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“I have learned, based on my experience,
that everything is dominated by the
market. So whenever we are struck with
any obstacles or difficulties, I always say
to myself: “Listen to the market, listen
to the voice of the customer.” That’s the
fundamental essence of marketing,
Always, we have to come back to the
market, back to the customer. That is
the Toyota way.

“So, whenever we're stuck, we always go
back to the basics. Because branding,
image, or Lovemarks are determined by
the customers, not us. We really cannot
determine anything. The customer does
that. That is the essence.”

o 3R 5 A

Yoshio Ishizaka, Execcurive Vice President,
Member of the Board, Toyota Motor Corporation



The Beatles

“Yesterday,” “Something,” “lmagine,” “Eleancr Righy,”
“A Hard Day's Nighe,”™ “Locy in the Sky with
Dismands,” *Strawherry Fields Forever,” “Hey Jude,”
“IF I Fell,” “Nowhere Man,” “The Long and Winding
Road,” looking throagh a “Glass Onion," * Blackbird™
winging in the dead of nighe, “We Can Work it Ow,”
“Help!,” *1 Want 1w Hold yeur Hand,” “5gr. Pepper’s
Lonely Hearis Club Band,” = Yellow Submarine,”
“IN Follow the Sun,” “She Loves You™ Yeb, Yeh, Yeh,
“Michelle.”... Nothing more necds to be said.

[Demignes, New Fioslamd]

President Avenue Fruitworld

There's a greengrocer near where | live thar isnt the
closest, but is the one | prefer 1o po 10, The produce is
generally good. bat its more than that-the whole feefing
of the place works on me. The smell of fresh produce
(eoriander. pincapples. mangoss ) i Bodastie. The
awnen' ltalian accents, And to top it off, they bought
the firat box of mangoes a1 this vear's traditional charine
auction-5$36,000 [ALl] for a dozen pieces of fruid!
[Copywriter, Australia)

Salsa Lizano

Dhar pearsialin anel gaalle penter taste botter with it sctusdly,
they don't tmte good ar sl withowr i Salsa Lizano is a
Lovesmark in Conta Rica due wo eradition and taste, the fact
thur it is canrs andd thet we mube it with the ingradients af
our land. Tiens [Costa Kicans] Hi‘k:gan}wl'm in the wodd
can show vou a botle of Salsa Lizano in cheir kichen, kepe
as a treasre from our binthplace,

[MLBA. srudemt, Coss Rical

Amul

A brand of dairy produces renging from butter o ice
eream. Amul has been around for many decades,
symbalized by its cute mascot. the “Unterly Burterly”
Amul girl with her witty comments an current affain
dcross the globe. I has diversified over time o inchide o
host of food prodocts beyond dairy. and is a howschold
name in lodia. Amal has rranscended s myriad produc
forms and codeared ivselll into our heass, and stomachs
as well,

| Earcaitiice, lodial

Havaianas

A |'|Iu'l;q. ulhil:l I.I'ul cimiin 's.f'l [I..":n| a Pair l.hd h [aliTs u".
the most popular and loved brands in Braril. Everyhody
has a pair of Havatanas—the poorest Brazilian as well 2
the richcst ane. And the mystery about this brand is tha
the rcher the consumer s, the mare he likes the brand.

[Cosmsuduamt, Brasd|

The New Yorker
A bellevrst sale howuse for those craving wonl, wir, and

smary cultural commentary (and sametimes fust
shameless gossip!). The cartvons are like the bet Woody
Allen moments; student dorms everywhere owe Saul
Secinberg for interion. lts contents page scrially means
ir. I xoloes inself serously, bur isnt afraid o go fancy
drews or be seen in glasses. Its got o permanent parking
space on the magarine racle It's what you want o find
under the coffee table while backpacking through
Thailand or stuck in & hetel, IO angquestionably NYC,
but you wish this was YOUR local rag

[Wriner., New Lealand |

Vigelandsparken

The higgest park in Osle, Norway, is mare than trees,
ln.m“.. Jrn:l awrsnms sfxincs i:f rmllm "arlFl.lﬂi] It'l ||;|'|.lr.
Love lor summer, fall, winter, and spring; love for
nature, changing colors threaghout the year, kive for
chilidren, dogy, and tourias with cametas, as well ax for
barhequing, foothall, Frishees, and the way
Norwegians empoy the summer like nobaody
else, just amiling cven more m

they're playing in the saow.
[Mechanic. Morway|




Trung Nguyen

Yietnams cl:llll.l-']ll"'l'il to Starbucks. Inmg Ngu!m wa
chain of cafes thar sells grear Vietnamse colfee in 2
comfortable, rlaved environment. Besides the quality of
the cotfee and environment, people love them becanse
‘tIIl‘_'| are local!

|Entrepreneur, Vietnam |

Fado

Fado 1 a very rypical music of Portogal, thar perfectly
CEPICRsES I:l'lr Il!.ltil'_h 1:|r |1hnllﬂlluu.' eminions. [ I'pi:.tlﬂ
with a quier dignity born of the recalirsrion thar any
martal desire o plan i at risk of destruciion by powers
beyond individial conral,

TV prodecer. Pormggl|

Superman

My bond with this botional charcer goes far beyond
mere childhood oy 2t his colorfel adverures printed on
the cheapest of paper. Superman is the almost-messdanic
tale of an only son sent from the heavens by his father 1o
|.1::||1 the mortals of Farth. ﬁupcrrru.h is the unujug (and
downright twisted) vwo-sided, romamnic mriangle of mild-
mannered Clark Keni hattling his awn dazzling alier-ege
i win the heart of Loks Lane. . the enduring creation of
rwn Depression-era Jewish teens from Clevelansd, Ohio.
aml every bt the nner-rnﬂ:nﬂ lantle of r..lirihlllpl'k'?
Reeve to rise and walk sgzin. Superman wmught me how
to i, how 1o appreciare ar, and how o decam. To
this day, the four-color icon inspires people tw st
their sights a lite higher and look. ..up

in |11E \L\'. .

Credit comntroller, LIS A

42 Below

The classy mll-neck. The vodka from Aoicaroa New
Fealand thar's all sbout lecation, locaton, lecation
Produced where the chilled Antarctic curments meet the
sulrry Pacihe., Fresh, cool and warm down the thrmat
when frul.l'h: IFIPE tir the frare air. And af course s best
imbibed there: 'm a fall-guy for the feijos-infused
editlon—eart, crivg, taste-of . the docal, (sole or mived with
crushed ice, feesh lime, and giriger beer | drunk oueside
on 4 breery spring daw, Far Freddy's beats going down
with it, watching the clouds seod under the Southem
Cross, Choice!

| Bareman, UK

The Statue of the Virgin Mary,
Harissa

This gigantic sttue of the Virgin Mary has been 2
swmbaol of Lebanon for mone than 30 yeam, having stood
perchad on o mountain overleoking the sea since 1908

It was always cloaked in 2 sense of mystery, During war
days, thousands swore that rthe statue moved anad
|:|'nl¢1;lcd the howses from missales with it hands, This
sizatue has such high respect wirth many visivors,
including Munlims, who flack 1w it each year, going
around its steps to soe Lebanon from Mary's eves.

| Acomamt director. Lebanon]

XXXX

COueensland, where this beer is brewed, has o name for
being ane of the hoteest snd least chvilieed places in far
north Australia. They say that XX beer got its name
because Queenslanders couldn't spell beer. [ think there
just aren’t enough leters in the alphabet o come ap with
a word that describes. the taste of XXXX beer ot the end
of i hot day’s woel. It's ke liguid gold when you're
thirsty, Queensfandens love their beer. because in o place
where one of the kids' firsg words is "drooghe.” it washes
down the dust and quenches our thirst like no other brew.
|Ciraphic desgner. Ausrralial

Yorkshire Pudding

What's your fivonte meal, | ask? It's a Rall Sunday Roast!
Aned what's the best part of that meal’ The one tllil‘lg
that people fight for more of? It the Yorkshire Padding.
Ir's simple. The best af the best. The most loved of the
masl loved. (In memary of Nan)

[Senelens, LK.
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Foreword
by A.G. Lafley, Chairman, President, and Chief Executive,
The Procter & Gamble Company

I'he best brands consistently win two crucial moments of truth. The first moment occurs

at the store shell, when a consumer decides whether o hu}r one brand or another. The second
oceurs at home, when she uses the brand-and is delighted. or isn't. Brands that win these
moments of teuth agaain and again cam o sprci-.:l place in consumens” heares and minds: the
strongest of these establish g lifelong bond with consumers.

Maost of the fastest-growing P&G brands oday focus intensely on winning these moments
of truth. They are in ouch with consumens, nor as demographics or psychographics, bur as
people—as individuals. Fast-growing brands such as Crest, Olay, and Pampers have very
emotional, aspirational equities. We are learning that a brand like Crest doesn't stand only
for toothpaste or wothbrushes, but for healthy smiles—and an expanding lincup of branded
products and seevices that can help ereare thase smiles.

It's no coincidence that all of these brands are growing with the help of Kevin Roberts and

his colleagues ar Saarchi & Saarchi. 've known and have worked dosely with Kevin for seven
vears. His passionate belief in building brands consumers love s inspirational, and effective,

It is helping reinvent how we ar P&EG think about ¢reating. nurturing, and growing big brands.

his book will provide even the most experienced markerers with fresh new ways w think
about branding. [t provokes readers to think abour mystery, sensuality, and intimacy as brand-
building tools, Tt provides practical insights into leveraging the power of emaotion, respect, and
lowe. And it provides proven case studies that bring the Lovemark concepr to life.

In short, this is an important book for all of us whe care about consumers and the brands
they lowve,

A Lafley, Chairmian, Pressdent, @ Chiel Executive,
The Proceer & Camble Company
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| always looked for opportunities where others faced up to
threats or weaknesses, | believed if you were going through
hell the only option was to keep going!



) nl i | [
| i | 1 1
hot-prant 1% rLlsl | 1 1 il
paine-box makeuap all ad up to

! () -
I3 i o) il I
M ALTAT Ay sl il

“A woman is only as
young as her knees.

Crood raste s death, Voleanoy s Tife

I mv cariy _!'l'-_ '.'-!-|: AT ~l|:||.i
5
ol
twaan't mvy inci ol and fashiol
| that | I-.|-l' | Jexi l1
| 13 IEArn nci a

% . T+ | ™ - i i
Spanish at & hool and LQuant wa

mewing into burope. As one o
| starred in the lowest ol |l'|"-.

Lisistunt Brand Manager. Th




| went o Tony Evans, the boss of the international division, and said,

“I'll do the job for half the salary of the previous guy
for the next six months. If you think I'm worth it,
then you can pay me what the job deserves.”

He said. "Ohkay, you're on. Do ir”

Working in cosmetics way incredible. Everything happened so fast. It was tey, hail, learn, oy
again, win, try agsin. Every month. We were growing our business at 500 percent a vear with
1 product lifecycle of around nine months. That's new products conceived, launched, sold, and
disconnnued within nine months!

For me it was like enrolling in the Universuty of Branding. | loved every minure. Innovanion
and fun were our passion. We were the first to do “makeup o make love in": a waterproof
kissable lipstick, waterprool mascara. We did the first ever makeup for men.

With her perfectly on-brand, super cool haircur by Vidal Sassoon, Mary understood as well as
anyone | have ever met thar brands are about emotion and personality. She also knew that in
the end it was what consumers desired that would propel her business into the strarosphere,
“The fundamentals of fashion remain the same,” she wrote in her book, Quanr by Quane:

“Women wear clothes to make them feel good and
to feel sexy. Women turn themselves on. Men like to
look at women to be turned on—to feel sexy is to
know you're alive.”

Whenever | am in mer Ings and hear u}ru}‘tliu..lmi strategics for gerting consumer attention,
| remember Mary Quant’s simple belief in human desires and passions.

4 lovamars



My experience in bringing new products to market lainded me my next job: Gillete's Internarional
New Products Manager for their Rast-growing business in the Middle East. It was my brst vaste
of the serious corporate world; a three-year stay where [ first visited the Casino du Liban, flew
Fan Am 001, and starved a love affair with Gillerte razor blades thar grows stronger with every
innovation they launch, I'm now a Mach 3 Turbo junkie. Gillerte was the first step towards the
company that would change my life: Procter & Gamble, the internavional multi-billion-dollar
consumer goods company. The people who invented brand management.

My relationship with P&G started on January 1, 1975-the day I joined. Whar can 1 say?
I bove P&GL T always have.

| found out everything important | know about people, business,
and marketing at P&G.

And in amazing places like Sanaa, Al Ain, Casablanca, and Felixstowe Ferry where | spent five
manths selling &G brands 1o the trade. | love P&G saale. | love the ambition of the enterprise.
The disciplines invented at P&G have shaped my ife. To be a PA&G Brand Manager in the 19705
wis 1o be King of the World.

In the Middle East | learned lessons thar have been invaluable o me abour how to connect
with consumers, and how 10 do it in a place where mass markening was in i infancy.

| learned 1o love the people. In Arab countries you make triends for lite, The people were
genuine, emotional, Bimily-focused, hospitable. They understood their traditions and the past,
and they really understood thar they had a completely different future. It was very exciting.
There was little resistance to the new because they didn't have much of a present. They had

a past and chey had a future,

Srary vl Lip 15



| also fearned there thar you could make a
hig difference fast. There weren't Western-
stiyle barriers in place, so new wdeas got o
the surface much quicker. There was no
burcaucracy to go through, they didn't have
an organized, data-rich iade w say "NO”
And you didnt have corporate H(Q) on your
tail. When you brought Tide, Ariel, or
Pampers into Oujda, Abha, or Salalah ir was
truly life-changing. e didn't improve lives a
little bit: iv improved lives significantdy.

P& is a company woally commined 0
doing the night thing. Why?

Because the principles
don't belong to Procter &
Gamble, they belong to the
people who work there.

John Pepper, Herberr Schinitz, Ron Pearce,
and Fouad Kuryatim live the principles—
and the dreams—cvery day. No one lives
these values more than curment &G leader
A.G. Lafley.

All these vears later 1 stll believe in the
power of thase principles | learned ar P&G.
Totally, Charles Decker summed up many
ol the best in his book, Winaing with the
P'et; 99, Do the right thing, Capitalize on
your mistakes. Winning is everything,
Think sideways, Make something happen.
Mever ey 1o foal the consumer,

For me the Middle East was perfect. Tt was
Tull of adventure and T could be our there in

16 Revamairks

the strecrs and markets, warching, listening,
doing, learning. Seven vears later, sl in
lowe with the Middle East, [ scizéd an
opportunity and moved o another grea
company—Pepsi. More fantastic opportuni-
ties and serious challenges, Like building a
Pepsi plant in Kathmandu. Like graduating
from Pepsis elive negotation school and
gerting “the Iraq job” on the strength of i
Like building seven Pepsi plants in lrag.

Mepsi introduced me o more Inspirational
Mayers like Roger Enrico, Alan Poccasch—che
father of the Pepsi gencranon-and a rough
nut with a hcart of gold, Boh Bechy-
President of PepsiCo International.

I became President and CEQ of Pepsi in
Camada in 1987, Another world! [n the
Middle East, Pepst was Number One; in
Canada it was a different story. We had
been sitning belind Coke for years. IF you
want to leamn abour the power of brands ar
sercet level, the Pepsif/Caoke basile is as good
a place as any I know. In Canada we had
the added problem of competing againse
some of Pepsi's own brands like Dier Pepsi
and Mountain Diew, So Pepsi irsell was at
risk ufl.-v.lu.ﬁl'l.g to Number Three, don't
worry about Number Twa,



My gut reaction has always
been to zig when everyone
else zags. The best way for
us to avoid becoming
Number Three, | figured,
was to become Number Onel

Lemonade was a really big category in
Canada, So we bought the 7 UP brand.

At the same tme we deove [Diet Pepsi hard
against Dier Coke, the independent borders
network took up the challenge and street
by street, ciry by city, province by provinee,
just poured it on. We passed Coke.
Nothing s impossible.

At that time, in the lare 19805, Canada
was anxious about the implications of the
Free Trade Agreement with the Unired
States, and how it was going to be the
end of all things Canadian. | wok the
complerely opposite view. My feeling was
that because Canada was small, fast, and
Mexible, we couldn’t lose.

Being on the edge of the United Sraes
made us mare powertul, nov less, Grear
things always come from the edge, as 've
had the chance 1o discover persanally.

To inspire our people and parters. we
hired a very big and very smart howl in
Toronto, Evervone came: the trade, our
own people, all our bortlers, the media,
My keynare speech was all about competitian,
How Pepsi had just beaten Coke, and
how, in the same way, Canada could be

competitive with America. Abour halbway
theough my presentacion, a huge red-and-
white Coca-Cola vending machine rolled
onto the stage, | ignored i

As | ended my speech [ reached down
behind the podium, picked up 2 machine

gun and started blasting the Coke dispenser,

When you machine-gun a
vending machine, it makes
a serious noise.

We had peaple diving under rables and
heading tor the doors. It was incredible.
For safery's sake we had involved the Roval
Canadian Mouned Police, so we weren
being completely irresponsible,

And what |:.-.1|:|prt1|:d the next dayi The
werrd around the ceade was unbelievalile.
T'he shoot-up was on the news, in the
papers and MERLInes. It was the power
of humor and branding ar work in very
different times. And ic vruly galvanized
our sales foree and our borders,

Start Me Up 17



ywhere, but most of them turn up on the edge.

and extreme. Great ideas can come from an
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Great ideas, like humor, come from the corners

of the mind, out on the edge. That's why humor can
break up log-jams in both personal relationships
and in business.

I have always loved the extreme, and my next move proved it. [ went from
Canada, a large continent ar the rop of the world, to an extraordinary country
on the very cdge of the Pacihic Ocean—New Zealand. In 1989 | moved 10

Auckland with my family as Chief Operating Officer for Lion Nathan, which
was led by Douglas Myers (another Inspirational Player).

The first time 1 met with the financial analysts ar Lion Nathan in New Zealand,
1 walked into the room with a real lion 1 had borrowed from the zoo. T can
tell you, from that day on. no one in the company ever forgor the Lion in
Lion Nathan!

Owver the next seven years we transformed Lion Nathan from a large New
Zealand brewer to a significant force in the Asia-Pacific beverage indusery.
And I vanstormed my life as well.

Having worked on most continents and in muny, many countries, [ lound my
place in these upside-down islands. Not that | spent all my time there, even then.
In the early 19905 | became a huge China fan. | am to this day. | spent a lor of
time in China for Lion Nachan researching marker and investment opportunities.
We built a brand new $150 million brewery in Suthou, the most advanced
brewing operation in China. And 1 got 1o experience the pleasures of local
brands of beer. We also moved our Asian HQ from Hong Kong to Shanghai.

My home is New Zealand. We're as close to the South Pole as you can ger and
still have running water. The edge gives us a special artitude. Curting edge, lead-
ing edge, bleeding edge, the edge of inspirarion, on the edge of our sears, It's a
place 1o shake off convenrtions and worn-our formulas, and shake our ideas.
New ideas. The edge is exciting and risky and extreme. [ love it

1 believe ‘c:ige culrures” will have even higher value in this millennium. Great
ideas can come from anywhere, but most of them tum up on the edge. The places
that are restless and resourceful. The places thar don't understand “can't be done.”

18 Bavemarka
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| can withour going over, Out on the edge
you see all kinds of things you can't see from

the center.”

Why did | find the idea of working in & seemingly

salated country like New Zealand so compelling? For a

start, it's seductive and extreme. [15 about freedom from orthodoxy

and conformity, lt's abour exciting new ideas, interesting people
unconstrained by the need 1o conform o the mores of New York or London.

