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HAPPINESS IS AN EMOTION-RICH CAMPAIGN

One of the top Brand and Marketing Trends of
2015 as identified by Forbes was “Brands Will Get
Emotional.”® In the last few years, a number of
brands have recognized the importance of
associating brand with positive emotions.
Providing an emotional context in marketing
campaigns makes adverts more engaging, and
more impactful.5

In 2013, Facebook conducted a studyof over
600,000 users that concluded that positive
messages in a person’s news feed did reinforce
further positive emotions. It found that users who
were greeted with positive messages, shared and
posted positive messages of their own, and those
greeted with more negative messages shared and
posted more negative ones. It shows that by
constantly engaging positive emotions, brands can
nurture more positive engagement around their
brand.’

In an analysis of the IPA dataBANK, which contains
1,400 case studies of successful advertising
campaigns, campaigns with purely emotional
content performed about twice as well (31% vs.
16%) as those with only rational content (and did
a little better than those that mixed emotional and
rational content).™
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That makes sense based on what scientists know
about the brain now — that people feel first, and
think second. The emotional brain processes
sensory information in one fifth of the time our
cognitive brain takes to assimilate the same
input.11

Driving emotion is something that many
companies already do well. For instance, Coca-
Cola has been "in the business of spreading
smiles" for years.' The brand identifies so strongly
with the concept of ‘happiness’ that it forms the
basis of their global advertising and content
strategy. After all, emotions are universal. Stories
are universal. For brands like Coca-Cola that are
looking to thrill a global audience, winning
those emotionsisn’t just a strategy, it's an
arenain which they compete for a stake in
consumer affections.”
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By empowering consumers to find joy in the
context of the Coke brand, Coca-Cola ensures that
potential buyers will associate one with the other -
a shrewd approach to capitalizing on their
emotions and amplifying its brand message online.
Whether this translates into additional sales
remains to be seen.'
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In 2015, Shutterstock used their insights from more than 500 million Shutterstock downloads to discover
which emotions businesses, marketing agencies, and media organizations are using to design an ongoing
relationship with their customers.

Photo: Shutterstock

Some findings include: Based on images purchased, six emotions have

increased in 2015 from the prior year, with
A Love ranks as the top human emotion. demand for images representing sadness more
A Joyous images are chosen five times as often than doubling (up 101%), followed by:

as sad images.
A Fear is selected nearly twice as often as
surprise.

+86% Joy
+73% Love
+71% Fear
+61% Surprise
+52% Anger
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THE HUMAN ERA

We live in a remarkable, revolutionary time where humans
are more connected to technology than ever before. With
technology comes the constant influx of information thrown
at consumers from every which way on a daily basis. Out of
necessity, we're all learning to be selective. This has, in turn,
forced businesses to reevaluate their approach to marketing.
Because, let’s face it: it doesn’t matter how many marketing
dollars you spend, if your brand isn’t resonating with your
audience, it’s money wasted.®

With humans so attached to their technological counterparts, businesses must find ways to reconnect with
consumers on each device and each social platform they use, but in a way that enables those consumers to
actually feel connected to the business on a more human level than was previously ever required.®

As opposed to the Industrial Era where big businesses cast a shadow on their audience with power,
authority, and demanded respect, the Human Era urges businesses to be a peerinstead of a superior. Only
by individualizing an audience and building authentic connections will a business thrive in the Human Era.’

After all, just because consumers are so connected to their devices doesn’t mean they’ve stopped craving
human experiences and interactions.’

HOW TO ESTABLISH AN EMOTIONAL CONNECTION

1. Ground your brand identity in emotional values that set you apart from the competition and resonate
with your consumers. Product features and claims of efficacy should be used only to support those
values.

2. Give long-term customer relationships priority over short-term sales. While this is a widely accepted
notion, the pressure to demonstrate immediate return on investment and the traditional managerial
imperative to reach for top-line revenue goals lead companies to put sales ahead of
relationships. Leaders need to resist the urge to chase the sale, and their best defense is a firm
commitment to their brand identity (see No. 1 above).

3. Use your brand—not product categories—to determine your business scope and scale. Your focus on
creating deeper emotional bonds with customers should drive product innovations and brand
extensions.

4. Perpetually ask and answer: “What business are we really in?” Virgin America isn’t in the business of
selling flights. Its business is making good friends during relaxing, luxurious, and affordable
experiences. With this level of commitment to making an emotional connection, Virgin, like other great
brands, continuously redefines consumer expectations and challenges the norms of its industry
categories.

