprises three schools of thought, each with three pathways or principles that guide you through the process of achieving breakthrough thinking on how to redefine your message to achieve authentic, meaningful connection and impressive results.


THE INTANGIENCE METHODOLOGY


Intangience is a portmanteau of the phrase intangible values and the science of human connection. It reveals what lies at the heart of agreement, empathy, and inspired conviction.


There are three foundational elements to Intangience, which we’ll explore in greater detail in this book:


1. Pillars of Purpose: This approach goes beyond the usual brand-building architecture. It is a unique, introspective process that seeks the answers to three questions developed from the audience’s perspective. The emerging insight will transform the way you see a challenge and how best to create a meaningful, resonant message.


2. Currency of Conversation: To inspire people to talk about a brand and share its message, the brand story must be relevant, it must originate from a highly regarded source or community, and the message must resonate at a deeply, fundamentally important level. The three principles identified here will reveal how to create brand popularity with a highly shareable message.


3. Science of Human Connection: Creating lasting, meaningful, emotional connection depends on your ability to inspire a passionate following, identifying the intangible value that fully represents your brand, and predicting both current and emerging trends that will influence consumer behavior.


There are specific techniques and devices that you can deploy that comprise the science behind it all. You will discover what these are and see how they are being used today by some of the best communicators and brands.


This methodology represents the markers of a journey—a journey that leads you from a thoughtful understanding of a brand’s identity to determining the value of the currency around the brand’s reputation and popularity, culminating in actions to ensure that the brand creates lasting, meaningful emotional connections with consumers.


At first, my motivation in identifying and developing the Intangience methodology was to create a powerful personal development program based upon my huge success in advertising and how the methodology I developed there worked in transforming ordinary brands into magical encounters. Intangience was born out of my need to show how the methodology of branding can be brought to bear in one’s personal life.


I soon learned that people were more interested in using it for their business and branding development. So, I circled back to the world of advertising, where my agency had an impressive record of more than five hundred ADDY Awards and where my methodology was acclaimed by Harvard professors and corporate leaders. Ironically, while the business application of Intangience was the lure, it was impossible not to be personally impacted by the thinking and strategies of Intangience.


During my decades at the helm of my branding and advertising agency Ross | ReThink, I saw, again and again, how intangible values were at the heart of emotional connections with consumers, regardless of culture or country. I recognized that too many struggling brands had failed to understand that functionality and utilitarian purpose were not the only drivers of success. In fact, it was quite often the case that large successful brands didn’t provide the best quality of offerings, yet they competed successfully to own market share against their competitors.
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