The power of the edge is one of today's most
compelling ideas.

It is based on a biological meraphor and, ro my mind, will have a dramanc effect on the way we all
think abour change.




Ar Lion Nathan | worked with Saatchi & Saarchi on our advertising. | had already worked
with them when | was with P&G. 1 loved their attitude and the fact thar they really did believe
that nothing was impossible.

So when, in 1997, the chance came o take on the job of CEO Worldwide of Saarchi &
Saarchi | was very tempred. Burt the company was in rrouble, with morale ar an all-time low
[id 1 really wanr it? While | thought it over, the decision was taken our of my hands. Bob
Isherwood, the Worldwide Creative Director of Saatchi & Saarchi and my closest colleague,
and Bob Seclert, the company’s Chairman and savior, faxed me Saatchi & Saatchi’s new dream
at the bungalow | was staying in at the Beverly Hills Hovel (another Lovemark!).

N

be revered as a hothouse

for world-changing creative




I signed up on the spot. Saarchi & Saatchi gave me the chance to test my belief in the power
of big ideas and in emotion.

I was determined to refocus on emotional connections, both within Saatchi & Sastchi and
with people everywhere, There was pressure on me to restructure the business. We're tlking
1997, when the management consultancies were still in the ascendancy with their slice 'n’
dice recipe for dealing with anything thar moved. | was advised to bring in my trusted guys:
my HR guy, my markering guy, my money guy, Instead 1 brought in nobody and | moved
nobody for two vears.

My instinct was to go against the prevailing wisdom. | went to Saarchi & Saarchi people and
said, “Here's our Inspirational Dream. We're all going ro pull together to stay in the premier
league for 24 months. After thar, we'll think abour making changes, bringing people in and

moving people around. | think you can do it, and we're all going to do this thing together,”
As it turned out, they could. And we did.

In my experience, when you go into mast companics what you find is good people and bad
management. You can turn that around really quickly by starting with an Inspirational
Diream, setring some challenges, and gerting everybody focused.

As it worked out, to get moving took only one vear, not ten, as one wise-guy predicred,
And in that time we were also able to kick-start three great ideas.

The first

was to transform Saarchi & Saatchi from an adverrising agency into an Ideas Company.
In fact, the hottest ldeas Company on the planer.

The second
was to start delivering not just grear performance, but Peak Performance.
Saarchi & Saarchi had to be Number One; Two, or Three in the wordd-preferably Number One.

We had to be in continuous contention-and we would do it wath inspiration.

And the third

was the most exciting of them all. Tt combined everything | had learned.
It was the answer to the crincal question:

What comes after brands?

Stant Me Lip 21



For more years than | can remember | have used the

same shu.mpim: Head & Shoulders. Ridiculous, sn'v i

I mean its a shampoo to remove dandruff, which i
does, But U've no hair, ler alone dandruaf¥! Sall, | love

Head & Shoulders. | won't buy or use anvihing else.

It's a Lovemark of mine.






Owver the vears, [ have visited China many times,
Saaechi & Saarchi was one of the first businesses to
take part in China's amazing transtormation. [r has
been nothing short of awe-inspiring o warch this
enormously complex and ancient nanon assimilare
Western business practices in a matrer of a few
years. And set out 1o surpass them,

The Chinese have an andient curse: “May you live
in interesting umes.” Well, my messape to China is:

Hold on to your hats, interesting
times ahead.

Mot only s China bancmm}, from the |,uw.1;r1'u|
hnancial and social models of the West, bur they
are doing it at a oime when those very models are
shifring fundamentally.

The journey from products o rademarks to brands
is one of the grear stories of the last century. It is 2
story that has had profound effects on how businesses
deal with consumers. And how people deal

with businessis.

Each step has |l':J'u1|'E',]|l: consumers closer to the
businesses that produce the goods and services they
need. Closer to their need for design, quality, price,
usability, availability, innovatien, and safery.

Fach step has:

= turned up the voice of the consumer

= added weight to what is most difficult to
measure—the intangibles ol relationships,
brands. .. people power

+ pulled emotion closer to the center

Interesting times? | love them.

lovermarka
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Products to
trademarks

It the beginning, products were just,
well..products. One product was preny
much indistinguishable from another, Ger
hir over the head with Jake's club or Fred's
club, the headache was much the same.
Trade was kept in che amilv. Making the
right cholce was easy.

B pcnplc being people, even in such 4
simple trading system, trademarky made an
early entry. There are rrademarks on porrery
in Mesopotamia (now Iraq) dating as far
back as 3,000 B.C.

There is a cafe T go o named SPOQR. It

is named after one of the most feared and
respected trademarks the world has ever
known. Four letrers that rold you the
mighty Roman Empire wis ar hand.

Owver the cencuries, trade increasingly
stretiched pase local boundaries and the
importance of tademarks increased. Fine to
erust the local village blacksmith. You could
check out the forge, bite the metal, ask
around. Bur the weind guy bringing in iron

||'|1p|umunrﬁ from the next vi[lat.;u? Mok so
easy. So trademarks moved up a notch
from simple name-tags to marks of truse
and reliabiliry,

From a business perspeceive, trudemarks
play grear defense. They offer legal
pratection for the unique qualities of your
products and services, and declare your
interests. Trademarks define teeritory,
That's how it works when you are in
charpe of 2 business.

To consumers, the picture
looks somewhat different.

Consumers care ahout a crademark because
it offers reassurance. “This will have the
qualiey | paid for.”

For beth sides, businesses and consumers,
trademnarks are a sign of continuity in a
constantly shifting environment.

As Kate Wilson, a prominent Mew Zealand
patent attorney, once wld me:

*Patents expire, copyrights eventually
run their course, but trademarks
last forever.”

Trademarks are not exempt from change.
SPQR gets thousands of hits on Google,
but most of them are not for the Senae
and People of Rome but for a popular
compurer game=SPQR: T, he Empire’
arkese Hownr!

Timae Chamgin Evervthmg 2%



| he history of imdemarks is hitered with unigue product names hike Rollerblades and
Juc |

once-famous names thar have gone generic. Walkman have been accepred as the given
Bad news for them, as all the value they have and defining names for in-line skates and
created with consumers can be sucked up by portable music plavers.

;1';'-| .|.||1.l|.|| HAIYUINC J.‘ll.ndi ‘H.I l‘l.'l"‘ |.'|I.'--.‘|.er'|I.I =|'||.

E;‘I. nernc term for ans i'.?l:hi-!gf 1|'||'l| LY RS |'i‘| iwCT ’ll'\l h\lll.i:il'..!_' i '.r:]|||.'|1'|.|.r5\ Iltl. AWCETI T !_'1||.ir.|r1‘.|'-.

1 small wound. 1ell-O and Vaseline hoave successful differentiation. buc it can be 3
been pushed down the same roure. And the grear seare, Over the 20ch century some
process 15 still happening, In some countries, trademarks have grown into endurning icons.

I'he MGM lion first roared in 1928 for the silent movie Wikise Shadows of the
Soverh Seas. Worle our the rechnology on thar onel And if you have ever wondered
what it says in the circle thar frames the lion, v A Corene Aveis=Are for Arcs Sake.

[ lDYEmarea



The clussic Coca-Cola bottle was designed in 1915
and registered as a trademark in 1960, Even the swories
around the bottle design are grear, with lots of
mysterious connections. Reminds me of the urban
myths around the clubbers’ energy drink Red Bull,

Contains bull semen. Secrét weapon the

military canned. Etcerera, etcerera, ; " -
| Wprmiamd 1oewsy

L[ M
The letters
1BM are one of
m the grear trademarks of

the 20th century. So protecrive
wits the company of its high status thar when
Stanley Kubrick wanted to use an IBM muachine as the
rague computer in 2001; A Space Odyisey, the company
pulled our. Kubrick, rongue-in-cheek, named the soft-
spoken killer computer by moving one letrer back in
the alphabet. and crearing HAL

In an average day you can expect
to have contact with around 1,500
trademarked products. If you go to
the supermarket, rack that up

to 35,000!

Fime Changes Frerything X7



Evervone wants to vrademark their scuff. Names and slogans are old hat.
Now the push is to trademark shapes, scents, and sounds. Even color.

Owens Coming trademarked the very particular PINK® of their fiberglass
insulation marerial in the 19805,

But not all expansionary efforts have been suceessful. In June of 2000,
Harley-Davidson finally gave up its putsy six-year effort 1o trademark the
roar of ity V-Twin engine. In its application, the company claimed thar the
sound of this engine was "as recognizable to motorcycle enthusiases as “The
Star Spangled Banner."”

Harley-Davidson finally withdrew,

Joanne Bischmann, the company's Vice President of Marketing, wid, “1f
our customers know the sound cannor be imirated. that's good enough for
me and for Harley-Davidson.”



A

’ -Jf. 1

e

e idea of separating one product from another with the

. | |
aid of crademarks was a good one. And it worked—tor a while.
Uhar was uneil o camie up against business’ own secrotizing fascisis,

it |':_'.!' O L Fa EL .!.-.:_ PR ._i|||'.|"||n,||‘|._.|:i||| £

Line day you are ‘-!|Z|I|:.'_ (40 | i‘l..'1ll||.i|I '."Ill-lll.xl. l.’lilil'-:l":'ll'lf.'_ll ML I|-II

Il!_:||'|:'|'_'_ o consumers ||| MERT YOuIr P|-||||.-| i--I"illl-_'h Dottom ||l.|-.!-.'|.‘. (Ll

track shelves or dumped mro “hpecinls” bing



Now we're not just talking about bulk stuff like salc and pork bellies, rice and sugar. Anything
can become a commodity, given enough competitive pressure. Consider the once mighty airdine
indusrry. No wonder brands were scized on as a way to hight back.

Brands were developed to create differences for products
that were in danger of becoming as hard to tell apart as
chunks of gravel.

They are also a proven way for companies 1o ciprure and exploir their innovanons. If you are

making a big R& L) investment you are going 1o protect it with a patent. But the litdle ™ or
“parent pencling” nore was never cnough. You had o make sure everyone knows the value of

whar they are geuting. Brands do this brilliandy.

When | was working with Procror & Gamble in the 1970s, we were proud thart it was P&G
that had articulated the concept of brandx first. Neil Mcklroy was a hero. He had undersrood
the potential of the brand idea and codificd 110 1931 into the brand-management system that
made it a realicy,

"8G understood thar brand disciplines could bring together the legal protection of patents
and rrademarks with the stuff thae has meaning for consumers: consistency, qualicy,
performance, and value,

Commodities got a big hit, right on the nose.

They wouldn’t be back for another round until lae in the century.

M Rovemarks



Our world of brands

As we watch television, open the mail, or go for a stroll,

we now live in a world of brands

1y 1y

My experience on the street-an the back vffices of retallers and at ]m[i]jug F'FJ.II]'[.'- as we bartled
for Pepsi in the Middle Easi—gave me the first hinrs char branding was ar the final fronmer

[alking with consumers, | could see that as their choices grew wider, their lovalry w brands
that didn’ Hul..il I|||.'r1| in ans |lL'rl-tJIJ:ﬂ Wil Wik .\-h.l]\}'.

And there was much more competition coming, Sure the main evene was the russle between us

and Coke, but more and more local and internanonal comperition was edging in

e deep insight for me was thar many of our markerers saw Pepsi as a business of margins.
Ihis is the first sure step rowards becoming a commodity. | always thought of Pepsi'’s business

as a business of \L.'!liF!:-_'| case by cose. Let me r.'urﬂ.lttl.
One af the realivies T faced in business was that [ didn't have an MLB.AL | hadn’t been trained

in all the rules—so it meant | had to focus an the people chey were the ones who did the real

L[ﬂ'l. -II.'I-ILIT |'|‘i'|1i.r1l;‘-|\ i]HiE WETE Ll'lil\l'. I CONSLMers
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Many of my colleagues didn't feel the same way. They
believed thar business was won lhlml;h the best l‘.||.111.l..

MICHT0S, t'l‘.'LLP]H[I!IL‘I!lI.I.Iti{HIH. JJu.|! }lu&i:lin:l I.1.J.|.'I'L'[.\.. |
believed that the colu business was wan through
Chlhes [!ll]l\jl,lll.ll cases ol JIL'|:I'\-|i mE;I |r:.' II:di'.-uiu,d

retailers to individual people who wanred to drink it

Cases are syraregic. Herberr Schmie ae P&G wold
me that. He was right. And because 1 believed this,
and still believe it to this dav, 1 was never in the
othce, I'm stll not,

Later, when | was working for Lion Nathan and
marketing beer, the lundamental problems with
brands became even clearer. There is no such ching
as bad beer. They're all relfreshing, wsie grear, and
are the world's best social lubricant. Technology is
not a barrier. Beer ie really still just a local cotrage
industry. Browences are ovorvwhere.

Through the lens of this incredibly
competitive business | could see
a relentless process that was
turning what we truly valued into
the commonplace.

To me itwas clear that brands were stuck on the
“eer” words: Bigger, brighter, betrer, srronger, faster,
easier, newer and, the hnal stake through the hear,
cheaper. These are all mblestakes, just the stake amy
playver has to bring o the game o cam a
seat-at the table. 1 remember seelng a
cover article in The Foonomise. 1t declared
thar 1988 was “The Year of the Brand.” |
thoughr, “Yeah, right. Bur is ir the beginning
or the end?”



The Attention Economy

ahal economy Mavbe they could have survived the

[ unaveidable fact By the
wone Iil.-i'-lh.il‘ld\ af TV

run pumping the gl
one g and

Brands had a dream-
1990 it was Clear

ation it not Tor
Artention Foonomy. Ther
ines. Millions ot wehsites, Billions of §

aet launches and new IMPROVEL

..!l.muc'.w. MovIcs
shone calls, faxes,

l phl-.‘ltl;l-h%h'

r.:y«.mﬁuu\ -.'-|- l.-l-‘||1:u.1-.5;1'1._
thar we were living m the
racdio stations, NEWsPapers and magai

+Ty all af it new pr sk

nd e-mails. And right throug
ard. Too much information!

cxlensinns and ads -1r||.1;_-_r'|u|-.'_ tor be he

Je are overwhelmed by the choices thev face, Forget the Intormation Feonomy. Human
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ant 500 television channels. | just want the

it gives me what 1 want to see.

“l dont w

one channel th:
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Inl;w "\a'u:n'l:q t One bor Ay marketer these
days is competing tor attention Whoever
v are. Wherever vou are. And once you ve
captured thar atrention, you've gat to show

WiLE I.|.|."||.| Ve 11

[he process really only has rwo sieps-so
why does evervone find it so hard? li's all
because we obsess over rhe attention part
i torget about why we need that attention

m the first place the |L'|_L.'i|||'-~h|:|'-a.

Emotional connectinns with consumers

have to be at the foundarion of all our cool
marketing moves and innovagive cicocs. b il
marketing, guerrilla markering, entercinment
|||.4ng |i||:_:. % |1-. riencc rtl.llkcrh'l;._' I!|‘.L"-' cian .1]'-
seiee artention iF they are done righe, but
once they have i, they have nowhere much
to put it. Nothing o bl nesthing 1o add

Niw, I'||H|11Il|_=| 1] '..II'.L| 0or Ciurg .'Il'NFiIr

Let the wlemarketng debacle be o warning
When it was Arst hot in the 1980s ¢ was o
L You could sell ANYTHING
on the phone. Fast-forward a decade or so

and vou loaked at a very different I'lil.tilh'

Even if the telemarketers get
past our answering machines
and caller ID, the rules have
changed dramatically.
Nowadays we'll hang up
rather than order the

steak knives.




Brands gre out of juice...

-

-

They can't stand our in the marketplace, and
they are struggling to connecr with people.
Here are six reasons why;

1. Brands are worn out from overuse

Michacl Eisner of Disney has called the word
brand “overused, stenle, and unimaginanve.”
He's nght. As the brand manual grows heavier
and more detailed, you know viu're in trouble.
Making sure the flowers in reception conform
to the brand guidelines just shows vou are
loosking in the wrong direction. Consumers are
who you should be paying anention 1o, Whar
matters to them, Orherwise, you're hiding, and
you're in trouble,

2. Brands are no longer mysterious

There is a new anti-hrand sensibiliey. There
is much more consumer awareness, more
consumers who understand how brands work
and. more importantly, how brands are
intended o work on them! For most brands,
there is nowhere left o hide. The informa-
tion age means thae brands are part of the
public domain. Hidden agendas, subliminal
messages, tricky moves.. forger it. For most
brands, it is 2 new age of consumer savvy; a1
the exeremes, ity the attacks of Naomi Klein
and the anti-global gang,

3. Brands can't understand the
new consumer

The new consumer 15 better informed. morne
critical, less loyal, and harder 1o read. The
white suburban housewife who for decades
‘H.'t‘ml:d (R Lﬂl}' i". r]'ll.' ﬁﬂﬂp pmﬁﬂ cr no ]ﬂ]lyl
exists, She has been joined by a new populaton

of muli-generarional, mulri-ethnic, mulu-
nationil consumers,

4. Brands struggle with good
old-fashioned compatition

I'he more brands we invent, the less we
notice them as individuals, If you're not
Number One or Two, you might as well
forger it. And the greater the number of
brands, the thinner the resources promoting
them. You get u treadmill of novelry,
production value, incremental change,
tctical promations, and evenis,

5. Brands have been captured by formula

| lose patience with the wanna-be science
of brands. The definitions, the chares,

tables, and diagrams, There are wo many
people following the same rule book.

When evervhody tries to bear differentiation
in the same way, nobody gets anywhere.
You ger row upon row of what | call
“brandroids.” Formulas ean’t deal with
human emotion, Formulas have no
imagination or emparthy.

6. Brands have been smothered
by creeping conservatism

The story of brands has gone from daring
and inspiration o caution and risk-aversion,
Onee the darling of the bold and the brave,
brands are relying on the accumulation of
past experiences rather than the potential of
future ones. Headstones are replacing stepping
stones. IF the antics of Richard Branson cause
a ot {and rhr}' dal, how bland and hnﬁng
has evervone else become

Time Changis Everything 35



Brands can no longer cope with some of the most important challenges we face roday
as marketers, producers, traders, and business people,

How 1o cut through the information cluter
How 1o connect meaningfully with consumers
How 1o create integrated experiences

How 1o convince people to commit for life
How to make the world a beter place

There is only one way to thrive as marketers in the Artention Economy:

Stop racing after every new fad and focus on making
consistent, emotional connections with consumers. If you
stand for nothing, you fall for everything.

The journey is over

The grear journey from producrs to rrademarks and from rrademarks to brands is over.
Trademarks are tablestakes. Brands are tablestakes. Both are useful in the quest for differentia-
tion and vital to survival, but they'sé not winning game-breakers.

Today the stakes have reached a new high. The social fabric is spread more thinly than ever.
People are looking for new, emotional connections. They are looking for whar they can love.
They are insisting on more choice, they have higher expectations, and they need emotional pull
10 help them make decisions. And, hnally, they want more ways o connect with everything in
their lives—including brands.

Businesses have always assumed that people see the

brands the same way they do. This is why they can get
it SO-0-0-0 wrong.

But some special brands don't seem o make thar mistake, They are so far out in front thar they
seem o have evolved inro something else, They are whar inspired Saacchi & Saarchi o develop
Lowvemarks as the future beyond brands.