Great brands have the same business goals as most companies do: long-term customer loyalty, retention,
and satisfaction that generate a continuing revenue stream from existing customers. But great brands
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achieve their goals by forging personal and meaningful bonds with customers. An emotional connection is

the most powerful switching cost.”®

HUMAN ERA BRANDS

Those brands who fit the Human Era brand mold are creatively
paving the way for a new world of marketing that sparks an
emotional connection with the audience. ®

Lippincott’s brand refresh for Southwest Airlines fits right into
this mold. The refresh is exemplified in the 30-second ad spot
below explaining that the airline’s people are its greatest fuel,
and ending the ad simply in reference to the plane (maybe

even the business as a whole) with, “Without a heart, it’s just a
machine.” ©

A Christmas advert released by German supermarket Edeka is melting
hearts worldwide and some viewers believe it to be the most powerful
advert yet. It begins with an elderly man spending several Christmases
alone; his children providing a different excuse each year: "l just wanted to
call and let you know that we can’t make it for Christmas this year... we'll try
again next year. It'll work out, | promise. Merry Christmas Daddy!"10

Time passes and tragically the children receive
news of their father passing away. The advert
shows each child wishing they spent more
time with their now departed dad. The
children return to the family home to attend
his funeral and pay respects; but as they enter
the dining room, their father appears and
says:

Photo: YouTube/EDEKA

"How else could I have brought you all together?" *°

Tears quickly turn to smiles as the family indulge in a Christmas dinner that
has been long overdue. "Zeit heimzukommen," the words on the screen
read. Time to come home.

Tears were wept worldwide, as documented on Twitter. 10

| Kim Alvord ‘ W Follow |
e @Kim_Alvord S
This brought a tear to my eye... No one should be alone at
Christmasixx 0 0% fb.me/5HgPKe8JF

5:37 AM - 1 Dec 2015

“« 136 W5

Stephen Ryan W Follow
¥ @MarketingInCork e
Move over @johnlewisretail looks like @EDEKA_D have come
up with this years best tear jerker Christmas ad youtu be/V6-
0kYhgoRo #dmcit
617 PM - 29 Nov 2015

“« 17 ¥5
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“Being a Human Era
brand goes beyond
merely saying that
one is more “human.”
It requires an
authentic story
delivered consistently
through an inspiring
experience. It
requires hard work —
establishing
organizational values
and commitments
that are customer
driven, while also
driving them toward
daily leadership
decision-making and
employee behaviors.”
Hill I:|o||iday & Lippincott
a2Sto02YS G2
2013 Report.



http://www.independent.co.uk/news/business/german-supermarket-edeka-release-heartbreaking-christmas-advert-rivalling-john-lewis-man-on-the-moon-a6755811.html
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Toilet paper brand Angel Soft released a moving video called
‘Grander Parents’ that features two real grandparents as they
discuss what it has been like raising their imprisoned son’s
daughter Hailey.12

Created by Deutsch, the video switches between footage of
Hailey playing and her grandparents being interviewed about
unexpectedly taking on the role of parents. “You know you’re
the grandma, you’re there, you're the guardian, but you're
really her mom,” Hailey’s grandmother says during the film. *

Photo: YouTube/Angel Soft

At the end of the video, it reads: “Just when you were ready to be soft, you found your strong side too.” *

The short film ties in with the brand’s ‘Be Soft, Be Strong’ tagline that it unveiled earlier this year along with
a ‘Happy Father’s Day, Mom’ video that debuted in June and features real people sharing their stories of
being raised by a single mom. **

Meijer released a commercial simply showing their respect for their
customers. It begins by showing construction workers, teachers, nurses,
engineers, business professionals, and farmers on the job. “Our customers
work hard for their money. So we do everything we can to make their money
work hard for them. At Meijer, we see it as a simple matter of respect."7

After showing some of their customers shopping in their store, it closes with
close up of each working customer, saying “The most important thing we can
earn is the right to shake someone’s hand and look them in the eye. Come see for yourself.” ’

Photo: YouTube/Meijer

In 2013, Wrigley ran “Origami”, a heartwarming commercial featuring the emotional connection between a
man and his daughter. Sharing a pack of gum gives countless opportunities for using wrappers to make
origami cranes. On the train, at the beach, at a birthday party, in happy
times and sad times. The commercial’s little twist is designed to appeal to
the sentimentality of parents everywhere. “Sometimes the little things last
the longest. Give Extra, get extra.”®

The ad was massively popular! It took more than two years for Wrigley's
Extra Gum to release a follow-up. Now, Energy BBDO and Rattling Stick
director Pete Riski return with "The Story of Sarah & Juan." Their epic
romance begins in high school and stretches through the tear-jerking trials
and tribulations of college life and young adulthood. Once, again, wrappers
are worked into the storyline—not as smoothly as in the earlier
commercial, perhaps, but the schtick is still pretty sweet. And Haley
Reinhart's cover of Elvis Presley's "Can't Help Falling in Love" on the
soundtrack is either emotionally evocative or utterly distracting, depending
on your personal taste.t° Photo: YouTube/Extra Gum

Cotton is still the “Fabric of Our Lives” even after 25 years. Over the years, the commercials have shown the
fabric worn by small children as they played outdoors, bigger kids roughhousing in school, a young couple
arguing in a car on a rainy night and a married couple dancing at their wedding. There have been sweeping
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shots of the wide open cotton fields and close-ups of young female singers and Hollywood stars crooning
new takes on the classic jingle. Believe it or not, Cotton Incorporated’s Fabric of Our Lives campaign
celebrated its 25th anniversary in 2014.Y

Go to YouTube, and commenters still express their fondness
for the campaign that Cotton Incorporated launched on
Thanksgiving Day in 1989. One poster writes, “Idk [I don’t
know] why, but the song always used to make me all teary-
eyed as a kid.”"’

In 2004 the campaign continued, but paused its usage of the |
jingle. The song was reintroduced in 2009. In keeping with
today’s sensibilities, the more recent Fabric of Our Lives ads )
feature new renditions delivered with youthful energy by
artists that have included Zooey Deschanel, Miranda Lambert,
Colbie Caillat, Leona Lewis, and most recently, Hayden Panettierre. These latest spots, targeted to female
consumers, have depicted the celebrities in scenes from their own lives, dressed in cotton garments meant
to reflect their own personal style. The strategy has been to keep cotton fashions current and aspirational in

the minds of young women."’

VITAL QUALITIES OF AHUMANIZED BRAND

The Fabr‘iAc-‘Gf&(jolbie Cajlat’s Life

Photo: YouTube/Discover Cotton

THEY’RE PERSONAL

Integrating super personalized marketing into
your strategy is a way for your business to say,
“I'm listening. | know what you want, | know what
you need, and | know what you enjoy.” The more
your business shows this to a customer or
prospect, the more likely they will be to connect
with you and become a promoter of your
business.®

Pet Supplies Plus has sent out survey emails to
customers after visiting a location, showing they
really care about personal experiences in-store.’

THEY’'RE CONVERSATIONAL

Actually engaging with your audience on social
media must be a serious part of your customer
service arsenal. By interacting at eye-level, where
your audience frequents, they can see you as just
another person trying to help them out, reaching
out just to connect, or just to say, “Thanks for your
support!.”6
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THEY'RE EMPATHETIC

Perhaps no characteristic is more refreshing than
being empathetic toward your customers’ lives
and struggles. There’s no better feeling than
seeing a commercial or post in any of your social
feeds that just makes you say, “[So-and-so
company] really gets me.”®

Hill  Holliday’s  campaign  for LG, “Mom
Confessions,” shows the inner thoughts of a
humorously cynical mom. Acknowledging that
moms often have that inner dialogue when doing
the often daunting tasks that are essentially the
glue holding a household together is something
I’'m sure most moms can appreciate.6

However, you don’t have to be humorous to show
customer empathy. Understand your audience
well and understand the problems they face. Then
integrate that understanding into your advertising,
social media posts, blogs, etc. Just show them you
care, and that no one in this world goes through
anything alone.®



THEY’RE INSPIRATIONAL

Humans want to feel inspired to be themselves, to
make their lives better, to strive for success. The
brands that forego bragging about how their
products and services will change your life for
campaigns that just move you to feel inspired are
the brands that truly shine to their audience.®

Not surprisingly, Dove is one of those brands. The
ongoing Dove Campaign for Real Beauty launched
by Uniliver has a mission to “create a world where
beauty is a source of confidence and not anxiety."