M lovemarks
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In my 35 vears in business | have always trusted my emotions. 1 have always believed that by
rouching emotion you ger the best people 1o work with you, the best clients o inspire you, the

best partners, and the most devoted customers

The last ten years have scen emotion dominate the bestseller—und the notso-besiseller—tists
Click your way through Amazon.com for tides and see what 1 mean. Are and Emarion, Body
“‘_l_fﬂ'l LIH‘HJ‘II:J}L t__fr.'ff].r-'f' .;1'f_|"|'r FJ.'.'I.“'FII'?!!. ]r'::'“'_'\-:}-'ﬂ :l'ﬂ'l"fr f Hr-.!h'lal."]. Hi_‘ulhl\ r;lh.'. |I|IL'|'| tEI..'“.'.\ .J.'-'I”lrl:l'-'fl
”,l'.'“'l ";rfl,.'r';r, f‘.”.'r?f.'lr" ||'.',l‘|'f. ‘f'_f;"...lll }:}HH.’JI’!.’J |;?H.fl Hﬂ',l'l-"l.‘r.l'f.lﬂ. f:.ﬂ"r.lfff”i' ||'t'.||'|!l -'I”:ll'ff.'.rl'. .II.fHﬂh'J'r?" i

H‘rg.n.'r};;nrr;.'t. I'here's more where thar came From,

g
:
=
'

People everywhere are w.

Emotion has become a legitimate subject for serious research. On
what was obvious to everyone who cared to look.

i8 i by Ll L= F



In the business world there's Emotianal Branding, Emational Markets, Emorional Capital,
Emational Valie and, of course, Emotional Marketing from my friends ar Hallmark.

It poes deeper, Fow ahour Emarional Iurellivence, Emorional Genins, Emotional Unavailabilivy.
And then, a lictle further outin the galaxy, Emotfonad Yoen, Emational Cleansing, Emotional

Alchiemy, Emotianal 1’.'."..'m.!rrj-l.f.l.l".lrf."u.-l. and Emotional Contrel,

And rwo books no self-respecting business should be without; the helptul Emationally Weird,

and the essential Emorional “-‘H.!f.'.l’.l{',‘n.

Everywhere Are

I STRUGGLING

ing to embrace emotion.

scientists got into emotion it didn't take them long to prove

Emorional Rescise 349



“Father and Son”

Cat Srevens was a mega-star of the 1970s with such hits 1o his credit as "Moonshadow.”
“Maorning Has Broken,” and "Peace Train,” He converted to Islam in 1977, changed his name
to Yusuf Islam, and pretty well lefr the music business. Since then, he has devotad his time 1o
charities and education in support of his religion. He is very cautous about the use of his
music. Many of his songs deal with themes from his life before conversion, and he no longer
wants to be ussociared with them. Linde surprise then thar he had never allowed any of his
songs w be used in TV commercials.

When creatives at Saarchi & Saanchi Wcl!ingmn got it into their heads rio use a Catr Seevens
song for a commercial, the frst reaction was "And anodher song.” Trouble was, the song they

wanled was absolutely perfect: “Father and Son.”

I was once like you are now,

and I know that it’s not easy

to be calm when you've found something going on,
But take your time, think a lot,

why, think of everything you've got.

For you will still be here tomorrow,

but your dreams may not.

Our people didn’r just wane the song as the background music. The song was the story.
An emorional portrait of a most special relationship-a father and son growing together
from birth to death.

The client wis Telecom New Zealand. Like many other telecommunications companies,
they had never been big on emotion. They are under intense pressure every minute of
every day. The whole industry lives in a waking nightmare of margin-shaving, competition,
unexpected technology shifts, rising consumer expectations. They usually don’t see people’s
feclings as a priority.

Wy devemarga



But Telecom MNew Zealand had been a monopols
and was now confronting competition with energy
They were adventurous and up tor a challenge.
Thev knew thar when you act like a commaodiry,
youl get treated like one—that old vicious cyele.
Forget about being loved; it's tough o get even a
little respect on the street.

Thar might have been the end of the story in
SOme I.'ltHLE.":. l1-l.lr ELLT l,]l.." P!‘Jl." ||H.PL it a5l I_"ﬂ'l"tl I'“.il
challenge, They truly believe that Nothing is
Impansible. A passionate plea to Yusuf was drafted
aure, permission had never been given helore, bt
that was then. Our people pinned their hearts o
their letter and waicted. “Weeks later as cthe team sar
in the mixing room despairing of even gerting a
response, they heard the rustle of a fax. It was
fram Yusuf. He had responded o the visuals
accompanying his words and the emotional truth
of the story, He had written one word on the fax
they had sent him pleading 1o use his song: “Yes.”

Since joining Saatchi & Saatchi,
| have given hundreds of
presentations around the globe.
“Father and Son" is the spot

| always play at the end.

In Dubai, Denmark. Lios Angeles, London,
MNew York, S0 Paulo, Barcelona, and Sydney,
the response never vanes, People feel this spot
is ealking ws them personally. The story makes
i deep emotional connection,

Qur client wanted a more connecred country—
Car Stevens sang the song. His Grearest Hirs
album moved into the Top 10 CD sales in
Mg -.;.I_'JI..I[lLI Qa ]]IUI'.II;JI .|[r.f,'r lJulL;h.
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Human beings are powered by emotion,
not by reason

Study after study has proven thar if the emotion centers of our brain are damaged m some way,
we don't just lose the ability o laugh or cry, we lose the ability o make decisions. Alarm bells
for every business right there.

The :r!i:umf:rgm Donald Calne puts it brilliantly:

“The essential difference between emotion and reason is that emotion
leads to action while reason leads to conclusions.”

You don't have to be a braln surgeon to get that.
The reality we face does not require mastery of
arcane terminology, and it’s not abour evaluating
l;.'llﬂ'lr‘l:"ﬂ'lg *hlﬁ"\rl‘ﬁ JE'-‘"“' 1'““\ 1|!1:.‘ |T“‘“Ii 'I'\'TTrk:‘

or how it s structured.

I'he brain is more complex, more densely
connected, and more mysterious than any of
us can dream. That's as much as we have o
know, Emotion and season are intertwined,
but when they are i conflict, emotion wins
every time. Without the flesting and intense
stimulus of emotion, rational thought winds
down and disintegrares.

Maurice Levy, Chairman of Publicis Groupe,
owners of Saarchi & Saawchi, elaborates;

“Consumers who make decisions based purely on
Facts represent a very small minority of the world's

population. They are people without feelings, or perhaps

F:;’uplu w hu IJut their heart and gmotions in the 1'ri{l1_;v when they are li:.li.'il'll.__'; home in the
morning, and only take them out again when they go back home in the evening. Although
even for these people, there is always some product or service they buy based on impulse
or emotion.

7
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“The vast majority of the population, however, consumes and shops with their mind and
their heart, or if you prefer, their emonions. They look for a rational reason: what the
product does and why it is a superior choice. And they take an emotional decision: | like it,
I prefer it, 1 feel good about it

“The way this works is very subtle. Most of the time, before secing something in derail, you
have a sense of what it is. Before understanding, you feel. And making people feel good
about a brand, getving a positive emotion, is key. This is what makes the difference.

“To get emaotion back into business in this period when cost-cutting is king is very difficulr.
People making decisions are tense, under pressure, and ratdonality is reassuring, But emotions
are more rewarding, both in the short and long-term.”

(Magires Loy, Cliatrmar, Pubbcn o i I"a|-|-||

Writer Virginia Postrel has 3 great example of how ignoring the real emotions of consumers can
point us in the wrong direction. About ten vears ago, many women's fashion reailers had the
same dumb idea: its possible to rationally predict whar women want. The demographics said
thar women were getting older and bigger and so perfect logic kicked in. Older, bigger women
are not going to be interested in vouth, novelty, of sex appeal. Bad call. Turned out that women
eidn’t feel older and hlggu at all. They nlsh-:d to buy slinky slip-dresses and curvy, miniskirted
hl.“lm'ﬂ'l .'.ﬂl“'i I-hr [“glﬂ;l“-ﬁ rﬂ-nl{l‘l‘l ilTH.'I rI'Il.'," FUW Wﬁilﬂ‘ﬁ \'-"h{'l I'lﬂckfd E | g{'ﬂ‘ulnf un{fﬂ'rmndjng
of the human heart did grear.

Whar is important is to engage with the new realitics of emotion. 'We must work out whar they
mean o us, How they affecr behavior. And then do something different because of i
Marketing people aelé abour emotion. They present charts and diagrams, even raise their voices
and wave their arms, but fundamenually they treat emotion as. . .out-there, felt by someone else
and able to be manipulated.

Analyzing other people’s emotions and refusing to acknowledge our own dumps us in the same
ol rue What a waste. The emotions are a serious opportunity o get in touch with consumers,
And best of all, emotion is an unlimited resource. It's always there-waiting to be tapped with new
ideas, new Inspirations, new expericnees.

So what kind of emotions are we talking abour? Everyone has a different list, bur peaple vend
to agree on two points: first, emotions can be separated into primary and secondary emotions;
and second. most of our emotions are negative. Emotions can inspire and excite us. They can
also frighten and threaten us, Ie's survival. Our emotions tell us what's important, and in our
ancient past it was smart 1o pay the most attention o the bad souff
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Joy
Sorrow
Anger
Fear
Surprise
Disgust




Love
Guilt

Shame
Pride
Envy
Jealousy

Which brings us right to Emotion Number One.
The most fundamental of them all...
















My late father-in-law Don Honeywill played
the famous sax intro on the Beatles
song “All You Need Is Love." It's a

song that means a lot to me and my
family. Intimacy in action.

Plato goe it mghe: “Ar the ouch of Live, evervan
becomes a poet.” Or a cvmie. I'm no cynie. At
Saarchi & Saaurchi ol st ol Lowe and whar it
could mean for business has been focused and intens
|I|.i=vF"||. Il""-l. F'-n.ll;"ll.. 1‘\.1‘||. |=!"-|. t"ill.il.':ll.t,' Wi |l"\. TLRIT N,
we love cvents, we love abstract ideas hike our country or
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we make or buy or-exchange. The objecs rhar dehne

who we are and where we wand

We are consumers by nature. For virmally a
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Sean | HPaArT I I |-]'~'.~|| bor the MNew Zealand All Blacks I"-II:E“_. team tor 12 vears, He was one
af the grearest caprains the game has known. He told me whar place Love has in a game as

hard-foughr as rughy

o be in the All Blacks is abourt loving
what vou do, It's about '|..l|illlt'_" lor each
other. I'he team 1s a family and you
J-e"'.: ViyLr Li.ll]']l'. ” Vil ilu'L.;- ViaLr
mate youre going to look after
itIIII- .Irhr VoL re EI~”|!!}_'I\ (8] xilh

anvthing lor him.

“T'hat’s the beauty ol playing in
a team. You have 15 EUYS who .t“

|'I.1"'-L LR LS :._',ll.'.l ‘ill flli1l|.l E..I,I.l]l.."l' ”ILII] d

set of individual goals. A collective
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aim is to win and to do everything you can
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people. At the same time you want to help
your mates be better players and better
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Six truths about Love

The First one is 1 warning. Human beings need Love. Without it they die. Solitary
people withour Love are three o five nmes more likely o die carly! March this with plummening
birth rates in many Western countries and major increases in the number of people living
alone, and you've got to say thar the world needs a lot more loving in i

Next comes s definition. Love means more than liking a lot. We are not wlking
affecrion plus. Love is about a profound sense of arachment. Wanr a really great metaphor?
When researchers ar Emory University in Atlanta track brain processes through scans, they can
see different areas of the brain light up as they are engaged. How about thar? We lirerally light up!
IF wou want a definition of Love, that's nor a bad one.

Third, Love is about responding, about delicate, intuitive sensing. Love is always
two-way. When it is not, it cannot live up o the name Love. Some people will always be betrer
ar it than others, but we all have the capacity and need for Love,

Our FOUrth cruth concerns who and what we love. Everyone knows abour the glories of
romantic Love, but let’s nor forger the Love berween couples who have been together fur years,
Love within families, the Love of close friends—very different relationships that jain the
experiences we love. For me, it's Bruce Springsteen concerts, Saturday nighes, and a cold Becks
beer. Wharever turns vou on.

Fifth, Love takes time. The skill of responding to the emotional rhythms of Love takes an
investment of years. Love has history. Love gives us meaning and makes us who we are.

FIHE"}F and perhaps most profoundly, Love cannot be commanded or demanded. It can
only be given. Like power, you get Love by giving it
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‘ ( [ don’t think there is anything higher
than Love. | mean, I'm not sure what
could possibly come after Love because
Love is so expansive. | had such a difficult
time coming up with a definition for
Love in my innk, but the way I define
Love is the selfless promotion of the

growth of the other.

So to me, if you selflessly promote the
growth of your customers and your
colleagues, that’s true Love. 1 don't
know what more you could do for

someone. , ,

[ T Sapders, Clviel Salwioms O ficer, Yahao!, snd smibor of Lew b e Kiler App)

( ‘ Whenever someone asks me to define
Love, I usually think for a minute,
then I spin around and pin the guy’s
arm behind his back. Now who's

asking the questions? , ,

| back Handes, comma|
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‘I may not be a smart man,
but I' do know what Love is.”

“Love: Two minds
without a single thought.”

"Ah, good ol trustworthy beer.
My Love for you will never die.”

"When Love and skill work together,
expect a masterplece.

"Love doesn’t make the world go ‘round.
Love is what makes the ride worthwhile.”

"People think Love is an emotion.

Love is good sense”
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‘| Love Mickey Mouse more
than any woman |'ve ever known.”

"Love keeps the cold out
better than a clook

[Herry Wiod e

Love does not consist of g mg
ich other, but in looking -"-r__"v--'*--

in the same dlrechon

“Llove is a canvas pattern furnished by Nature,
and embroidered by imagination”

[Votore|
“Love is the only sane and satisfactory answer
to the problem of human existence.”

I'm in favor of Love

as long as it doesn’t happen when the Simpsons are on T‘u



As | warched Saarchi & Saatchi show-reels of relevision
commercials in my first months on the job in 1997,

I became convinced thar only an emotion like Love
could power the next evolution of branding. I could see
that Saatchi & Saarchi had made the first critical step in
creating emotional connections.

In the rational world of brand management, with its
drive to increase funcrional and performance benehis,
the ad agencies were called in at the @il end of the
marketing process 1o squirt on the emotional icing.
No wonder they got so lictle respect for doing it. We
needed 1o stand for more. Much more. What we needed
to stand for was Love.

When the Love Bug virus hit computers around the
world in 2000 | knew | was on the right tradke. Techno-
cool, hard-edged geeks did the unspeakable: clicked on
an unknown attachment. And all because someonce said,
“1 love you." We were onto a profound emotional need.




When I firse sugpested that Love was the
way (o transform business, grown CECOy
l'-lu_l.hcd .H!I-LI. &]Ed duwn ijl:hil!-,i I]u..'ir ;ltuu::r]
accounts. But | kepe at them.

| knew it was Love that was
missing. | knew that Love

was the only way to ante up
the emotional temperature

and create the new kinds of
relationships brands needed.
[ knew that Love was the only way businesscs

could respond o the rapid shifr in control
10 CONSUTAETS,

Once we got comfortable with saying thie
“L" word, we delved more deeply into
understanding its breadrh and relevande wo
business. We wondered about a way to rank
hrands or anything else according to the
intensity of Love people felr for them. The
really grear things would be placed near the
top with lesser ones wowards the bottom.

Conventional wisdom says
that brands are taking over
people's lives. And that this
is a bad thing. But maybe it
works the other way. Maybe
life is taking over brands.
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Chapter 5

GII\/IME SOME RESF’ECT




The Lovemarks of this new century will be the brands and businesses
that create genuine emotional connecrions with the communices
and networks they live in. This means geming up close and persanal.
And no one is going o ler you ger close enough to touch them unless
they respect what you do and whe you are,

Love needs Respecr right from the sare. Withou it, Love will not
lase, It will fade like all passions and infatuations. Respect is what
you need when you are in for che long haul.

Respect 1s one of the founding principles of Lovemarks.

“Respect is love
in plain clothes.”

[Frankie Byrne]

Management loves the ida of Respect, It sounds serious and objective,
casily measured and managed. In facr, Respect has been prodded and
squeczeil so often over the last century that its real power has been
undervalued. Respect is the foundartion of successful business.

At Saarchi & Saarchi we decided one thing was mandatory from the

get-go: No Respect, No Love.

But Respect needs 1o be reinvigorared. We need to understand what
it demands. We need 1o expand our Respect metrics from financial
and production performance o take on the deeper demands Respect
makes of us. Respeer looks to performance, reputation, and trust as
its organizing principles. Within each of these principles | believe
there is an inspiring code of conduct w lead you forwand.
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Perform, perform, perform

Respect grows out of performance. Performance at each and every interaction,
Fral‘f::erﬁlrnunct' is the ultimare ablestake of all tblestakes.

Pursue innovation

Innovacion is kaizen, continuous improvement, for consumers. Every business today
is expected to innovare—and to innovare meaningfully while creating value.

Commit to total commitment

Going the full distance is the price of Respect. The new active consumer judges vou
at every encounter, every touchpoint, and will punish failure by nor coming back.
Make it easy

The increasing complexity of many goods and services has raised the stakes, The
equation is simple. If ir's hand 1o use, it will die. Goodbye VCR. Hello DVD.

Don't hide

People can respect you only if they know who vou are. Remember, in oday’s
Internet environmene there is nowhere you cannot be found. Don't even try.

Jealously guard your reputation

Biilt over a lifenime., Diestroyed in an instant. Consumers today are ruthless if}mu
Ter them down. So don't.

Get in the lead and stay there

Ta be out front can be lonely and uncomfortable, but remember, the lead husky gets
the best view.

Tell the truth

Front up. Be open. Admit mistakes. Don't cover up, it will ger you every time.
Believe in yourself—ar tmes like this it may be the only thing you have, And ar times
like this your reputation is your premium defense.

Comme Some Hovpeer 6



Nurture integrity

The corporate shuke-ups of the last few years have put the spodight back on integriry:
the integrity of your people, your products, vour services, your hnancial statements
and. most importantly. your personal integriry.

Accept responsibility

Take on the 1:-i$gu:r rr_-apum.-ihili'[y of all-to make the world a becer place for

everyone, creating self-esteem, wealth, prosperiry. jobs. and choices. Quality is
the measure by which you exceed expectarions. Quality is all abour standards.
Keep it simple: ser hiF[& stamcards and then exceed them. Meet, Bear, Repear.

Never pull back on service

Service is where transactions are wansformed into relationships. Where Respect
meets Love. Tt is the first moment of ruch,

Deliver great design

Arention Feonomy 101, Competition is hot and gewing hower, 11 vou're no
seithevically stimulating and functionally effective you just mesge into the crowd.
You have 1o be dillerent, not just aer different.

Don't underestimate value

Not just real dollar value but the percepion of value, Only when people perceive
the value they are gertting as higher than the cost will they respect the deal vour offer.
Sam Walvon butlo I{WALMM. the biggest retail empire in the world, by a relentless

focus on best value.

Deserve trust

Consumers want to trust you. They want vou to remain true to the ideals and
aspirations you share wirh them. Practice whar vou preach. Never ler them down,

Never, ever fail the reliability test

Expectations skyrocket: cars .-:Jwaﬂrs start the fArst ime, the coffec’s always hot, the
ATM is always open. Today reliability is the door charge for Respect before the
show begins,
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It's a tough list. Demanding and uncompromising. Don't even dream about Lovemark sratus
unless you can tick off cach and every item. The relationship between Respect and Love is
deep, compelling, symbiotic. At the risk of repeating myself:

No Respect,
No Love,

No Respect,
No Love,

No Respect,
No Love,

Period.

Camimie home Respect (3









oy Jovemarks

Long before 1 joined Saarchi 8¢ Saatchi, 1 was aware that brands
were entering an endgame. Being invited to be CEO of the most
exciting advertising agency in the world certainly sharpened my
focus. Tt was all very well knowing the problems with brands, but
what was the solution?

How could we inspire brands 1o evalve 1o the next level? The
wsual stuff like organizational change, rejigging structure, and
srarter logistcs wasnt going w do i

There had to be something new, something
that would create

Loyalty Beyond Reason.

My thinking started o crysrallize around a line Tide used back
in the 1970s. “Tide for cleaning vou can count on.” | thought,
“Something you could always count on. Thar would be hugely
valuable, That would be Lovalty Beyond Reason.”

And the first word that came 10 me was trust. Many of our clienes
responded to the idea of trust. The Internet had put trust firmly
on the agenda. Trust felr like part of the vocabulary.

1 was hot on the trail of something | thought of as Trustmarks
when [ mer Alan Webber, Founding Editor of the business
magazine Fase Company. We were at a top-to-top CEO forum
at Cambridge University convened by P&G. Here's how Alan
temembers it:



turn 4 phras
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name of an article wai
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That's what happened in those round- .
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Alan was right onto my ideas about a new state beyond brands. A few
weeks later he set up an interview to shake out my thinking and we were
off. The resulis were published as “Trust in the Future” in the September
2000 issue of Fast Company.

From the start we were talking rough Love. We knew that copsumers were
cynical, savvy, and selective. They didn't give a stuff about famous brands.
They wanted more. [ felt the same way. Big-time brand? Big deal!

You've got three seconds to impress me. Three
seconds to connéct with me, to make me fall in
Love with your product

Tough lines for a whele heap of big-name brands, but as the Pld saying
goes, “If you keep doing what you're doing you just keep getting whar
you're getting.” |

Moving up the food chain from brands was the big gml, but we sull didn't
have the right word for it. We were talking Trustmarks, but did that
name sing? We lnew what a crademark was: a differentintor, a distincrive
name or symbol that legally identified a company or its products. But
what was a Trustmark?

I was already convinced that there was no way a Trustmark could be
owned by a company. That was part of the problem with brands. It was
why consumers were feeling alicnated. No, if anyonc was going to own
Trustmarks it was going to be consumers!

But even trust wasn't going to be enough to make the big leap. I mean,
just trusting someone isn't going to bind you for life. And nothing short
ofa lifdnns relationship was the sort of commitment | was looking for.

The answer came towards the end of our discussion. Trustmarks weren't
going to do it. Sure they were sensible, credible, even acceptable, but they
lacked emotion and drive. A Trustmark might make things better, bur it
was never going to transform anything. Time o take a deep breath and
leap to the next level. As | said 1o Alan in our Fast Company interview:




"Trustmarks
come after brands;
Lovemarks come after
Trustmarks.... Think
about how you make the
most moncy. You make it
when loyal users, heavy
users, use your product all the
time. That's where the money is.
So having a long-term Love affair
is better than having a trusting

relationship.”

Could | get my brand to
be Loved as well as trusted?




My ideas were based on work we had done comparing brands with what we now know were
emerging s Lovemarks. The best brands were Trustmarks, we had decided, but the grear ones
were Lovemarks. We charted the differences.

Relationship

I..I.I\I'l.‘d I}‘.l’ |JE'EIP'I€

Persaven]

Creates 2 Love story

The wuch of Sensuality

ll:i-'ll'llll.'

Inhised

Story

Wrapped in Mystery

Spirie

Passionately creative

Ideas company

| said in the article:

“I'm sure that you can charge a premium for brands that people love.
And I'm also sure that you can only have one Lovemark in any category.”

0 boverrarks



| was sure then, but now | see | was wrong. Now thar we have moved more deeply inm
Lovernarks we can see that this was way too narrow, The sushi shop on the corner of your
block can be a Lovermark o vou. Lovemarks can be created by designers, producers, seevice
people, cities, and nations

mlle famy o Jon E]&
de meiled gn Wiz

{ \1/= reois WsE ¥ OYf

@ m. \Yhede fou nalY 2

|k &
I

Can consumers make Lovemarks out of two products in the
same category? As far as I'm concerned, they can do any-
thing they damn well please!
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One of the things that we all learn in our business
careers is that language matters. That has been a hall-
mark of Fase Company. 1f you describe something or
name something accurately, that coinage becomes not
just a marketable product, it fundamentally changes
the conversation, and people begin to reframe the way
they think and talk to each other. They begin to create
categories in their own business experience they didn't

even know existed.

“I definitely Feel that's what our article with Kevin did.
It opened up a whole new category where peaple could
think about the way their companies perform. It’s
interesting that a recent Nobel prize for economics
went 1o a couple of economists who were, once and for
all, making it an official, acceprable fact thar the most
important part of economics is emotional. That emotion

is one ol the key elements of economic behavior.

“One of the points Kevin was making in our article-and
obviously it has emerged even more strongly-is that
the way you relate to the marker is, in many respects,
making manifest that which is fundamentally intangible.
It’s not about the cost per thousand, or the rate, or
what you are charging for this product. It's the way it
feels, the way it represents itself, and then the way it
either does or doesn't live up to those representations.

Adan Wbl Foumdiing Libinr, fear O avngany
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Lovemarks made immediare sense. Every person we deal with is an emotional human being,
and yet business had been treating them like numbers. Targers. Statistics,

Respect was something that Sanechi & Saarchi understood. Over the vears we had put a lot of
time into building our clients” products into some of the most highly respected brands in the

world. Now it was time to focus on whar made some brands stand our from the crowd. Whar
made some brands Loved.

When it came 1o working out whan gave Lovermnarks their special emotional resonance, we
came pretry quickly ro:

Mystery
Sensuality
Intimacy

These didn't sound like readitional brand avributes. And they caprured the new emorional
connections we were seeking. As | have already mentioned, we were convineed from the start
by a very important idea thar became the heart of Lovemarks.

Lovemarks are not owned by the manufacturers, the producers,
the businesses. They are owned by the people who love them.
From there it was GISY to agree thay vou only ger to be a Lovemark when the people who love

you tell you so. Bur just sitting around waiting for consumers tw tell you you're 2 Lovemark
could mean a very long wair.

Love s abour action. Ir's abouar creating a meaningful relationship. It's a constant process of
keeping in touch, warking with consumers, understanding them, spending time with them.
And this is what insightful marketers, empathetic designers, and smart people an the checkout

and production line do every day.

MNow we wene m.l.rfy Lo Create our prim‘ip]ﬂs.
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SE PASSIONALE

Consumers can smell a fake a mile off. IF you're not in Love with your own business, they

wion't be either.

INVOLVE CUSOMERS

lhey need wo be broughe intoe advising on new product development and working up ideas
forr services, Invalve them n -.'\';'1'!.'ThmE:. but there s no point in just r;‘!f{ﬂill.]_t back whar thi
have .|]rL‘.I¢.|.:|| told wvonn, Make vour own commitment to L|1.1!3].LL'. Be crearive.

CELEBRAIE LOYALLY

“Will vou sl love me tomorrow?” Lovalty demands consistency. Change is fine, but both
partners must be full participants

-IND. [ELL. & REIELL GREA] SIURIES

Lovemarks are infused wath powertu

and evocarive stories. At their best these grow into
mythical tales. They recall the grear adventures of the business. its products and their legendary
consumers. Storveelling pives luster by opening up new meanings, connections, and feelings.

ACCEP | RESPONSIBILILY]

Lovemarks are, by definition, top of their class for the people who love them. The passion for
a Lovemark can be intense. At the far end of the scale people will lay down their lives lor a
Lovemark. In fact. nations may well be some of the most powerful Lovemarks of them all.

Peammiul CMseiion
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we lknew or had heard of.

We asked ourselves:

How do families build up their vast reservoirs

of Love? What Love inspires people to become
extraordinary? When times are tough what kind
of Love do people call on to see them through?
What builds Loyalty that goes Beyond Reason®?

Lovemarks could not be constrained by the would defined by brands and
marketing, Sure this world was imporanr, bur Lovemarks had to be open
o more. Open to the local and o the global. To connec with people as
well as services. Places as well as products. The objects people make them-
selves as well as whar they buy.

Constantly testing our ideas against evervihing that people love, we agreed
that Mystery, Sensuality, and Intimacy are made up of the following elements:
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Intimacy ESEREVEUN

(Great stories

Past, present, and future
Taps into dreams

Myths and icons
Inspiration

Commitment
Empathy
Passion



This was what we needed w generate
ideas and insighn. We were derermined
that Lovemarks were going 1o be more than
an idea that could transform brands and
marketing. They had to be a new point of
view, A way 10 change how companies see
themselves and how they feel about con-
sumers. And, as importantly, ro change
how consumers Feel abour business,

Lovemarks would become
nothing less than the future
beyond brands.

We creared a rest. We decided a brand
might be a Lovemark if it marched up to
these statetients:

* Lovemarks connect companies,
their people and their brands

* lovemarks inspire Lovalty
H-:t}umf Heason

*  Lovemarks are owned by the

people who love them

This was exciting. If Lovernarks could seep
up to this level, they would become the
ultimate premium-proft generators, Darwin
would have got it right off. Fish o lizard,
Monkey 1o man. Brand to Lovemark. An
evolutionary stairway o heaven.

We also began to play with suggestions as
to what brands mighe already fit into our
Lovemark framework. After all, this was
an idea that had emerged from what a select
band of stellar performers were already
doing brilliantly.

T lovemarka

“If something gets to be a billion-
dollar brand, there’s more going on
than just a rational attachment. My
feeling is that all the billion-dollar
brands occupy a very special place in
the heart among some consumers.
Thar would make them Lovemarks.”

Tim Femgrds Uil | Masmmg CHhem hrgzer & Canihils

A few jumped our. Not just major global
brands, bur brands with a strong emotional
comnection with consumers. Brands with a
passionate group of people who loved them.
Brands mspiring Lovalty Beyond Reason.

Harlev-Davidson was one. We had all heard
about how they had risen from the dead.
creaning devored customers and delivering
outstanding financial performance. Excited,
we ran through our Lovemarks characrerstics.
Harley's score was off the chars—Mystery,
Sensuality, and Intimacy w burn.

The iPod? Fantastic, Coca-Caola? Another
hie. Virgin Addantic? Juse ask Ben, my
eldest son!

We then got a list of top global brands and
thoughr abour which ones seemed 1o us 10
be Lovernarks. Wi asked people around
Saarchi & Saarchi what they thought, and
instantly we found ourselves canght up in
intense conversations,

From these discussions we gathered rogether
the most popular suggestions 1o see how
Lovernarks stacked up as a practical idea.



Even now, looking back, most of th
brands we included on thar carly lise sill
look precty good. In terms of our key
clements—Mystery, Sensuality, and Intimagy—
our top 25 gave us a lor ro think about.
Some made it in all three areas, some didn'.

Amazon, Apple, The Body Shop, CNN,
Coca-Clola, Disney, Diyson, ¢Bay, {]mgje.
Harley-Davidson, [raly, LEGO), Levi’s,
MeDonalds, Manchester Unived, Nelsan
Mandela, Nike, Nintendo, Nokia, Pampers,
Red Cross, Swarch, Toyota, Vespa, Virgin.

One thing thar our Lovemark liste did
confirm: Lovemarks are personal. And chey
can he anything-a person, a country, a car,
an organization. Lovemarks are the charis-
matic brands that people love and fiercely
protect, For keeps. You know them instantly.

“Careat brands have always been
Lovemarks. What Lovemarks have
done is give a structure in which
to think about that, But | think as
long as there have been brands
with emotional attachments and
connections and lovalty, there have
been Lovemarks.

“One way to think about what a
Lovemark might be is to consider
how a consumer would feel if you
took the brand away. What would
the person’s reaction be? In our own
business | know if you take away the

Pampers that worked exceptionally
well for her child, the mother will
have a very strong reaction! If you
take away a CoverGirl lip shade thar
looks just great with her coloring
Irom a teenager, she will be angry.
If you take awav Tide with bleach,
il you take away Ariel from loyal
users, they will be angry. So these
are measures of an emotional connec-
tion and an attachment to the brand
that goes beyond reason.”

Tiiry Seecapiol, CRooa? Muazing, ey, Poamrer & Comili]

The next sk was w look carefully ar

Mystery,
Sensuality,
& Intimacy,

and d:mzlnp or ideas,

We were in for a few surprises.

Besariful Omesdon ™



Five things
to do tomorrow







“I'll never understand you
as long as | livel”

OF everything people say in g long=term loving relationship,
that’s the killer. The one thar sums iv up.

Great relattonships thrive on learning, anticipation, and SLTPIrise.
"'x"h-.'ﬂ vl know L'\'i:rﬁ'l!]:ih&: there is o J-'.:lr_ﬁ'-', rhere is liu[hin}_t
left to discover, No mare wonder, no more opportunities.

No more relationships.

-----

.....
......




']ﬁ""'ﬁ‘”"”{‘: a sermon on the Criation,
d WERISteT 1S a'm:;‘r.l':'.i.*-r.l" ta hear an
;‘a’r.l'rrrh' Ilrm:inff.r'ru“':' h'ﬁ J'er ;f:,,r: .--ll'lh'
||I'“ i'r.f';‘é'r'rf that r,l'rf h"rJ'r]‘l'.nlII J'r'.'n.n"l'.n"l on .rfn'
back of a turtle. Trying to et her
dawen lightly, he asked what she
thought held the turtle up. Rather
pn;,.:fc'ﬁ". she :':'j.':-f:':'rf ‘Anather turtle,
af course.” The minister pushed
harder. "Oleay then, so what bolds
that taertle .-.r;s:‘" Nuother turele,”
she saied. "And don't ger your fjupf'_-i
Hf), YOUNE P, Its turtles, all the

iy ﬂr{iH'H.

When we were working through the
essentials of a Lovemark, Mystery was
always at the top of the list. This may
wem counterintuitive. Business people
aften feel thar the more numbers they
can throw at a brand, the more credibiliry
sticks. This may ger them to wyg along
with the march of scientific progress, bu
always at the expense of Mystery.

Fortunately, Mystery is a paradox. The
mnre :I.'il“ Klrl}'l .f“'.l:‘-'. Ti'“. mare "‘rl". \tl.'rii.,"\
Yo find. Ask neun L!ugun. fnxmrr]ngiﬁr\,
hiologises, and all the ocher "-ises.” They
will all tell you the same process goes on
to infimity=jusi like the turdes.

As u child, T found highly detailed explanations
numbing. And all of us at one time or
another have felt the sobering pseudo-realiry
of numbers dump on whar seemed 1o be an
exciting idea,

Remember the disappointment when vou
finally persuaded a friend 1o show vou how
A magic i ick was done? One minute v
believed you had seen the impossible, The
next, vou were irritated to fnd out how
casily you had been fooled. What a bum
trade. Magic for wickery.

AN Have gos Dl Le Dheearmn B3



No wonder they find it tough to communicate with anyone, including their own people. They
pump out specifications, details, and diagrams. Define this benefir, delincare thar varger. Write
plans and strategies backed up with statistics. Gives me a headache just thinking about it. And
it's not going o work. [t s not going o work i the airline business, the food business, the
cleaning business, or any other business, How can it? Every major industry player now has
cxactly the same data, the same rescarch suppliers, the same techniques, the same proceses,
and, in many cases, the same people, who've just changed companies but staved in the industry.
As Pete Seeger wrote in his song: " There’s a green one and a pink one and a blue one and a
yellow one, and they're all made our of ticky-tacky and they all look just the same.”

The grear thing about Mystery is that it is beyond rationality, bevond caleulation.

But Mystery is under pressure everywhere. From the burcaucrats, the incrementalises, the
traditionalists, the we've-never-had-it-so-good brigade, the don't-rock-the-boat crew, and of
course, the cule of the Village Green Preservarion Sociery! And it is eroding before our eves.
Taking acrion on Mystery sounds paradoxical, bur thar is exactly whar we must do. Creating
Mystery is an art.

#4 lovemarks
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It you believe in Mystery, clap your hands.

Perer Pan gou it righe. When Tinkerbell was clocking out because no one believed in her any-
more, he asked the children of the warld to revive her by clapping. Loudly. Ir worked. That is
whar Mystery needs, a surge of faith in s power.

The power of Mystery, You know it when yvou feel it. Manlyn Monroe had Mystery,
Still does. Russell Crowe has gor ir—as 4 dangerous skinhead in Romper Stomper 1o
Maximus to a reclusive mathemancal genius,

The cloak of '\1:.'!.T1'|".' forces us o hnd our own rn;'.:ning_\, our own sense of
what is important in our lives. And it often does it through a revelation,
a thunderbole. Whar the French call 4 conp de foudre. Everything
chanpes. This is whar made The Lovd of the Rings, Chanel No. 5,

and Red Bull into Lovemarks for thetr devorees,

Mystery opens up emotion. Mystery
adds to the complexity of relation-
ships and experiences. It lies in
the stories, metaphors, and
iconic characters that give
a relationship its texture.
Mystery is a key part

of creating Loyalty

Beyond Reason.
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A visionary at Visionaire

Cecilia Dean understands the elusive charm of Mystery. With her partners Stephen Gan and
James Kaliardos, she co-founded in 1991 the extraordinary publication Vidawaire, Isuing out
af New York three or four times a year, Vissonarre is 2 testament to the power of Mysiery.

It has an exclusive repuration. Complere editorial integriny. A hip address in SoHo. World
bearing image-makers. An unlikely marriage ot fashion and contemporary arr. All inspired by
a new theme for cach issue: fliphooks, Louis Viiton sacchels, injection-molded plastic cases,
vintage novels. Each issue reinvents the concepr of Visionaire and plays with the infinite
passibilities of form and content.

| see copies of Visionaire on the tables of Saarchi & Saawchs creatives throughout the world,

Why? Because it gives them a ht.ui:r mix of sophistication an Mystery, inspiring ideas wrapped
into a surprising and sensual object,

Eowamaria
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Mystery's high five

Careat stories; combining the past, present, and future; tapping into dreams; grear myths
and icons; and instilling inspiration.

1. Tell your stories

Sraries feed Lovemarks. They are how we explain the word 1o ourselves and give value o the
things we love. We all know how 2 great story ar the right moment can change our minds or
release that vital “Oh-now-1-get-it.”

The Maori people of New Zealand ralk abour surrounding their great weasures with “interesting
talk.” This, they believe, increases the muna (standing) of the object. | believe this oo, | have
seen intenesting alk” work its magic rime after ime.

Just before Buck Shelford, an inspirational leader and caprain of New Zealand's All Blacks
rughy team, lied his plavers onm thie field to deferd the narion’s pride, his final words drew on
his own Miori heritage. K%a Kaha. Be Strong. For every All Black. no oppasition is as
intimidating as their own legacy.

The world of information is a tough place to stimulate any change of emotion or action.
Lovermnarks use staries to show why information marters,

Thar word “content” depresses me. No point of view. No energy. A generic label for generic
stuff. Shovel-ware, It's for sworn-in members of the commaodibcanon maha.

Stories have huge value in business because they look in the right direction. At people. You
cannot tell a story without characters and emorion and sensory detail. Even the dumbest
road-crossing-chicken jokes have i, And they caprure us faster than the most elaborately
procluced annual report.

C T A e Chbhm o e il e ——— A T proem b tha peiism 0 ool scrdly b dore”
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A picture may be worth a thousand words, but terrific stories
are right up there with them.

So it is no surprise that 30-sccond television commercials can creare powerful emational
connections like nothing else, They are the most compelling selling ool ever invented.

People who say thar television ads are a thing of the past just don't get ir. First. they thought
thar 500 channels would kill off TV ads. But no, media buyers just picked the channels people
watched. Same story with TiVo and any other filtering devices anyone wants w put up.