e

UNDER ARMOUR

| WILL WHAT | WANT

Photo: YouTube/Under Armour

With the same goals, Under Armour’s “I Will What
I Want” campaign featured ballerina  Misty
Copeland, who didn’t “fit the mold” as a ballerina.
This was explicitly expressed in a “Thanks, but no
thanks” letter denying her application to a ballet
academy, but that didn't stop her from
demanding respect in her sport as a ballerina. The
advertisement (below) is goose-bump inducing, to
say the least.®

The purpose behind the “I Will What | Want”
campaign is simple; “It’s a reminder that you don't
need permission, advice or affirmation when you
have WILL. It’s a celebration of who you are. As an
athlete. As a woman...And there’s one reason you
are where you are today. That reason is you.”®

THEY SOLVE PROBLEMS

Problems come in many forms and sizes, but
perhaps your most important job is to fix them.
Help consumers use your products, help by
answering a question or alleviating an issue
they’ve expressed they’re having - regardless of
the time of day or night.°
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IntelliView: Brands & Emotion

THEY’'RE HUMOROUS

Humor is one emotion that has the power to really
win over your audience. Humor is a completely
human attribute and it elicits joy and happiness,
and is honestly quite addictive. Integrate it into
your marketing effectively and your audience will
be coming back for more, guaranteed.6

THEY MAKE MISTAKES

fe DiGiorno Pizza ® ¥ 2 Foliow
DiGiomoPizza

A million apologies. Did not read what the
hashtag was about before posting.

 Reply €3 Retweet % v . M
2 w3 =wSHefRestEEs

1115 PM - 8 Sep 2014

As mentioned in Bryan Kramer’s book Human to
Human: #H2H, humans make mistakes, so don’t
be afraid if your business does. DiGiorno Pizza
made a big mistake with their real-time marketing
by hopping on the trending #WhylIStayed hashtag
with what was declared the absolute worst brand
tweet of 2014. Not realizing that after the
controversial domestic violence incident with
then-Baltimore Raven’s player, Ray Rice, the
hashtag was trending because women were
voicing their stories about why they stayed, or
didn’t stay, in an abusive relationship.6

DiGiorno quickly removed the tweet, but didn’t
cower in fear of the repercussions of it. They
personalized a tweet to many of the obviously
offended Twitter users expressing how truly sorry
they were and that there was no excuse for the
mistake.®

Human brands make mistakes, and human brands
say they’re sorry. No human or brand is perfect,
but showing remorse for any offensive mistake
can certainly garner respect and nurse some
wounds.®


http://www.dove.us/Social-Mission/campaign-for-real-beauty.aspx
https://www.underarmour.com/en-us/iwillwhatiwant
https://www.underarmour.com/en-us/iwillwhatiwant
https://www.underarmour.com/en-us/iwillwhatiwant
http://www.amazon.com/There-No-B2B-B2C-Human-ebook/dp/B00IFURF9Q
http://www.amazon.com/There-No-B2B-B2C-Human-ebook/dp/B00IFURF9Q
http://www.fastcompany.com/3039777/the-29th-floor/the-worst-corporate-tweets-of-2014
http://www.fastcompany.com/3039777/the-29th-floor/the-worst-corporate-tweets-of-2014

THEY’RE AUTHENTIC

Humans aren’t easily fooled anymore, and if
you're hiding something from your consumers or
stretching the truth of your story, they’ll quickly
communicate their findings through their
connected self and you’ll be exposed to the
audience of their own personal brand.®

Be authentic to your message. If what you're
telling is true, you won’t have to hide behind the
walls of your social media channels. Moreover,
transparency is one of the largest trustworthy
attributes of any business; in a world where
corporate trust has been depleting, transparency
and authenticity will give you a trusting edge
against your less open and honest competition.®

THEY HAVE A STORY

Perhaps one of the most prominent buzzwords of
recent years, storytelling is still a fundamental
piece of the human experience puzzle.®

Humans have preconceived ideas about their
world — stories we tell ourselves. Brands and
businesses have to find a way to fit into those
stories or add to them. That's why the
development of buyer personas is so crucial. If you
don’t know the beliefs, wants, and needs of your
audience, how can you know that the content
you’re presenting them is relevant at all?®

Humans want to experience a business and
building a story around your products and services
will help them experience you. | absolutely love
Seth Godin’s novel first published in 2005 as All
Marketers Are Liarsith a revised cover in
2009, All  MarketersAre—LiarsTel StoriesSeth
explains that conversations are had and stories are
told about your business with or without you. So
why not create a great story and experience and
let that be what spreads?®
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THEY LIVE THEIR STORY