What people hate are boring 30-second commercials. Great 30-second commercials, they love.
That's why there are whole TV shows that play nothing bur commercials. And why do people
love them? Because they tell stories, And people love being told a story.

Annette Simmaons is an expert in storytelling, She touches the central point precisely: “When
you tell a story that ouches me, you give me the gift of human attention-the kind that connects
me 1o you, that touches my hears and makes me fieel more alive.”

Advertising is part of pop culture, like music, TV, movies, celebrity gossip. The stuff of the
context of our lives, We talk abour grear ads in bars, on buses, ar work, with our families,
around the watercooler, We rarely debare statistics there,

A great story can never be told too often,

Just look at the ones that endure to become myths and legends. Why? Because there is always
someone new ready o listen for the first time.

Lexus has always valued stories. They may not use them in advertising, but they permeate the
Lexus culture, and especially the dealerships. And often it is the dealers who tumn out to be the
heroes ufgr::u SLOTICS,

My favonite Lexus story? Imagine you're in your Lexus doving to the hospital with your
pregnant wife. You know you are not going to make it and just then your local Lexus dealer-
ship comes into view. Thar is exactly what happened o Mark and his wife. They pulled in
and with the help of the Lexus people delivered the baby. But the support didn't stop there.
They loaned him another car, deaned up his, and generally pliyed proud relatives, What
could Mark and his wife do in return? They named their danghrer Labella Alexus.

ALl T Have o Do Is Divcam B9
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The James Bond franchise, launched in 1962 with £ No. has also gor a lor to rell us abour
long-term success in the multi-billion dollar entertainment industry. The question has got to
be: Why is this Englishman who is constantly pitted against global crime crars still with us?
Many others have tried o topple him, but even the Terminator was no match lor the spifly
British spy.

The reason is simple. The ]egcndnr}' Movie

“
magnate Samuel Goldwyn nailed ir: %

James Bond movies tell a simple story, rell it w .
uéﬂ' O

well, and el it every time. Lovemarks m
adapt to new generations of consumers . M
while being very clear about their story. %ﬂ %

« B : l‘ v %
Then there is the Spanish company, F" mﬂ%
Camper. They start with the swory of
Majorca, the wsland in Spain where
Camper was born in 1976, but they also reach
buckwards o absorb the craft and skill of generations of shoemakers
long before Camper itself was established. By artaching themselves in this way to tradivion. the
company very consciously creared an overall Camper style and philosophy of life, and a story
of origin and eradirion.

Paradoxically, this solid foundacion in the past has pushed them forward o make some of
the hippest shoes around. Shoes where some stvles have a different-sized right foor and lek
foor. Shoes thar may have messages and poems inscribed ineo cheir soles. Shoes with spories
on the labels,

Lovemarks know how to mine and treasure their staries. They know that stonies are told by
people. by individuals. You can't work them up on a whiteboard in a meeting room and sill

Rt them o connecr,

Where do the real stories come from? From people. From the people who love what you do,
and from the people who may nor love you bur care enough 1o respond.

Gireat brands have always been surrounded by grear stories. Tirands aspiring to be Lovemarks
must develop intuitive listening skills and ways 1o harvest stories of their consumer experiences.

favemaria



2. Use your past, present, and future

Lovemarks are like the best families—they combine learning from the past with the dynamics
'u'l =|.'|L l'!L"‘\-L'"[ I ercarne :|_'|T|'.'.|.1 Funares, |'1|ILI'§.I|H"|'F|L'I.!E_'||'||'.]‘ |'||'|'|"| |hl' :I".l\[. |'|‘='~.""Ln|- n.I”I.l |“”-IT'\-' iarec
entwined was one of the guiding principles of Walr Disney as he buile the Disney Corporation

out of 2 short carmoon about a monse,

for all thee comve 1o this -'rJ-.r_.“,-'fT
I.I"-"I.h i 1-"1 |'I|H-'|'.r' .Irc‘."-.rn I'."I.'n'hu'r"I 1
yanr band, Her e relives I.'r-*.l.-.'-*r’l
memories of the past, and here
_ir-:a.f.-" ity salgian rl r*".-,ra,."fr-a.-_g.-:

T .
Al LS or 1l JHEkre

Disueyland is dedicated o the
-'r-'rr-.'J'r- -'-"'-'u dreams, and J'-"fr'
hard facts that have created
Yepirica i .'."rrl .""rrﬂ.' |f.-'l-l,.'. i
will be a soewree af ey aned

FHSREErireng 1o e i -"'l'lr-'|I

l'*-I":I.i-l.LIII b sl L'\.l.'l.':il.'l'lLi. 'illl1'IL".'|'Iii1ll: WKL i‘L'l..l I'|'|iF|||: !'lt 1] 1 ||'.|.._'|":]_|||-.. |._E'I-:._'-,L LRl |.|l.!n'n1| i1 .lLi\.[ll"l-'-ll..Ll;:,'lLH

ifie passt as it heads o the Rimare. No connections—=no Lovernark

I'm not talking about cheap nostalgia, but the unshakeable
conviction that the past shapes the present.

\\'.llniiiﬂi‘, |1I:‘\-1II|.'.'1:-I.'\ 1-|?|.'|.| Fhgir |1I.-I;l.'ll_'-.' i'1;"-\.1L w0 |I'|I.|:|._i'| IIf'I\"r'.I'I'Ill_'Ll L1 TR [I'l.-;l\.i," me \.11_' I":'. h_|_'| A Wilale

Al T Hay
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Why do great gencrals study bactles from
earlier times? Nor o work our troop
deployment. thar's tor sure. They are
looking for evidence of how people react
to extreme situarions, How they react
emononally, And how they can use

these Insiglics

It is said thar there ane 364 days 1o practice
and one St Parmcks Day. This s othe Irish
sprimin thar bas mspired Guinmess o become
4 world-famous Lovemark. Fueled by the
renalssance of Irish culture since the 1980s,
the Guinness brand has wasted no rime in
staking its claim to the Irish past, present,
and future everrwhere, | el ..'1.1|i.:. in lim
'-'i'."'-.|.'p|'||~n'_.' and Stan (Y Keghe's [T:||1.
Warners, m Carhedral Square in
Chnstchurch, New Lealand

The Guinness Sworeholse visitor center in
Dublin I;:'.!I'I'.':I'—i.ln!l'l'n_ni the old St James” Gan
Beowery into the “Home, o, and Soul
of Catmness Beer” Ser 1o become a magor
tourist atcraction, the Storehouse deeply
connects the Guinness brand wich Insh

narional hiszory,

ink to the 3,000 or st

)ubs around the

GUINNESS

—— DRAUGHT

The genius of the Guinness brand is thar i

docsn't only conneer with people in places

to which the Insh have ermigrated. Guimness
beer was first .'1['--::'1;'45 i Abrica n 1827,
and from this foundaoon an exstraordinan
rradition has grown up, The Guinness brand
in Alrica speaks ol the huture as well as the

]".l.‘||; f'ln |'.h_|- ol 'ii‘:l. |II‘||' I1-.||.-|..'L5I

SO companics make the most of chen
heritme and still can drasw 1e brilliantdy meo

'||I|.' l,'iFL'\l."I'Ir. j_|'-_._|_' llll' { ;L'I'I‘.‘..Ill .I'.:lll.".ILlI!1!.L



Audi. The classic logo embodies the facr thar
its past, present, and future are inextricably
entwined. The four silver rings represent the
four companies (Wanderct, DKW, Horch,
and Audi} that came together in 1932 w
form the Auto Union that became Audi.
How then could they resist becoming the
olficial car of the Lard of the Kings trilogy?

Lovemarks know that their emotional legacy
can inspire passion for current projects and
inspire Loyalty Bevond Reason. Look at
Cheerios, a great American Lovemark. Over

the years, our dlient General Mills has under-

stond that, 10 millions of American families,
Cheerios is more than just a breakfast cereal.
For instance, it can be a rasger. Some lirde
boys are taught o aim with the help of a
Cheetio ring in the bottom of the potry!

The creation of o Lovemark is cumulative,
If vou don't understund what you mean w
the grandparents, its rough 1o understand
what the next gencration needs. This is why
a Lovemark never freezes in place. If you
can't responid, there is no way you can be

o Lovemark.

If you want to see the past,
present, and future working

brilliantly together, look to sport.

When I wis working on the book Pk
Performance with my colleagues Clive Gilson,
Mike Pratr, and Ed Weymes from Whikato
Management Schoaol, we found that successtul
teams always lionize their past. The New
Zealand All Blacks are my own Bavorite team,

my personal Lovemark. They are one of
the most successtul reams in the history of
sport, The All Blacks have a saying that
sums i up: “Preserving vour body never
enters your mind. Preserving vour history
never leaves ie.”

3. Tap into dreams

[reams create action and action inspires
dreams. Now that's whar | call a virtuous
cycle! Irall comes down to this, IF we know
what consumers dream, it can only be
becanse we are trusted and loved.

Brands wasted years fixating
on information, boring
people ngid with stuff they
didn't want to know.

Lovemarks know that the people who love
them are passionate, emotional, and often
irrational human beings. Whar they are not
are statistics or buller poini in the findings
of some nerdy focus group.

[ts all about listening. Not just keeping
vour mouth closed berween cach of your
brilliant seateenents, bue really listening.

Tapping into dreams is 3 powertul way of
showing people that we understand their
desires and can rransform them mro delight.
The relationship between brands and con-
sumers has been irrevocibly changed. The
change is 4 big one. And so are the rewards.

All'l Have o Do Ly Dipearm 93
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Maurice Levy, Chairman of Publicis Groupe, sums it up:

“The idea of moving from a brand w a Lovemark means, for me, changing the
relationship between the consumer and the brand. This change is from a rational
decision to buy a brand to an irrational, passionate decision o be loyal to thar
brand. And you will find that, as the brand becomes a Lovemark, it will be for-
given tor its mistakes. Lack of innovation, perhaps not always the best timing or
the best price. In a Lovemark the bond berween the brand and the consumer is
very strong. It has moved from a rational ‘I'm buying this because it has me
getting this or that' o ‘I'm buying this becaunse | really love it." It is adding to
.-mnn:l.hihg_ that we call in France les gratifications p.:_wh"mfﬂgr'ffmm [ts giving you
something that we call les suppléments d'dme—supplementing the soul. Now you
can build loyalty with the consumer, which goes far beyond what you can get by

ilcillg H I.'Fr.il.lld.. ar i I'I'Ilﬂgi!.-l'”'dl'ld. ".' i.ﬁ il "-h'_"['l "-'i'!'lil_'ll ;b I..'Illlil.‘ili.L L3 ] |.|Iil;,.‘.“

And then there are the dreams thar inspire businesses. The founding vision of Microsoft was
= | !:ri.':.]l.' 0nnc;

A computer on every desk and in every home

O course, around the kare 1990s, their dream had been prory well realized. so they began
looking around lor something fresh and new, The proles replaced the visionary, They deaded on:

';‘_."r||!',‘='~'-.-'-.’r-‘! people through great software-any
time, any |_1i,|:'.-.~_ and oan iny cevice
Cree, that's carchy! Back 1o the drawing hourd, guys.
But how dbou this for an emovonal and

realizalble dreéam?

“I believe this nation should commit
itsell to achieving the goal, before this
decade is out, of landing a man on
the Moon and returning him safely

to the Earth.”

i el - W g i LN Catigrs, Muy 2%, 1]

MNeil Armsorong, Apollo 11, July 20, 1969:
Misgion .Lu,'nl!l['llii!.hl.‘i.l.
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One of the least understood business secrets of our time has © be Uncle Walds;

“If you can dream it, you can do it.

The classic dream-merchants are Harley-Davidson. They revived their fortunes on the brilliant
insight that the middle-aged still want o rock and roll.

They dream that one day they too will “put the map in the
trash and ride.”

No marter that you are riding to the rules of the road an Interstate highways, the Harley
dream is as real as the roar Freedom and the spirit of adventure rule.

Anita Roddick understood the power of dreams. It was her dreams thar powered the passions
of The Body Shop. From one tiny outler in Brighton, England in 1976, The Body Shop has
grown to more than 1,900 stores in almaost 50 counrries.

Anita Roddick’s persanal philosophy starced a business empire fixed on corporate social
responsibility. The Body Shop wps into the dreams of their consumers for a betrer world.
The dream of mysteripus and exotic ingredients—jojoba cil, bergamort, and calendula. And the
Roddick dreams survived even after she stepped down as CEO. As one of The Body Shop ads

so astutely stated:

.ﬂu" 1 Hiiwe tis t'lu Ii J.Jhc'JH! 'f“.l
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4. Nurture your myths and icons

Nothing cuts through everyday clutter berter than myths and icons. Why? Because they
are memorable and memory is the wellspring of the heart. Many grear Lovemarks are also
Eredt 1oons,

The Sydney Opera House

Designed by rhe grear Dane, Jorn Urzon, its swooping sails define
Avserlian confidence and Svdney’s emorional connection with the
ocean. The inspiration came out of dividing a small wooden sphere
like an orange. The criginal model is in the collection of the
Museuwm ol Modern Art (another icon) in New York.

Nike's Swoosh

A big rick for one of the most stunning branding campaigns of the
' — 20th centary. Nikes Swoosh Design trademark was designed by

Carolyn Davidson in respimse o Philip Knighe's bricF chat it suggest

“movement.” Sure moved a lot of sports gear and changed the face

of logo design. Across the Intemet, rogue websites plat the
*Swomshthicarion” of the workd.

In times of crisis and danger the cross and crescem icons of the
Intermational Red Cross and Red Crescent Movement seize arention
and emotion. They are symbols of real sancruary and real aid.
Founded m 1863, the Movement has made ins icong live in the
simplest possible way.

The International Red Cross and Red Crescent
keep the promise they have made to alleviate
human suffering wherever it may be found.
The cross and the crescent give shape to
that inspiring goal.

Kevemarka



- Hello Kitty

Born our of the Lovernarks idea thar "a small gift can bring a big
smile to a child,” the famous Japanese car with no mouth is jusedly
lowved by children—-and teens—across the world.

Nelson Mandela

A man who has become a metaphor tor doing whar's right, and
halding to vour principles.

Starbucks

[he medallion |ngn that E!gmh the smell of fresh cotfee around the
world. How cool of this Searde-based business to name themselves
after a mythic characrer from the classic novel Maoby Diek.

Smiley face

| often use this iconic image, From shore-hand squiggles on the
bottom of notes ro the sunny yellow badge, the smiley fuce is a
simple ray of sunshine.

AT Fave po D T Dieeim 57



Creating iconic characters lor M8&M's was

a great idea. I propelled chem past the
founders Mr. Mars and Mr Murrie o won
heaven. And when the coloms Red and Yellow
appointed themselves Spokescandies lor the
new millerninm, the Love quotiem went

through the ool

M&M's work as icons not only
because of their compelling
graphic character, but also
because of their feisty attitude
and style. Their humor and
rreverence. The candies with
the endearing self-centeredness.

Big kids.

Lovemark relationships are demanding ones.
It’s now :nuu_gh o get it, and then lurget ir.
leons need Love too. Familiarity can casily
breed indifference. Orworse,

a8 lovemarks

Like Lovemarks, icons too
must respond to the hopes,
fears, and needs of new
generations.

The power of many icons comes from
the rouch of the person who creared
them: | have huge admiration for
professional designers, but sometimes
the professional process can blunt
passion, A great icon is direct. lrisa
response toa need rather than a siep in
corporate development.

My pick for a future global Lovemark?
Tovors marvellows car for the 215t
century, the Prius.




5. Build on inspiration

i -|.I-\.|l\.[- n ||i.:|.|.|l7|' or e :
'-l T I I-.I'.- PreLm '_'.lﬂ-i .J..'."ll I

Inspirariom
Inspiration his the POrWET To Transltrm lives

il |.'|'|"IL'.|' T Il

Ei r|;r--|.1;:: LNSSE CTany,

wonderful, upside-down times.

| believe the most important
thing any adult can do for

a child, any leader can do for
his or her people, any prod-
uct can do for its owner, any
event can do for its audience,
is to inspire them.

was, “How do
elite organizations
sustain Peak
Pedformance?™ We
might also have
asked, "And why
arc these organizations
so often Lovemarks?"

D vou want to see Love in
action? Go o a local game and
watch the faces of the fans when

the home team scores, Just think abour it
what are the most watched elevision

¥ # orlabp?
programs sround the globe:

What an incredible expienience tw huve secuined
n for Sastchs

H-I.l{'l |

the 2004 Olympic Games campig

& Saarchi .‘uuiuni ! Eu|.|‘- ':--\.||'t|g

' Olymphh:mdaouk
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a Lovemark should have at least one day-long
workshop a year developing insights from this
mighty sporting event.

Olur research into teams that people are
passionate about—the Australian cricket team,
FC Bayern Munich, the New York Yankees—

revealed the same inspirational spiric chat

typifies great Lavemarks.

As we wrote in Peak Performance; “They
experience passion, elaton, and hearmche,
|.1”'|J lhl."l-' sooure |"I._."'||||ﬁ .]Illj Il]_lr'l_'H'Ikl_' +.rI:I|'||
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"-r' : d %0 ¢ t-shaped marvel Jidut
3&: ' it would still be Enh-.ﬂmu thing 1o own. It's a design

wf Mh lﬂwwﬂmn.'»urpcup]r: who thought good-

: wly for the 0 demand more of design for the stuff
e wm‘*

I recendy mmhdﬂnﬂwﬁnkmhnhndmwnuhnhgcptbﬁng

ﬁ:ﬂﬁdhmng

mlwamrmm students o make things,

: 1 a whim, ey MM¥memgm
 sho dmeitvmuldbcamymryud:uymthe

ooking backwards, they would sce a pattern that would

sense. Th "'yﬁtlﬂﬂhtufmyma}r involved in art.

'makes artwork grea unlwmhe;wmthcdamﬁwhnmﬂy
: dmmﬂ! 'tndmmdumltsdwmmchlmrpnm
" rmdrmmtﬁmnwhuynummng,

“Ower the years, | have learned to put myself in a position where accidents

mhppmmdwh:mlcmmkeadmug:nhmnﬂ es. This is
a strange ss of discovery. | know that my initial idea is merely a
point of never the end.

“‘Becoming Great’ ended up as an image of thought, That's the
nmmmmmmuuﬁumhmmmmi@ min
you. Then at other points things that flow, one drifting into another.

When [ frst it, I never t of it as kind of like a graphic
image of Thwumhuppmcd.ﬂnu:tmlwdthﬂuwmaﬂ
these di Things that came out of the unknown. Mysteries.”

|5can Lansleni, attiat]






Five things
to do tomorrow







My interest in Sensuality sprang our of a frustranon
with Tide. When 1 was with Procter & Gamble, |
way convinced thar it had a magnificent visual

identity, the vellow-and-orange bull's-eye. But
hack then we anly swold Tide on performance,
The Tide bull's-eye was firmly in the background.
And then | saw Neil Young in a recording studio
wearing a sleeveless T=shirt with the Tide logo,
and it just screamed possibilities.

| thought, “Hey that's not right.
The Coca-Cola logo is every-
where, and Tide's is nowhere
to be seen.”

Didn't make sense. Coca-Cola slakes thirst. Tide
cleans dirt. And there’s dirt everywhere there is
thirst. Tide should be at the point of dirt. That

mcans I."I.'I.':I"l"'n\"i'l'.1 .

S0 we starred investigaring the senses, and found
every one of them o be provocative, immediace,
and full of praise. Thit was the sort of closeness |
was alter. Marie McNeely and her team then wok

l'de 10 the surces—and w record marker shares,

In my apartment. the laundry is nest to the bath-
room, The day | moved in we did some cleamng,
Tide, Downy. Bounce. Wow! When 1 walked into
my bathroom, it smelled so fresh and so clean.
Uplifring.

10 lovemarks




When it comes to the senses, there is one day | will never forger. My first visit to the Middle
East in 1972, Beirue. The dazeling light and ineredible textures, the chaos of erafhic and people,
the brilliant colors and the dark, ripe smells of a streer market culmure, You could rasee the air.

Afer a couple of days there | was exhausted by the sirange richness of it all. As someone wha
championed change, 1 still found mysell overwhelmed. Like so many before me, | was
experiencing culture shock. The cure? Take time out. Let your senses recover, Calm down,
Assimilare. And then ger back inro it! Laver, when 1 found pur thar, in English, the word for
the “senses” comes from the Latin sotine, “to feel,” ic made perfect sense!

The senses are the fast track to human emotions.

Dicect, provocative, immediate. Tough to fool. Even tougher to override. The senses speak
to the mind in the language of emotions, not words, Emotions alerr us to how imporant the
findings of our senses are, not anly 1o our well-being, bur indeed 10 our very survival,

All of our knowledge comes 1o us through the senses, bur they are far more than sophisticared
gatherers of information. The senses incerprec and prioritize. When we fecl emorionally
connected. we say, “That makes sense,”

Lovemarks are created by emortional connections with consumers in ways that go bevond
rational arguments and benefics, We need w leamn the lainguage of the senses o make this
happen. Bur this s wougher than simply doing more—adding fragrance, rste, wexwre, Pumping
up the volume.

In the sensual world, fascer, brighrer, louder hir the wall real quick. People nuen off and you
lowe them. Lovernarks need Sensuality, bue they need inwith a humian woach.

Why do sensualists get such a bad rap?

We should be combing the world for them.
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The race to embrace
the senses

Chwer the last 20 YERrS, | have waiched science and |4:;h||1||n|ﬁ'
accelerate their mastery of the senses, High-tech instruments
designed 1o measure minue cffecrs. Hundreds of publicarions,
patens, and wademarks,

What s driving this frenzy of activiey? The understanding
of how important the senses are o human decision-

”Lil‘-.illB -|l|.d (] E"-L‘J‘.‘-u:.\i.'l.:ltl. | i]L' 1lli..l.|.:||:1.|.|.|.'r'L1.II1.|.J:|:|1.F 1”"“1'\'\' -I-(jl[‘_l'l‘_
this refationship works. Bur the approaches 1w dare have

j |-“. mestone

been oo narrow, o analynical, oo ranonal, and we
damn merric in my apartment.

Lovemarks are the missing link.

There bave been huge imvestments into sensoal innovation
over the last few decades. The Colonel's seerer reaipe, the
shape ol the Coca-Cola boule, the scent of a thousand
perfumes, home sound-systems to die for, fabrics that mimic
cvery possible natural surface, If you can sense ir, they are

E;L'llill‘u I,.l.HnHl' 2h ] l‘H;"I!Hl_"' .lll'l[q,.' LLR) H'I;liil,' LI

Flve Ecomopst tells us thar the flavor and fragrance
mdosrries have |_:|||]1.:|[ sales ACCOUNTING for more than

a third ol the $35-billion-a-year food ingredients marker
And this is just the start. The promise ol biotechnology
s virmually untapped.

It's a huge market, but sill seriously lacking in two areas,
IJ!II.&E],Ill.lli.I..I!I and |I.|k'..|.\. When | |1|UL Al th.l.i iz ]""PP""”'m:"'-
i !]!L' t]-l"r']l:. i“‘“l-‘J.. .|.|'|Lj r-f-!!J'T.!rlLL irlill]\T'll."- .Ill.'lllll.i.i ‘l'l'\.'
world, | find them trapped in a race down the road o
commodificarion, They are obsessed by all the stuff thas

should be rreared as tablestakes: consistency, ease of
production, ethaency, They push deeply inte ingredients,

shapes, and surfaces, but-always w control their power, not

unleash them.

| £hi3 f.-'--l--r--]r:- ]



I"hese industries new need ro connect with whar people teel and wanr,
not staply with whar can be delivered. The only breakthroughs will
only come with and/and. Tasee ana texvure. Sighr s sound. Taste and

touch. Smell and taste.

For those who cin get past the smell, the rasee s supposed o be our of
this world, Bur who can ger close enough o prove it?

And it 1s where the senses work together that you find thae indefinable
sixth sense we call intuition. Impossibile to measure, it gees discouned
|T|'n‘ L"n‘F} ]‘llhil‘lL'H.\ L'l‘.ll.l.n.‘l].ill[‘l. |L“! Vﬁ'il‘.'” .\1“.|.r tocus ih Ll."l[lt'L[l“_‘ll_" "u'l-i.[h.

CORSEITHOTS, 1NTLICICEN IMALTETS.
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IR Iowemarka

Making sense of the senses

Hiu‘lll. |:|L'.I|:i:1|-:-_. smell, touch, mste, We're all F_iﬁv:i with a wide
array of senses, Conventionally, we have u,uﬁ_’,ururﬂ them into

the Big Five,

Bur don’ forger our other viral senses, conseantly monitoring
our bady: Are we warm or cold? Upright...or no? Gettng
enough oxygen? Putting one foot in front of the other? Are
we walking?

I'he human senses are extmordinanily refined. Apparently
we notice if synchronization ol the senses is off by more
than 50 microscconds!

It seems sirange thar as owr lives and experiences have become
more complex, we have tended o downplay our senses rather
than pay more artention to their guidance. Yer it is soill our
scnses thar kick us into acoon. The smell of smoke purs us on
full alerr. Fighr or Hight? And the senses can also calm and
soothe us. Suoking the smoath skin of a baly. Breathing in a
salt-flavored breeze.

lhe mange of our senses s extraordinary. Thank cvolution
once again. |he world constantly changes. Who won the
evalution game? Hands up. Answers the ones whao responded
fastest to the widest range of stimulation and information.
And they won hands down.

The senses alert us, enflame us, warn

f

i1s as well as fill our hearts with |OY.

They have protected and enriched us
throughout our evolutionar y story

Without Sensuality our existence would become unbearably
bland and ultimuely, impossible.



Crayola, it rurns out, are sensualists after my
own heart, Their passion is to combine color,
smell, and the feel of the crryons on the page
into in‘nnﬁ:rgemhk sensual experience.
Mmmhsbuumpmthat the
Smithsonian vlmd:_:mwn j-trw-lahmgtnn . C.
told thmr nﬂ-}r ’

The mﬂJnanynh mynns ta!u-.l many nf
us on 2 nonstop trip haél to childhood. Who
(apart from Yale University researchers):
knum:!mrlmnnﬁid{m}-nnsmku
fumber 18 among the 20 most récogniza
smells in the United States-with coffee an
peanut butter coming in at Arst and mﬁtﬁ?‘
Over the Tast 100 years, moreshan 600 © 7
shades of Crayola crayons hayve been praduced.

Time for focus. In June 1990, mnpimurEuf T

Crayola, Binney & Smith, dﬁr.:d-nd o petind
some of the older colors and replace the
with brighter, sh-rpcl;nnq, This wasa ~
sensible, rational dmnpn m}mn&tlg o the
changing environment our kids live in. TV
shows, clathing, m—ubmn: color ﬂ'mnmns
every one.

“MNot so I‘ut." said a band D[;c{l_;‘l!lﬂ Fans,
Calling themiselves RUMPS (the Raw Umber
and Maize Preservation Son’rtljt after two
trashed tints), they plch;'.mﬂ Crayela HQ.
RUMPS was joined by another angry group:
CRAYON (Committee to Re-establish All
Your Old Norms).

Knowing Lovalty Bevond Reason when they
saw it, Crayola quickly backed down and
re-released the old colors in a special
commemorative collection!

And Crayola has sometimes bowed wa
low to the spirit of the rime. Like when
they replaced the memorable “Flesh”

- with the bland "Peach.” Or when they

decided 1o rename Indian Red, and went
to consumers for sugpgestions. Grear idea,
but sadly they chase “Chestour” ahead
ol the two top runners-up, the intriguing
- “Baseball Mite Brown” and the fantastic
“The Crmn Formerly Known As

: lm:lhnﬂ.bd

.In II](H Crayola wuj:;l:it on the retirement

< trail, ﬂsltﬁlgﬂ'lt public to “sav¢ ashade.”

’ Ew"h'cl'c on-the block, one lbﬁ[:lr. saved.
. Inspirational Consumer Jodi on

“Fhe five colors up for ousting are Burnt

CSienna; Blizeard Blue, Mulberry, Teal Blue,

and Magic Mint. Yes, Magic Mint-what in

-the hell color is Magic MineZ And really,

blizzands aren't blue, so thar should aumo-
matically disqualify Blizzard Blue from
staying. What will happen to seénes of
autumn days if Burnt Sieana is ousted?
Whar abourt horses? Brown-haired people?
Bridges, log cabins, amber waves of grain?
None of these will be possible without
Burnt Sienna, Raw Umber will not do.
Brown is too basi raweet doesn’t cut
it. We need Burmt my friends,

Log on to Crayola.co
Burnt Sienna.

Thank you, Jodi.
{feel Free to pass this on)”



The senses of the world

Our senses remind us who we are-whar feels sabe and familiar. The textire of both hominy
grits and Molokhiyya, the Arab soup, are an offense to many paleres. The Japanese find the
extravagant arm gestures of Europeans alarming. Spices that leave serious burms on some lips
bring only & mild swear to a Mumbai curry aficionado, A quick search of Google shows you
that the Inuit apparently have distinee words for many different types of snow that would all
look the same to me.

110 lovemarks



Richard Branson has got o be one of the gt sensualists of our dme.

'he only hig place | buy music from is Virgin, (The best “small” place is Hear, in
Seattle—try i) With their in-store headser starions. Virgin was the brst o ler me listen

to the music | wanted o hear, nor the music some punk happened to be plaving

‘l.'ijl_',ju Atlantic is a l:iulnpll of thie senses, From the music room in the i.'l'lp-ut-(.?].l.h lulut!.',l_' LR
the totally ool reclining seats in the cabin, | have seen grown adules spend 20 minutes playing
around with the seats, raising and lowering the plush red recliners, And then there are the

massages, the facials, the bar,

And as for in-flight shopping. Virgin goes past the spirits, cigs, and perfume formula with
a very savvy collection of stuff. And how do they group them? Right, by the senses

Sight is a wonder, Our eves absorh an incredible amount of information, and they do i fase.
Little wonder thut processimg all this inkarmation rakes up something like twe-thirds of our

cerehr dl COTTEX.

The fact is thar humans think in imaees, not words, Try saving “TIGER™ w a Friend and
b B et

ask her what she saw in her mind's eve. It won't be the letters

T-1-G-E-R, | can tell vou that,

Mo, she will have seen an image ot

srange and black stripes. Thar is why all
MEnNWrY G rscs 115 :Il'l.!i.',r.'\
and visual stories w help
people remember stufl
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Putumayo World Music also has a distincrive
visual stvle. The bold graphics on all of their
C1) covers are creared by Nicola | lemndl. In

her wark, the traditional and the contemporary
meer. just as they do in Putumave’s music

Dan Storper explains:

“I bought a greeting card that Nicola
had designed when I was in England
12 years ago. By coincidence, a friend
ol hers, Susan Brynner, was the
+.|i'~i11.n director for our retail stores,
and she noticed the card on my
bulletin board. She mentioned that
Nicola was coming over from London
and asked if I'd like to meet her. I was
very interested, particularly because
I'd already decided o start a CD
series and thought her style would
work well. Nicola agreed to create

the first covers, and we've developed
a long-term exclusive agreement for
commercial products since then, We
are currently pl.muing a series of

irrmfuua uliliring her artwork,

including culturally-themed note cards,

travel journals, calendars, and books.”
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ahomry: st ESER IS Ty UNivergg o,

In 2002, a couple of astronomers from Johns Hopkins University announced a massive turn
around. The universe, they announced, was not pale urquoise, as they had previously seaved
I'he universe was beige. Karl Glazebrook and Ivan Baldry had been trippad up by a bug in
their sofrware, and Karl confessed all Ihis is f.'ll'llt-ui.n\lni;; but this is science. We are not liks
politicians, IF we make mistakes we admit them. That’s how science works.”

They may be scientists, but these guys know the power of a good name. They hgured “beige”

WIS Nt E:l W (1] ||.'.'| 11 .'.IIL|. [T I]i.'i:I n |!'Il.|| -.I|||L'..I:'_'|-.Il| 5
I'he top ten suggestions from other Johns Hopkins astronomers were

Cappuccino Cosmico, Cosmic Cream, Astronomer Green,
Astronomical Almond, Skyvory, Univeige, Cosmic Latte, Big-Bang
Buff/Blush/Beige, Cosmic Khaki, Primordial Clam Chowder.

Paint it black

In MNew Ffealn '||i_ '-'-l-;=l. mv home 5, the color hIJ{.I\ has _::l' OFT TEIZIOUS CONMOTEIIINS
Here, black is the color of passion. The color of commitment. And the color of victory

INEW £50 ...:..|-.L- I.iIL‘ciJ hLlJ..L

wear black boots, socks pants

And the spirit is infectious. Other Mew Zealand weams include the Tall Blacks (basketh
the Black € aps (cricker).

hind it. From the British Union
hern Cross o a black ||.|i-




Ground control

Color ix a hillion-dollar business, and Panrone is our front
controlling it. | get to see a lot of designers, and they all share one tool.
The Pantone color range. Although Pantone has now moved over o an-line
eolor marching, the unmismkable 1‘!1.1”'&}' swatches are sull wo be found in shelves, an
desks, and nexr ro sereens all over the world,

Pantone writes the new language of color. Thousands of colors, sorted, graded. and named.
Ihousands of colors matched around the globe.

| understand consistency and clarity is crucial for manufacturers, bur the level of control
bothers me, I guess as the range gets more and more minutely ditferentiated, it becomes
unwieldy and we are kind of back w where we stareed.

Pantone, like the folks ar the Uniced Stares-based Color Markenng Group, are also into the
color |'1rL1'|'iLri|1rl husiness.

When | addressed a Color Marketing Group conference, | learned that one of the purposes of
the Conference was o predict the future hot colors,

The extended concepr-to-design-to-manufactunng cycle tor many manufacrurers demands thar
color choices may have to be made up w three vears ahead of marketing.

Who wants to be the sucker who launches the orange car in
a world where blue stripes rule?

Whar 1 liked abourt their process was its weight on gur fecling and intuition. Much of the hard
wark was done by groups of people gerting rogether and sharing experiences.
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Sounds good to me

Maybe it all started with Champagne, bur there §s something abour drinks and sound thar
makes your mouth water. A water fountain splashing, the coffeemaker bubbling,

Fabio Fernandes and his FiNarca Saarchi & Saatchi team in Brazil sold a beer for a dlient on a
simple sound-the “prs” of o cap coming off a boede, Beer drinkers simply mouthed "™ 10

be served a chilled Brabhma in any bar.

M course Champagne producers have kmevweri about this connection for centuries,

-~

The pop of a Champagne cork is one of the most evocative
sounds in the Western world.

Yes, we all know its not hu{rpu.wul ter pop, but who can give up that extryaginee and the anticipacion?

I love music. No big surprise there. | malee [resenTations all around the world, and w e the
ideas Howing | use a song utle or lyric as my inspiration.

Music has become the soundirack of our lives, We attach songs to special momentes and are
flooded with memories when the rght tune comes wafting by, And iv's not juse the music that
plays this powerful role. The lyrics too give us phrases that can set our course in life, rally
armies, bind lovers even closer togerher,

Music 1s important 10 us because it can ser moods and trigger powerful emotons, We have
always known this anccdorally, but we also know thar ancedote 15 like a red flag to science. And
sob, in 19935, Jaak Panksepp. an inceepid newroscientist from Bowling Green State University in
Ohio, set out to put the anecdotes to the test, He asked several hundred young men and
women why music was important to them,
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Emotion turned out not only to be an answer, it was
pretty much the answer.

Around 70 percent of both sexes said rthar music was important to them because “ir elicits
emations and feeling.” The next choice, a very distant second, was music’s ability o
“alleviare boredom.”

For Lovemarks, the well-worn phrases—the voice of the product. the voice of the consumer,
the voice of our time-are to be talien i-l'!l'.'l'.lll}". Heanng anil speaking are two of the most
}hmclf.ul forces in u:n:.ltihg 111:1_13 ernotiinal cisnnections wirh amyomne. And Yol necd them both.
"[':] Hl’l'-ll'h Wlllhl‘.rl.,ll I'i"\l"l'"ins i'\ [{¥] l'fdl..{!;l:'r 1.‘“LJ. 1“..“,.t11‘[ [I‘I Iihh."l'l. -inl] ot ';PL'.IL Ilﬂ LA |r1\-q-' :.H'“lr
personaliry, and the conversation peters out,

Brands are already into sound—and I'm not just wlking full-producton TV commercials, Rerail
environments, phone messages, brand signatures, radio, and the Interner. At Toyous they are
even interested in the silences!

1R fovemarka



My New York apartment is a sensual haven.
In New Zealand, my family and 1 live in

a beautiful piece of native bush, with
tropical palms and 150-year-old kaun wees.
So our house there connects directly to

the landscape.

In New York—much as | love the place—the
idea was 1o disconnect. Here, 1 live in the

natural caverns that look ordered and
structured—and | decided to create a
space that seemed hollowed our,

as though carved from solid rock.”

Sam sourced a Portuguese limestone o
transform the apartment into a cave. lts

surface is variegated, hewn by its ancient

urly-bisrly, warking with geological history of shells

7,000 other souls worldwide ~ ARCHITECTURAL DIGEST — and liquid fows. When |

in 2 whirlwind of emotional ! _ walk about in my bare feet,

tension. | wanted 1o go back k AD‘] it is quict and racrile. It

0 4 home thar would be } il gl caresses my soles!

secure and warming, calming ' ;

and relaxing=~to an artcle of Other natural materials were

faith. | wanted 10 open the used throughour. The stone

door into something of the walls and floors is

uncomplicated. | wanted the relieved by the softness of

feeling of being embraced. wood, and both are
illuminated by plays of light

Architect Sam Trimble and shadow.

responded to my brief with

empathy and intelligence: Sam creared such a beauriful,
sensuous space that | didn't

even need arc on the walls.

“I went to geology texts and an

encyclopedia 1o find metaphors for
how o define the space physically
and conceprually. In my research,

I learned about tectonic caves—

I just walk in, and the space, its colors and

surfaces, wrap and quiet me. The eranquillity
liberates me. I'm refreshed here. Though I'm
far away from New Zealand, 1 feel at home.
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Picking up the scent

The human senses of smell and w@see are
intertwined so tightly it is hard o experience
une without the other. Bonded rogether
they speak mate directly than the rest o
olr Emotions, our memories and our
dreams. Smell dominates tasve. While
humans have four genes for vision, there
are over 1,000 allocated to smell.

With around 400,000 recognizable odors
in th world, we have access o an incredible

storehouse of potential connections,

They say that smell is almost
exclusively stored in the
long-term memory. Why else
was Marcel Proust's most
famous memory-jog the
taste of a small cake, not its
shape or name?

| remember a friend welling me a great story
about the power of smell. She'd been trying
to sell her house with no luck for a couple of
months. When she chunged agents, the new
one suggested baking coalkies in the oven just
before people came to look over the house,
The effect was immediate. The first people
to visit signed up.

The association of the warm, cozy scent

of covkics in the oven turned the house into
a home.