The best way to ensure that your good story
remains true is to introduce a company culture
that reflects it. Humanizing your brand starts from
the inside and works its way out. Live your story,
and you'll radiate it.°

Photo: Market Source

In 2013, Trader Joe's was America’s favorite
grocery store according to a Market Force study.
Many special and unique characteristics of the
beloved grocery store attract customers and keep
them coming back for more, including
personalized in-store signage made by employees,
new and exotic items you can’t find anywhere
else, super punny product names, and more.°

According to Adrian Weidmann, principal of
StoreStream Metrics, in an online discussion about
the study’s results, “When you go to Trader Joe’s,
you are experiencing a ‘story’...Trader Joe’s is a
brand that is very good at storytelling and bringing
that story to life. The ‘typical’ grocery story is
merely a clean warehouse.”®

Another great example we’re all familiar with is
Amazon who aims to be “Earth’s most customer-
centric company.” Often keeping a chair open at
meetings where the customers “sits,” Amazon is
truly living out their mission every day. In the
words of founder and CEO Jeff Bezos, “We see our
customers as invited guests to a party, and we are
the hosts.”®


http://blog.hubspot.com/marketing/buyer-persona-100-questions
http://www.marketforce.com/press-releases/item/trader-joes-is-consumers-favorite-grocery-chain-according-to-market-force-study-/
http://www.forbes.com/sites/retailwire/2013/07/30/why-are-trader-joes-customers-the-most-satisfied-in-america/
http://www.forbes.com/sites/retailwire/2013/07/30/why-are-trader-joes-customers-the-most-satisfied-in-america/
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THE FUTURE OF EMOTIONAL STORYTELLING

Storytelling is key. People relate to life stories, much more so than content that features or promotes a
product. When it comes to a video advertisement, which people have a choice to view, or skip, they would
rather be told a story they can relate to than have products pushed at them.”

The best examples of emotional storytelling depict a vision of how brands can positively enhance the lives of
consumers. Brands do have a relationship with their consumers, in many cases interactions take place every
day, and the emotional contexts of their advertising should reflect the most positive aspects of those
relationships.”

“Big brands need to invest now in storytelling and emotional marketing because in the human brain, and in
its decision-making capacity in particular, emotion beats reason,” said Andy Maslen, author of “Persuasive
Copywriting: Using Psychology to Engage, Influence and Sell”.”

Many brands are stepping up their efforts. “The best ad campaigns have always led with stories. Savvy
brands like Coca-Cola are creating strong emotional connections with their customers through simple stories
couched in everyday language,” he said. “The kind of language people can get hold of without a marketing
dictionary, and respond to emotionally.””

Why is emotional marketing important?
Because information leads to analysis but emotion leads to action.
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THE SCIENCE OF EMOTION IN MARKETING

“Understand the emotional appeal and key drivers behind the discovery, viewing, sharing
and creation of online video, photography and visual content....In the language of the
visual web, when we share a video or an image, we’re not just sharing the object, but

we’re sharing in the emotional response it creates.”

Abigail Posner, Google

Emotional response is becoming the next significant measurement tool to target advertisements from search
to social, display, video and email. In fact, the race to offer consumers a better experience hinges on
emotions. Several startups, The Walt Disney Co., and Forrester Research separately recognize this trend.*

Great customer experience brands deliver 24 positive experiences for every negative one compared to the
average, 7:1, according to findings released October 2015 by Forrester Research. The trend toward creating
a better customer experience demonstrates that brands need to measure emotional responses to content,
rather than just impressions and clicks.™

Emotions are communicated through search ads that consumers click on, movie titles queried, colors in
images and videos they upload to Facebook and Instagram, as well as music downloaded from iTunes, and
products bought. "Clicks don't measure engagement in an increasingly social world filled with content," says
David Dundas, CEO at mobile advertising startup Decisive."®

Measuring emotional response requires a new metric. Decisive uses artificial intelligence to analyze data in
images and video to predict emotional responses in social platforms. Piloting the platform with several
brands, Dundas plans to roll out the technology in the next few months, after presenting
at Disney Accelerator Demo Day in Burbank.™

Great customer experience brands deliver 24 positive experience
for every negative one.