120 Jovemarka

“If you were to say. "Name a brand
that has managed 1o get big fast,
make quality products, rreart its
people very well and respecthully,
and understand the differences in
economics and tastes in other parts
of the world, while continuing to
grow, one brand that comes 1o my
mind is Starbucks. Part of what's
interesting about Starbucks is the
extent to which they define what
they're producing not as a cup of
coffee, but rather a wonderful
experience, a break, a chance for
some community and relationship-
building. Their stores create this
third space for people in the middle
of the rush and crush of everyday life.
I'heyre not selling coltee, and they
know it. They're selling something
much more emotional, | was joking
to somehody that in the old days
you'd take vour colfee to the ofhee.
Now with Wi-Fi at Starbucks, you
take your ofthce to the cotfee. Thar's

an amazng SUCCESS.

bdowr, leumalieny Felm



Whether Starbucks plays mostly on taste or smell is up for debate. This extraordinary business
has built a veritable empire on the experience of a hard brown bean. By making sure that the
aroma of coffee infused their cafes, Starbucks created a distincuve place thar cheir consumers
loved to be in. And everyone else has noviced.

The retail world is being transformed as the potential of the
senses is realized.

We are entering the samplers” paradise. The favarite hang-out of the sensualist. Soaps, baked
gmd:. and praints are allowed o smell ulacﬂ:.' as they are, Suddfnly it is okay for a fish marker

to smell like. ..a fsh marker.

As far as raste goes, it is now hard o believe thar the much-loved Japanese snack, sushi, was
once thought of in the West as cold, wet fish wrapped in seaweed, The Lovemark lesson? Don't
knock tasies because you don't like them the first dme round. Red Bull doesn't appeal 1o me,
but millions of people love it

They don’t call F1 fans “perrol-heads’ for nothing, Whar a sensual extravaganza Formula One
racing has become! High-octane fumes. the vibration of engines, the acnd smell of buming
rubber. Overpowering. Put one percent of that energy into any other business and you've gor a
sensation on your hands. No wonder sensation and Sensuality are members of the same Family.

Every one of us has a pt:rnurul odor that'’s av distinerive as a ﬁngurprinh "H-"i::l.' then have
businesses been so sh;r ahout using this most sensual of che swenses?

Why do so few corporations have their own scent?

My thought is thar smell is so direct, so personal, and so specific, that people back off messing
with it. This is why you break open the game if you get it right.
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My heart in my mouth

In the past decade we have learned more about the five basic mste qualities—sour, sweer, salty,
hiteer, and the recently described umami®=than we did in the previous 2,000 years.

We are at the dawning of a taste revolution.

The exploration of taste (and smiell as the larger pare of it) is now a huge part of Research
and Development. The hitch is that, of all the senses, raste remains the most difficult 1o
measure. It is deeply subjective. It's tough o work our the dements of 4 flavor where the
QUANTITIES Are S0 I,

Science’s solurion? Taste sciennists roam the globe searching for new tistes and novel ingredients.
Phey hunt them, locate them, wap them, and then they take their treasures home ro analyze
and recreate them in the laboratory.

And vet the biggest challenge remains. How an you predic what people will like? Try going
‘out” from human emoton rather than “in” From chemisiry, Taste and smell are huge
opportunitics in the crearion of Livermarks. Both are preay well limited o the tood and
fragrance industrics today.

To think to yourself:
“What is the taste of that car?” o

“How does this DVD player smell?” seems sitly.

Time to get over that response. Expanding the senscs into organizations, into product
development, into consumer relationships can be a fanrasnc nspiration and a porential
pame-breaker.

“The warnd wenamme i derrod From wma il fepanos wond for “delicione.” Mone chugve tham the g Ivur 00 often deweibed o
“rmairy” o Mhrathy,”
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My favorice example 15 Apples wonderful campugn for the iMac: They wok msee our ot the
mouth and inwo the hoare wich cheir IMac advertisements They made their ¢ CHTIPLECTS 11 shacles

of strawberry, grape, and blueberrv, And the message? Y LM

Mure Lowvemark L||I|L]..!:|g. ."|.|.l|,lh CLISTOMTICES aAre |:||s|.nu'11'. |4w.1| l!u'l.u-lul H;.'.I.‘-ll!ll. |||L'. h'.l“'n |.||.-

!l'lilll\ []I.l.'ll LU PSS Al f;"llLlnl.l L|'|\|I|:-_'||'I LBt

At Saarchi & Saaechi, we are using Lovemarks to focus on Sensuality, Take a campaign we did
tor Procter & Gamble and their ann-dandruft shampon Head & Shoulders. In bus shelrers
we teatured an image of a young woman with the wind in her hair, People were invited 1o
press a |||||[|]|'| Do ACTIvaLNeE a Pl”l.ll'. LIIrEC I'Ll."i'l'l|:L'|.|. ITHIST.

The memory of this scent and its association with a fresh, free
spirit is what endures.
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That magic touch

Fact: The skin is the largest organ 7%
in the body. Fact: The human skin
hus o special network of nerves.
Fact: Our hngernips, tongue, and
lips have the most nerve endingy.

So where do we go
from there?

With our fingertips we can instantancously
idenrify smooth, rough, hard, soft, wet. dry.
hot, and cold through tighty packed nerve
endings. Put that sensitivity together with
muscles and joints that el us how much
force we ane applying or is pressed against us,
and we can get intense sensations from just
abour anythimg we come m contact with.

No wonder that when things are going well
we talk abour freling good.

There are some places thar do rouch so well
they become inspirations for the rest of us.
ltaly has got 1o be top of the list, Arrive at
an Iralian airport and you know you're deep
in the land of the embrace. There have
been serious academic studies of whether
ltalians touch more than everyone else. The
conclusion? They do. lmlians were never
aught “don't touch!” and their superbly
tactile design herieage springs srraight from
these sensitive hands,

That's the way it goos with touch. Even when
everyone is wrong, everyone is also nght

124 devemarks

Consider the Indian parable abour the six
blind men and rhe dlephant.

The first blind man veached out and
toched the side of the huge aninal
“The clephant,” he said, “is nothing
but a wall." The second man felr the
elephant'’s trunk. “The elephant,” he
concluded, “is mose likely related to
the snake family.” The thivd blind
man, chancing on the tusk, declared
the elephant to be sharp and deadly
like a spear. As be grabbed hold of the
elephanc’s tail, the fourth blind van
was convinced the elephant was like
a piece of rape. The fifth man, feeling
the ear, declared the elephant to be
like a fan. As be put his arms avound
the elephant’s massive legs, the last
bline man scoffed ar the others. "It is
obvious,” be said. " The elephant is
exactly like a iree.”



Why are most of the textures in cars so similar? Shut your eves. Are there any distinctive clues
to the brand? Occasionally there might be a how-boring-is-that leather/wood mix or (in the
cheaper models) a don't-worry-abour-me-'m-just-the-driver vinyl/plastic combe.

“The feel of a car often comes down 1o the small things, like the feel when you aciually
touch the materal, leather, or wood, This is a new kind of thinking, thinking of how things
feel 1o the consumer. To make my decisions, | must always ride in the car. There are many
things that vou cannot find from data that you discover when you ride in a car. There is
nothing, no machine, that can replace the human body. Tt is the best sensor. For example,
when you tirn the steering wheel, sometimes you can just feel 2 sound. So faint vou can't
really measure it, but the feel of it is there, Also, things like the glove box, the console box,
or the cup halder. When you open and close them thl,':p' creaie their own sounds. And there
are often faint sounds that can really irritare the person whe is driving a car. The aim is 10
create a stillness that vou can't actually measure by higures in the normal sense, and this is
done by fecling and wouch,”

| A i [momage, 4 Biaged § TR roalis 1 lll_||l|r|'.'|= | Mermiwim  Disanid Nabuire 4 vt fmtatai i |

Where does the auto industry put its major investment? Ino reducing touch, with power
steering, super-suspension, state-of-the-art tires. No wonder we end up fecling like the boy
in the bubble! Out of wouch, Literally.

We need touch back. A new challenge for the might of mass production marched by the
invention of technologies that use rouch.

I have warched with fascination as kids have responded enthusiastically to wciile experiences in
game controllers. Take the Xbox conwoller. Eight butions, two triggers, three woggling switches. ..
and untapped possibilinies.

No wonder the under-25 set in Japan calls iself “The Thumb Generation.” Mobile rext-messaging
marks a divide between generations that is as clear-cur as the fares/no Hares debare,

There is serious sense behind the idea of touchpoints with consumers. Every business is starting
to realize this, From the supermarker ghelf and the coupon book o the TV spot, the mailer,
and all points in berween, mudli.ng pcui:-fc IMatters,

In our determination o make life easier we have removed valuable sources of sensarion from
many produces. Beaning clothes against a stone has nothing much o recommend it bur I'm
not so sure dropping them into a machine and pushing a buton is the complere answer cither.
Somewhere in the middle there is an important place for our precious senses.
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Five things
to do tomorrow







What can turmn an experience that is given o thousands
and thousands of people into o meaningful one for
vou? Intimacy.

The big question for me has always
been, how do you get intimate with
consumers without being invasive
or insincere?

My question was answered on a Cantas Highr ro New
Jealand, 1was ored and distracred as | gor on board,
All 1 wanted was 1o get 1o my sear, pur away my bag.
and sit down. When a flight attendanrt stepped in
fromt of me, | admir | was only halfway pleased 10 see
him. He smiled polirely, and asked, "Can I get vou a
Chardonnay, sit?...Or a beer, mate?” That's how you
do Inomacy:

As we developed Lovermuarks ar Saarchi & Saarchi,
Mystery and Sensuality were our immediare focus,
They showed us big, new, and exciting wiys that
would help people reconnect with brands in a deepe
and more emotionally sanstying way.

But as we moved in deeper we began o realize that
something was missing. A soll, quier voice, A voice
that talked not about big effects or sensations, bui
about the minutiac of evervday life.

Personal. Sensitive. Continuous.

What we were missing was Intimacy

].’H i'_‘!'\-‘ﬁl‘l’-‘u_h.t



Sure we need thrills, spills, and big gestures in our relationships,
but we also need closeness, trust, and (you've got it} Intimacy.

Because Intimacy touches directly on our personal aspirations and inspirations, it s much more
contentious than Mystery and Sensuality, e pushes up close to what sort of relationships we want

to have the kinds of fimilies we need, whar we share, what we don't, who sers the boundaries.

Intimacy poses questions like: How close can 1 ger to you and sill feel comfortable? How much
do | want you 1o know abour me? How much do 1 want to know about you?

People of different cultures and ar different times have treated Intimacy very differentdly. We
know for instance thar the frendly handshake thar starts so many greetings had its beginnings
i the wary exposure of hands wichour knives or other weapons—-another age's version of the
airport frisk!

The three-cheek kiss of the French, the hungi nose-press of New Ziealand Maon, the New Age
hug, the high-five of the streer. They all show very different faces of Intimacy.

Close up

A crucial problem for brands in their battle against commodification is their growing apare
from consumers, Distant, undifferentinted, unremarkable.

Focused on growth and clamoring for atention, brands don's have a lot of nme for nuance and
sensitivity, I'll amend that=no time at all.

McDaonald's and Nike and the rest of the ULS.-creared, global front-runners are struggling o
retain the emotional ties that have made them legends and billion-dollar businesses.

The big quiestion: Have the brands themselves changed? Or is it the other way around? Has
what people want from brands changed?

My take on the brand/consumer relationship digs deep into the patterns of human behavior
Look back at the 19505 and 60s and the place the automaobile had in the hearts of the American
public. It was in so close thar to have a family photograph withour the family wagon as backdrop
miaee no sense ar all. Fast-forward to the 218t cenmry,
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When was the last time you
lined up in front of the family
car and took a picture?

People need Intimacy in their lives. Bur
businesses have ler many already well-dehned
oppartunicies slip away,

Many of the big brands became standothsh
over the 19905, Removing themselves from the
people who gave them their life—<onsumers—
they hxed on another audience: shareholders.

What a shareholder demands
of a brand is very, very different
from what's demanded by
someone who loves it.

1 M) Vevaerar bs

Sharcholders very seldom love the brands
they have invesied in. And the last thing they
want is an intimate relationship. They figure
this could warp their judgement. They want
measurability, increasing returns (always),
:.l['l{l Iy 'ﬂl.]'l'l'l"l‘“.‘\ Ill.“r'f.'ln':. I"'h'l!_:r“l." ] T{'lf{'lf‘ﬂ'
ship with someone like thar!

Mo wonder so many brands lost the emotional
threid that had led them w their extraondinary
success and rurned them instead into mérnc
munchers ol the lowest kind, Warch for the
sign: Heads, not hearts, at work here.

They lorger all abour the intmae dimension
of relationships. They loved Customes
Reélationship Management. They honed their
akills ;J_“L':«.:.jllg the henclits from »Furrunh]ﬂ]ﬂ,
entertainment partnerships, and all the ather
“ships.” But if you avtempied 1o ger up close,.
they dashed 1o the other side of the bourd-
moom table. They ignored the power of Inoimacy.
Uhey neglecred o look ar the ingdmane
resporises that laminae the prear Loverarks.

Soomany Lovermarks hove per names i could
almost be a prereguisite.

Gimme a Bud

Who owns that Jag?”

We're going to Harvey Nicks
or Bloomies

depending on where vou live.

I'll have a Coke

Federal Express gor it. They understood this
kind of Intimacy was a gift—and shorrened
their name,

'"'—'lji_-l imt o me



Transact a Love affair? | don't think so.

Intimacy was crushed over the 20th century, Evervone was dere rmitied o reduce o omplex
."-;:"l.||'||'_|;'l. ..|| I'\llq'.1l'|:,‘I .|I‘:|| w”nn_yl e fast ,|I|-.|. l:,'Ilia.1-:'I'|l LFAN ST IS |.II!|||.' W |'||\.!I'| ||I.II! II'II:
people visiting the mall Agured something was missing From their Hves, Where once the
moment of choice was wrapped inan ingimate ||.'|.|||u|1~.||ip with the seller, it has often

become a sterile experience in an aisle thar sererches forever,

“As a rule of thumb, if the guy who asks you to picL

| LZHI"(.L. dIY L'i“'t]-. 15 't\"l.'ili't]]g d 'H}P II&{I- lll._"‘\ not :t_':l"-llli_"

-
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Shappers respond h:.r gerring the hell our as fast as they can. On an average supermarket visit,
they are now spending only 32 minures doing their major weekly shopping.

Now there’s nothing wrong with streamlining or with efficiency. Evervone wans to save nme
and dollars whether they are a shoppet, 2 manufacrurer, a rruck driver.

But why throw your heart out the window with the numbers?

Anyone who has been o the Tsukiji fish market in Tokyo knows what | am wlking abour.
Tuna auctions where millions of dollars of frogen fish are sold without a computer or
calculator in sight.

1 am not suggesting that business po back to handshakes and scraps of paper, but there is
a lot o leam from the intimate network ol vust that the waditional marketplace thrives on.

As the mass marker gearcd up, businesses lost their way. They became detached from
personal relationships,

Evervone with a telephone has had a rotal stanger (aka telemarketer) asking how they are and
did they have a nice day. As if they cared. Bank rellers and supermarket checkourt staff treat us
as long-lost friends. Qur first names—formerly the provinee of friends and family-have become

CONMTTION CUTTENCY, E-mail AR s uimp]:p prart of this trenmd. _on sreroids:

And what is the resule? It feels all wrong, Trouble is that all dhis,

“Hi! I'm Harry, I'll be your best friend for this evening”

is based on process and careful targeting and not on intimare knowledge, They presume oo
much. And human beings can sport thar sorv of falseness fast, Real fast.

Bur connect with people’s emotions and—despite all their concerns abour privacy—they will rell
you almost anything. A Jupiter rescarch project once found that 82 percent of all respondenis

would give personal information to a new shopping site so they could enter a $100 sweepstake!

The trick is not 1o explair this thirst for personal connecrions, but to slake it with integriry.
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Two-way street

While Intimacy is fundamental 1o sustaining emotional connections, it is more clusive than
Mystery and Sensuality, Why? Because Intimacy has gort 1o be a two-way process, Listening
as well as ralking.

Listening is something thar most brands are nor grear ar. They evolved alongside the mass
media, and that is where most of them have stayed. Talking, wilking, walking.

The Iragmentation of media demands 2 fresh approach. And this is where Lovemarks come in.

Not to abandon the mass market, but to tansform it with multiple emotional connecrions.

Intimacy requires an understanding of what matiers to people
at a very deep level. And that understanding means that you
have to be prepared to reveal yourself as well. Reveal your
true feelings

Not standard behavior for most corporations!

Bur this 15 where we need 1o venture,

Lovemarks are owned by the people who love them.

Not by the companies and people who design, produce, marker, and distribure them, To act in
the knowledge that consumers own Lovemarks calls for radical change. And one of the most
radical is opening up o Intimacy. It is only through Intimacy thar the barriers of reserve will
dissalve and brands can become Lovemarks,
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Same brands seem 1o be inomare almost withoue trying. ﬂprah "'Winfrq-}r is a qmllhimﬂng
example. Her mix of no-nonsense advice and personal insight is a formula thar has worked

ﬁ:rr a numhcr of [:t“c ﬁhmh' hum.

But then, just when everyone thought the idea had rung

all its changes, Oprah added a new dimension. Intimacy

Oprah understands the power of Intimacy as well as anyvone | have ever seen on television.
She also understands how this Intimacy can transform lives.

The camera loves Oprah Winfrey: bur instead of loving ir back like other talk show hasts,
she loaks right through it and connects directly with her audience. That's Oprah’s secret.
Transtormation, not just communication.

The challenge of one

Intimacy will meet a tough new challenge in the coming decades: the single-person house-
held. And rraditional ways of dealing with people as members ol coherent groups is just nor
going to play.

Humans cannot live without intimate relationships, and vet we seem w be constructing a
world where Intimacy is harder and haeder 1o achieve. And we are going crizy doing v

On CNN | saw a recent poll in which American singles said thar whar they most missed from

M bcirlg ina n.'inrmnship wWals L‘umpnninnﬁip And then | read thar a whole bunch of pcnph:
in America fele thar warching “Friends” on TV was part of their social life. Give me a break.
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Intimacy has three very different faces:

* Empathy, so that we can understand and respond to other people’s emotions
* Commitment, which proves that we are in the relationship for the long haul
*  Passion, that bright spark that keeps the relationship alive

Empathy

There is anly one way 0 understand ocher
people’s emortions, or o really understand
anything for thar mateer. By listening.

In my experience, empathy is most often
created our of language and the silences
that surround ir, When do you hear the
miost astonishing insights? When you create
an emotenally powerful space for them o
sertle inro, by lisrening.

Empathy is created out of
the tension between the
sound of the voice and an
intended silence.

As we quickly find out when we enter
intimate relationships, what is said is olten
not so impormnt. It is the inflections, the
pauses, the combination of sounds and
body language, This creates a complex
mix of signs and signals thar builds an
empathetic relatonship,

Marketers find this very hard 1o aceep.
Their diai::ip]_inr_'s are founded on rational
an.ﬂ}-'sis and conclusions, not idle cha
and unfinished sentences. In their goal

| 3 Jovamarka

o push as much informarion as possible,
markerers fail consistently to make real
connecrions. Intimacy 1 an understanding
of what we are sharing in this moment, not
just what is being communicated.

Quick Hlings become lifelong Love aflairs
through emparhy. ‘Withour empachy you
can't do emortion, you can't do Intimacy—
and vouw can ft:rgt:r all abour rruthful and
transtorming consumer imighm

1 have alwaye claimed Toyow's Camry is

a Lovemark. And it is not just because the
Camry has been the bestselling car in
America so many times, vear in and year
out. It is because the Camiry has extraordinary
empathy with so many consumers.