Forrester's research shows that emotion -- how an experience makes a customer feel -- influences brand
loyalty. The research found that brands offering a great consumer experience rarely allow customers to walk
away angry, but even the best have room to improve on the emotional experience. Consumers are more
sensitive to negative than positive experiences.13

Consider Virgin America’s appeal. Virgin provides luxurious
interiors, in-flight wi-fi, live TV and on-demand food
service. lts fleet is 25 percent more carbon-efficient than
the U.S. average and the company reduces its footprint with
progressive practices like single-engine taxiing, idle reverse
landings, and regulated cruising speed. Customers
themselves can even make a difference in-flight by
purchasing carbon offsets or making a charitable donation
through Virgin’s entertainment system.™

Photo: Virgin America
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But these features aren’t why customers want to fly with Virgin again and again. The reason is that Virgin
treats its customers like special guests, tending to their needs and making sure they’re comfortable and
content. The company’s stated goal is “to always provide you with an unforgettable experience that adds
value to your trip.” To that end, its staff is empowered to make decisions on the spot to help
customers. This level of care and attention has established Virgin as a brand that takes care of its customers
and cares about the planet. And this has inspired fierce loyalty, with many brand fans going out of their way
to fly Virgin."?

By consistently executing on its brand values, Virgin employees give customers every reason to love flying
with them. Once you’ve had the best flight of your life, it’s hard to settle for what other airlines offer, even if
you've racked up their frequent-flier miles or are tied to one of their credit cards.*

READING CONSUMER SENTIMENT ONLINE

Earlier this month, 7The Drum reported on facial coding and other techniques for tracking emotions, which
brands like P&G and Phillips are using to gauge the consumer response to their marketing content. Social
media can serve such a purpose as well. Many brands monitor social chatter and their own feeds to assess
how potential customers are feeling. Such a practice is critical when determining whether or not to employ a
popular hashtag or to promote a product in the context of a holiday or pop culture event.*

Regardless of the campaign objective - whether it's boosting brand affinity or product sales - emotional
response must be taken into consideration if a brand hopes to stay in consumers' good graces. As the
volume of brand content that companies create continues to increase and competition for brand advocates
and social influencers heats up, sentiment is only going to become more significant as a qualifier of
marketing success. '

MORE EMOTION IN MOBILE ADS

"The goal of brands, when advertising, is to ensure that they connect with users on a deep emotional level.
The problem is that they only have a matter of seconds to do so," says Travis Montaque, founder and CEO of
Emogi, a sentiment-based data platform. Offering what it calls "the industry’s first emoji-enriched mobile ad
product," the company has coupled the popular pictograms with data science to create mobile ads that
resonate with potential customers. 1

To date, marketing with emojis has been largely about infusing messaging with elements of fun in a way that

reads as relevant and current to consumers. Ryan McConville, COO of Kargo - Emogi's mobile partner - sees
another benefit to the approach: expressing sentiment, while encouraging consumers to forge a connection
online. "There's a danger that the industry is spending so much time focused on technology and data that we
are forgetting what advertising can and should do: reach real people on an emotional level," he says. *

According to Montaque, Emogi has found that including emojis in
brand communications can deliver up to 10 times the average
response rate. Kargo reports that its initial tests show increases in
engagement by up to six times, and double the dwell time of
standard mobile ads.™

In other words, by including images in ads that tap into consumers' emotions, brands are finding they can
increase their ROI. "Since advertising drives emotion, and emotion drives purchase behavior, empowering
brands with real time emotional intelligence will enable them to make better decisions that will increase
their advertising performance," McConville says. **
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HOW EMOTIONS INFLUENCE WHAT WE BUY

People decide which brands to buy and which ones to stick with based on how they make them feel. That’s
why brands aren’t in the business of selling products—they’re in the business of forging close emotional ties
with their customers. Impactful, memorable, emotional connections lead to true brand onalty.15

Most people believe that the choices they make result from a rational analysis of available alternatives. In
reality, however, emotions greatly influence and, in many cases, even determine our decisions.®

There is compelling evidence suggesting that emotions play a crucial role in consumer buying journeys.
Consider the following findings in a study by Antonio Damasio, Professor of Neuroscience at the University of
Southern California, published in Psychology Today:>

A fMRI neuro-imagery shows that when evaluating brands, consumers primarily use emotions
(personal feelings and experiences) rather than information (brand attributes, features, and facts).

A Advertising research reveals that emotional response to an ad has far greater influence on a
consumer’s reported intent to buy a product than does the ad’s content — by a factor of 3-to-1 for
television commercials and 2-to-1 for print ads.

A Research conducted by the Advertising Research Foundation concluded that the emotion of
“likeability” is the measure most predictive of whether an advertisement will increase a brand’s sales.

A Studies show that positive emotions toward a brand have far greater influence on consumer loyalty
than trust and other judgments which are based on a brand’s attributes.

Branding is one area where emotional advertising can provide real value. If a brand is an identifiable entity
which enables consumer trust and loyalty, the emotions with which consumers associate that brand become
an important aspect for brands to nurture.”

A nationally advertised brand has power in the marketplace because it creates an emotional connection to
the consumer. A brand is nothing more than a mental representation of a product in the consumer’s mind.
The richer the emotional content of a brand’s mental representation, the more likely the consumer will be a
loyal user.®

While emotion can be communicated effectively in a print ad or television commercial, there are other
important components of a brand which have emotional dimensions.? For example:

A Rich and powerful mental representations of a brand include its personality. Research reveals that

consumers perceive the same type of personality characteristics in brands as they do in other people.
And just like with people, they are attracted more to some personality types than others — attractions
which are emotion based, not rational. Brand personality is communicated by marketers through
packaging, visual imagery, and the types of words used to describe the brand.

A Another important foundation for a brand’s emotions can be found in its “narrative” — the story that
communicates “who” it is, what it means to the consumer, and why the consumer should care.

But for consumers, perhaps the most important characteristic of emotions is that they push us toward
action. In response to an emotion, humans are compelled to do s.omething.8

INTELLITRENDS©2015 | www.intellitrend.com | 248.922.3344 13
U GGGGGGGGGGEEGEEGGEGGGGGGGG———



IntelliView: Brands & Emotion

SOURCES

1 EDEKA. “EDEKA Weihnachtsclip - #heimkommen.” YouTube. November 28, 2015.
https://www.youtube.com/watch?v=V6-0kYhgoRo

2 Estepa, Jessica. “German supermarket chain EDEKA releases tearjerker of a Christmas ad.” USA Today.
December 2, 2015. http://www.usatoday.com/story/news/world/2015/12/01/german-supermarket-
chain-edeka-heimkommen/76644268/

3 Extra Gum. “Extra — Origami.” YouTube. August 26, 2013. https://www.youtube.com/watch?v=dxZu-
bjewl4

4  Henrycooperl. “Cotton Commercial Colbie Caillat - The Fabric of Our Lives.” YouTube. March 2, 2012.
https://www.youtube.com/watch?v=aWnt2-yYPGo

5 Hong, Patrick. “Why Emotional Storytelling Is The Future of Branding.” Momentology. April 17, 2015.
http://www.momentology.com/6097-future-of-branding-emotional-storytelling/

6 Marranco, Jess. “Human-to-Human Marketing: A Trend for 2015 and Beyond.” HubSpot Blog. December
17, 2014. http://blog.hubspot.com/marketing/human-to-human-marketing

7 Meijer. “Meijer Ad - A Simple Matter of Respect.” YouTube. April 3, 2015.
https://www.youtube.com/watch?v=bw9VSIT-OKs

8 Murray, Peter Noel. “How Emotions Influence What We Buy.” Psychology Today. February 26, 2013.
https://www.psychologytoday.com/blog/inside-the-consumer-mind/201302/how-emotions-influence-
what-we-buy

9 Passikoff, Patrick. “Brand And Marketing Trends for 2015.” Forbes. December 15, 2014.
http://www.forbes.com/sites/robertpassikoff/2014/12/15/brand-and-marketing-trends-for-2015/

10 Ramgobin, Ryan. “German supermarket Edeka release heartbreaking Christmas advert rivalling John
Lewis' 'Man On The Moon".” The Independent. December 2, 2015.
http://www.independent.co.uk/news/business/german-supermarket-edeka-release-heartbreaking-
christmas-advert-rivalling-john-lewis-man-on-the-moon-a6755811.html

11 Seiter, Courtney. “The Science of Emotion in Marketing: How Our Brains Decide What to Share and
Whom to Trust.” Buffer Social Blog. March 4, 2014. https://blog.bufferapp.com/science-of-emotion-in-
marketing

12 Smiley, Minda. “Angel Soft’s emotional ad features grandparents as they discuss raising their son’s child.”
The Drum. November 16, 2015. http://www.thedrum.com/news/2015/11/16/angel-soft-s-emotional-ad-
features-grandparents-they-discuss-raising-their-son-s

13 Sullivan, Laurie. “Disney Finds Emotion Next Targeting Metric For Advertising, Marketing.” MediaPost.
October 5, 2015. http://www.mediapost.com/publications/article/259739/disney-finds-emotion-next-
targeting-metric-for-adv.html

14 Wegert, Tessa. “Emotion in Ads: Does Sentiment Sell?” ClickZ. July 30, 2015.
http://www.clickz.com/clickz/column/2419879/emotion-in-ads-does-sentiment-sell

15 Yohn, Denise Lee. “Great Brands Aim For Customers' Hearts, Not Their Wallets.” Forbes. January 8, 2014.
http://www.forbes.com/sites/onmarketing/2014/01/08/great-brands-aim-for-customers-hearts-not-
their-wallets/

16 Gianatasio, David. “Ad of the Day: Extra Gum Wraps Up One of the Year's Sweetest Love Stories.”
Adweek. October 8, 2015. http://www.adweek.com/news/advertising-branding/ad-day-extra-gum-
wraps-one-years-sweetest-love-stories-167437

17 Salfino, Catherine. “Cotton Still the “Fabric of Our Lives” After 25 Years.” Sourcing Journal Online.
December 1, 2014. https://sourcingjournalonline.com/cotton-still-fabric-lives-25-years/

INTELLITRENDS©2015 | www.intellitrend.com | 248.922.3344 14
U GGGGGGGGGGEEGEEGGEGGGGGGGG———


https://www.youtube.com/watch?v=V6-0kYhqoRo
http://www.usatoday.com/story/news/world/2015/12/01/german-supermarket-chain-edeka-heimkommen/76644268/
http://www.usatoday.com/story/news/world/2015/12/01/german-supermarket-chain-edeka-heimkommen/76644268/
https://www.youtube.com/watch?v=dxZu-6jewL4
https://www.youtube.com/watch?v=dxZu-6jewL4
https://www.youtube.com/watch?v=aWnt2-yYPGo
http://www.momentology.com/6097-future-of-branding-emotional-storytelling/
http://blog.hubspot.com/marketing/human-to-human-marketing
https://www.youtube.com/watch?v=bw9VSIT-OKs
https://www.psychologytoday.com/blog/inside-the-consumer-mind/201302/how-emotions-influence-what-we-buy
https://www.psychologytoday.com/blog/inside-the-consumer-mind/201302/how-emotions-influence-what-we-buy
http://www.forbes.com/sites/robertpassikoff/2014/12/15/brand-and-marketing-trends-for-2015/
http://www.independent.co.uk/news/business/german-supermarket-edeka-release-heartbreaking-christmas-advert-rivalling-john-lewis-man-on-the-moon-a6755811.html
http://www.independent.co.uk/news/business/german-supermarket-edeka-release-heartbreaking-christmas-advert-rivalling-john-lewis-man-on-the-moon-a6755811.html
https://blog.bufferapp.com/science-of-emotion-in-marketing
https://blog.bufferapp.com/science-of-emotion-in-marketing
http://www.thedrum.com/news/2015/11/16/angel-soft-s-emotional-ad-features-grandparents-they-discuss-raising-their-son-s
http://www.thedrum.com/news/2015/11/16/angel-soft-s-emotional-ad-features-grandparents-they-discuss-raising-their-son-s
http://www.mediapost.com/publications/article/259739/disney-finds-emotion-next-targeting-metric-for-adv.html
http://www.mediapost.com/publications/article/259739/disney-finds-emotion-next-targeting-metric-for-adv.html
http://www.clickz.com/clickz/column/2419879/emotion-in-ads-does-sentiment-sell
http://www.forbes.com/sites/onmarketing/2014/01/08/great-brands-aim-for-customers-hearts-not-their-wallets/
http://www.forbes.com/sites/onmarketing/2014/01/08/great-brands-aim-for-customers-hearts-not-their-wallets/
http://www.adweek.com/news/advertising-branding/ad-day-extra-gum-wraps-one-years-sweetest-love-stories-167437
http://www.adweek.com/news/advertising-branding/ad-day-extra-gum-wraps-one-years-sweetest-love-stories-167437
https://sourcingjournalonline.com/cotton-still-fabric-lives-25-years/