The Camry is a quier car that keeps o itself.
Ir balances brilliantly on the cutting edge of
normal, It doesn't go for the big splash, bur
it does everything required of ir—and mare,
Sounds like a good friend or a family
member, The ones who make you feel berter
just by being there. No dramas, no fuss, juse
solid support and understanding. They don't
forger your birthday, they don't nag, and

they always remember vou love red roses,



'hey have fallen in Love with a car that understands they don't want o atract artention. A ca
that knows Love can be a privare experience. Thar it docsn't have o hold hands and kiss in the
strect. 5o ler’s not forger this Love thar binds, Camry hasn't.

Another kind -ll.L'n;_jiI:L'. Cao IFEL‘. has taken it own route o L!Ill‘.l[!l:n. and been well rewarded

far it. hul.:;;h‘ sEVH 1 deals o more than 150 million searches a Li.n_‘.'. Wil rrl.:,;'sru'l. like Yahoo!

rurned into a system of pulrr.i]w., L ;nrmh' L.'l:'Pl 1 ﬁimph' "l."vr:v. a'rr:|[1|n' a8 ~.m1.rt|r that the ICmpaTary
addivion of a Christmias tree felr like o major statement, You wanr empathy? How about your

consumers low Ing whar vou do so much they invent a new L‘\.]'IIL"H'\iI'lrI hased on vour brand

name="to Goople™

Rethink the mobile phone. Yes, 1 know all the stull about interrupring conceres, distracted
drivers purting lives in danger, loud talkers annoying everyone else in a restanrant, bur mobile
phones can teach us a very different lesson abour whar people value as well.

Let’s go back to the beginning

he elephone has a serange history. The initial concept was as a broadcast machine. One

The welepl I ge | [l I | [ | I (8]
person could talk to many others far away via telephone lines. And perhaps play a little music,
Well, thar didn't work! It is in our blood 1o talk back:

I'he relephone then found ies true calling as an instrument of personal communication. As

someone born in England, | have always been amused by the mle the clas system there played
il] |'|l.l[l.irll|_: |.|I_'I lLII:' lll!lll\llﬂl ol I]Il\ LI,'H.F'. W [I.'J._hlltll!]!_:'l.'.
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It seems that many people point-blank
refused o use the wlephone because they
might have to spaak with someone 1o whom
they had had no formal intreducrion! Canlt get
bews ineimate than that.

The telephone survived the stupidity of
snobbery and opened up a whole new world
of Intimacy. People could keep in touch. They
would swap confidences in a way they would
niever think of in Fce-to-Face encounrers.,
They could muake their lives faster and easier.

In the 1990s the mobile phone ook the
transtormation of evervday life o another
level alrogether—constant communication.
As the yuppic label faded rapidly. the mobile
phone became an instrument of Inrimacy.

The builder of reluiy miships,

If you want to be empathetic,
you would have to admit there

s a hell of a lot 1o listen to

In an average dav an adult can use as many
a5 40,000 words. That's abour five hours of
continuous specch. 1F you muleiply this by
an average age of 75, that's over a hillion
words ina lifetime,

And what will all these words be abour?
Important issues of the dav? Very, very fow
of them. Most of our talk could be termed
wrivial, ['s abour the process of mlking rather
thun the content. We talk abour family

and friends, the weather, local news, and
(especially) the day’s goings-on. Gossip is
the liteblood of Intimacy.

48 Yoverurls

People now qutomartically phone home o
announce they are in the car and on the way
home. Evervone is constantly calling every-
one else 1o explain where they are, what is
happening, what might happen. A poini-
by-point tracking throughout our lives with
our loved ones.

Intimare talking has become a 24/7 activity,
Forger grammar and argument. We're ralking
haphazard. incomplete, and emotional. This
i not about communicating information as
we have konown it This is 4 constant sensing
of where you are, where | am, and how we
are bath fecling,

Commitment

Tor mie commitment i one o the mose
umportant and most demanding af the
Lovemark arrribures. Remember thar great
definition of the difference berween being
conmmitted and being involved? In o plare
of bacon and eggs, the pig is commitred,
the chicken is jusr invelved.

Long-term commitment—crucial
to a Lovemark relationship.

Warking with P&G, | was introduced 10
Cape Town academics Jan Hofmeyr and
Butch Rices Commitment-Led Marketing.
We all agree that lovalty is not enough.
As Hofmeyr and Rice point out, lovaly
can just be consumers acting on autopilor,
continuing to buy the same brand beciuse

'II'II."\’ I.'II"I‘ I.'If ll."ﬂl'hl.'l'ﬂ'd T I'I'l.ﬂ.li'l? .ﬂl‘ln‘l‘l’if,"r fhi.'lifﬂ."



Too tired to leave

But commitment can transform lovalty from an unthinking acceprance to o real srare imbued
with real emotion-Loyaly Bevond Reason.

This combination of loyulty and commirment is the powerlul force we need o harness for
Lovemarks. Getting 1o that crucial place where people are bevond the informarion stage and
point-by-point comparisons, They have made their choice. They have commirted o it before
triends and tamilw It s pare of them. And they are nor going 1o change now,

Fan clubs are a sure sign vou are in the Lovemarks sone. Thev're also a greatr way 1o cest the
intensity of feeling. Start with LEGO and LUGNET, the fan-created International LEGO
Users Group Network. Not owned by LEGO, but captured by the LEGO experience.

thameis'.|

From Adventurers o Robotics. Pirates to Foothall. They swap, sell. debate. argue. learn.

Fandom has gone up a notch wich the onset of the Inrermer. We can now view thousands of
movies starring the LEGO family. Check out waww geocities.cojp/Tollywood M0G0/ cinemae_ huml

e an mlf;n] L:L'it.l]1|L' ru.'r\in:: u|. '.n"]i':.- Mtrix oF wa ""i'l‘”" tolthepu bos i e ulixl'-.t|-.|!|."]-.].;-|.-'

legomonvies himl for something less sophisticated.
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As for commitment of a different Havor, take Lucky Charms, the breakfast cereal with
marshmallows. A clear Lovemark wo millions of linde kids throughout the United Staes.
But Lucky Charms are also the Number One breakfast cereal consumed on college campuses!

Now that's serious commitment, when you get college kids
eating the same cereal they loved as youngsters. And doing
it in public. The cute message for this group of cereal lovers?

‘I got lucky at breakfast!”

Committed people are prepared to wait...and wait.

for & reservarion ar the Le {_f.-tpri:c
restaurant in London.

for an underground tour of the M. Isa

mine in Australia.

for a Padron Millennium cigar.

for a bouncing baby girl or boy.

for a Harlc}rrl.]-‘w‘td!un Softail Deuce.

to join the Rechok Spores Club/NY,
the world's most advanced Riness Faciliry.

to receive treatments with the highly
therapeutic Moor Mud in Ausina,
renowned for its healing properties.

140 fovemarks

for Aston Martins V12 Vanquish.

to have your Japanese sword polished
in Japan.

in Singapore for Kelly and Birkin bags
by Hermés.

for a Rolex Daytona watch.

10 become ane of the towns hosting
a Tour de France searr or inish.

for season tickers w the New York Glanes,

for a 150-year-old wall-mounted GPO
(General Post Office) box. With keys,



Lowalty Bevond Reason is what persuaded che Apple tribe 1o keep buving the brand when Apple
was producing bland, beige boxes no difterent than any other an the marker, For people who
had joined Apple becanse it was coal, buying one of these compurers was a big ask. Many of
them stuck with i—all the time wondering why.

SLq.".'q: Inlu m.nl'. |1i~. Hi|.1||1.|1|1.1| Feturn o .‘.Ik|,li1JL ir| 1994, H.J.LL (W1} I:r.iLL, the ..uthu:n' ML o
the leading edge and stayed there. And all those commintiad consumers fele vindicated, More
loyal than ever. What sustained the Mac lovers over the wough beige period?

| call it “Love in the bank."

With Lovalty Beyond Reason, Apple could miake misakes and snll be forgiven. This is the reward
tor a Levemark. Only Love will ger consumers through rhe bad omes when common sense tells
them they should change. Because Apple users loved the product. they were committed 1o it as
an idea of themsclves, They were Apple people. Loved members of the Apple family.

For Microsoft, looking down from the top of its multi-billion-dollar mountain, the Apple
story may seem inconsequential. Big miswke: The lesson for Micresobr is not che threar of
Apple building a bigger company based on Love and commitment, but Microsodt’s own chances
of retaining one thar's not. Bigger giants than Microsoft have decayed. When something betrer
and more lovable came along, nobody was committed enough 1o hang around.
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Passion

Thete is one more thing that T believe Lovemarks need thar aligns
with Intimacy, empathy, and commitment. It is the intensity and
rush that accompanies nnl}' the strongest emonions, Put mgl.‘ﬂ'mr
with Love it can transform the most iniig;liﬁl::m prmiucr into a
must-have. Ir has the power 1o give an intensity w a relanonship
that will carry it through good times and bad. Passion.

With passion, the most difficult of objectives
can be achieved.

Withour passion. the best-laid plans can wither and die. Analyaing
it is a waste of time. Having it is a blessing and a gift.

When Nike signed up Michael Jordan, even they never suspected
how passionately consumers would continue to feel abour this man.

Clare Hamill, Vice President, Nike Goddess, says:

“The Brand Jordan phenomenon that's a part of the
Nike brand continues to show an inexplicable Love
for that man, With Michael jurd.uu. it's p-uruu:u]. You
call him Michael, you have a name relationship with
him. Somehow sports teams and some key athletes
can really ereate that kind of emotional connection.
They're like your family. You live and die if they do.”



assion can i,ln'pl:n il it can be handed on from
person to person, [he Zippo lighter has been an
inspiration to American servicemen throughour the
world, Why is this? Apart from the fact thar the
lighter works every time, | think it has to do with
the way Zippo his cnuuur.i.k;ul the use of s Lichter
as a mini billboard. Having your Zippo engraved
with a personal slogan has become a rite of passage
for milhions of soldiers and satlors.

It all started in the Second World War when U.S.
soldiers, far from home, regarded their Zippos as prized possessions, often personalizing them with
unique Trench Art. Ernie Pyle, the famous WWII war correspondent, wrote in August 1944:

“If | were 1o tell you how much these Zippos are coveted at the front, and the
gratitude and delight with which the boys receive them, you would probably accuse
me of exaggeration. | wruly believe that the Zippo lighter is the most covered
thing in the army.”

So why bother?

Letring consumers participate in the brand is very powerful, With Lovemarks, as with personal
relationships, vou often gain power by giving it away,

I'he obwious question is, of course, why should a business care whether it products are
Lovermnarks or not? After all, things are going pretty well for companies like Microsotr, Why
should a father be generous to his kide? Why should we care about our next-door neighbors?
Because that’s how we create 4 world we love o live in, 1ts also how we create long-lasting
telationships—and Loyalty Beyond Reason. Without Love, | guarantee even the greatest businesses
will topple. They won't even see it coming because no one will cire enough o tell them. It has
happened before and will happen again. Even if you are the biggest, the best, or the brightest,
why wouldn't you also crave to be the most loved? Why wouldn't you want o help make the
world a berter place?
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The Love/Respect Axis

Saatchi & Saarchi's Chairman Bob Seelerr is
a smart man and a grear sounding board for
ideas thar are struggling o realize themselves.
We were waiting ar Auckland Airport late
one evening on our way o Los Angeles and

| started on my Love rap, Bob had heand
most of it belore, but this rime | pulled our
a napkin and drew a horzontal line showing
Lowe at one end and Respect at the other

I showed Bob how it might work. How
everything was telling us thar brands had run
out of juice. How they had to evolve into
something more. And how | would place this
new kind of brand near the Love end of the
line. Lots of Respect, but moving rowards
high Love on the right. Preducts would say
at the far left, low Respect. low Love. The
standard brands would probably be some-
where in che middle.

The goal would be at the
head of the line. High on
Love!

Bab looked at it for o couple of minutes.
“There's another way to show this 1o more
effect,” he told me. Taking the pen he drew
a second line, this one crossing over my
Love/Respecr line midway. My line was
transformed in an insmn ingo an axis.

And Bob was so right. The axis format
immediately showed Love as a goal above
and beyond Respect.

146 lovamarka

Now we could clearly show the ongping
Imporiance of Respecr and the urgency of
moving into a relationship based on Love.
Love of design, Love of service, Love of
customers, Love of life,

Without Respect there is no foundation

tor any long-term relarionship, Withour the
sharp delineation of the axis formar, it was
ton casy for our ideas about Love o floar off
into feelings with no pracucal edge. Okay if
we wanted to be psvchotherapises about it.
bur somehiow that was not where we were
headed! Bob brought Love 1o carth,

Respect is the key

to the success of many
of our biggest clients,
Such success should

not be devalued;

it's just no longer enough.

Companies like big-time Saarchi & Saarchi
clients Toyota and Procrer & Gamble have
nvested billions and won astonishing
Respect for their products and brands. And
they have done it through sustained Fears of
focus and self-discipline, Whatever we called
the new generation of brands, it was goihg 1w
need Respeer-and a lot of it Respecy, it

was clear, had 1o be rablestakes, No Respec,
no admission,
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How low
can you go?

It was obvious that the lower lefi-hand
arca=low Respect, low Love-would hold
commaodities. The products people need but
don't desire, or even like a lot. Sand, iron,
salt, gravel, that sort of stuff. Some of them
make it our of the shade and work their way
wp. Basmari rice is one mmp]c. S0 i
Carrara marble, Could brands fall from
grace back into this commodihcation hole?
Teleos will well you the answer o thar one.
You bet they can.

Alter one of My Presentations, a young
marketer came up © me with an
Important queston,

“You say emotion is the key to building
relationships,” she said. “I'm in the
brick industry. How do you make
bricks emotional?” “You don't,” I told
her. “But,” | added, "what you do do
is talk abour whart the bricks stand for:
homes, families sitting around the
hreplace feeling safe and warm.
Achievements. Buildings built by
bricklayers whose inspirational dream
was nothing less than 1o ouch the sky.”

|48 lovemarks

The bottom right-hand arca had w be the
home of fads, fashion, and infatuations.
Lowved for 15 minutes and then mwssed
aside to make way for the next cool item in
the queue. From hula hoops w kipper ties®
o “Surviver,” Infatuarions grow from our
Fanrasies abour who we dre and where we
belong, They thrive on hope, nor under-
standing. Fun, frothy, and right for the
moment. And just thar moment. You can
mke a lor of money our of a fad, bur your
timing must be impeccable. Who wants a
bunch of Beanie Babies now?

Some rare infatuations can transform

into Love, Look ar the Sony PlayStanon,
Initiated as a gaming system with Nintendo
in 1991, Sony quickly wenr it alone and
released the firse PlayStation in Japan in
1994, 1t stormed past the established
competition offered by Sega and Nintendo
and ook another leap forward with the
release of the PlayStation2 in 2001, No
one is calling it a fad any more,

L’y resershier these exim-wile kipper ones? Thar's brcause
they ser aiily 2 fad. Here aadon, nguiien wmiot s
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Respect

Stuck in the middle with you

Above the low Respect line on the left
are most brands, This is where the efforrs
and investment of the last 50 years have
gouen them. Bur many risk falling into
the sand trap below, tough competition.
tight margins, and lack of individuality
turning them into “blands.” Others have
builr up high levels of Respect based on
H?“ﬂd rnanﬂ.gcml:nt ﬂ.l'ld fﬂﬂ[iﬂﬂﬂu‘-
improvement. Bur what they have earned
in Respect has littde emoton. Sensible
and well measured., it's hard to tell one
fromm another.

The high life—Lovemarks

In the wp right. the sun always shines:
high Respect, high Love. Why wouldn't
you want to be there? You know by
instinct who belongs in this quadran:.
Virgin is there, United would like 1o be.
The iMac? Yes, The ThinkPad? Don’t
think sa. [es home for Disnevland bur
not for Seven Flags.

Make your own list.
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I'he Love/Respect Axis is at its best in conversation: conversations abour products and

brands and what thev need in order to become Lovemarks, conversations about successes,

conversations to spark Insights.

Jill Novak, a Saarchi & Saarchi Senmior Vice Prsident in New York, and Eric Lent, Kodak's
Director of Youth Marketing, got together over the Love/Respect Axis o trace how Kodak got

to grips with the ].1lu'||1 marker in the United Srates

pictures: Generation

el ‘alolp - - ——— e }
nd-1990s a new force was at

Y. Kids born between

snapping

1 "* .".':._;..‘ alf | 1 994

Gen Y had the bigpest discretionary spending power of any teen d-;:m:rngl'nphu' in history.
And they loved photography, particularly girls from 12 to 17.

The trouble was thar Kodak was experiencing some keen competition from Fuji, and Gen Y

comiort '||".'.I!|1 1y h HIFE{'I!_D' r'I1.'II.JL ||"|L' w-ihuiinn EVEDN miiie I.IIUL.I.J. EII.I. HLLITLE I.1F" 1.J'IL' i.."-'qL'I.I:.

mtense way. 1

tal photography, making these

absolutely had to alter their perceptions of u

-l|ll-| |_|-|. It!'-.l!l::-.

gy had never entered a gencration s coltural

VOLNE consuincrs even |

were lil:_ Ones L |]:i'.._ :]ll_ .Ji_ln-l tion ol

vermacular in such an

ategory was heading away brom tradivional |-!u-‘.n|__|.|:|r|--.

re !'~.|,'Il|i.-|'|

\.\li‘. #

|Zi-a:: mp li-.:1_

T e !_'I:l-ll'._= <Al | WETVIDLES

ind create a rel

o a COMmpany that had, i Encs words, 2 HM}=year hh‘.‘rnr} ot 1J|'|c1n!:I o moms, it was time

tor radical change.

ill: Eric, this converannon will be abour Saarchi
& Saarchi r.al..-.u:_-| 1 poiarney [0 the land of yvourh
with Kodal. It's a journey we began almost fout
years ggo. It all stareed with the businesw objective
al making Kodak the brand chaolce for the pener
anon thar is critical o Kodal's funure, Gen Y, and
specihcally roen girks

Eric: The Love/Respocr Axis maps out what was
happening competizively in the U.S, market in

1 99, We had Polarowd with their i-Fone instant

Vovemarka

!'rh-'qn stickers, This was a r||u-;|!:\. ris !I'”":'"Fr:' and
very appailing o teens, It was the Fid of the day,
with high Love but no !I.IIIIE-II.'IIII !L--|~1u. L8 T
other comperitor, Fuji, was primarily imo price
competition. 5o they belong in the low Hespec
low Love quadrant. Bur even there they were sull
serious comperimors. Being a lapanese company
and not subject o the quarterly pressures we Fface,
they were able to take a long-term, 30-vear-plis

view of the market. On topy of thai, Fup had a



miulvi-billion-dollar war chest they could cap mio

o ensure thetr price competitnveness

Which brings us o Kodake You can see that for
ane-time-use cameras, which is the product line
we are looking ag, | have put us in the top left
quadrant. And you can see that wie were getting
much stronger Love fram adule thin teens

il [ hars Kedak in 1999, How 1.'.|||||-| the
Liove! Respoct Axis look today tor vou with the
Gen Y ween murkes:

Ene 1d say we are a developing Lovemerk, Mot at
the wweet spot yer, bur well on the way, Fuji went
inte the tharket but stayed with price, and so hasn’y
really moved on the Axis, Polarodd never Ent au
af the fad n||.1.qu..-||.|

I- I- l||.|.|1|. Nl |||.||.|=|h.' i.l“':" e W L.fl,l ||.:F||.'|||l.| W]
caprrare the reen nrarker?

e Ada brand for reeis vou have to be fun and vou
have 1o be coal, Tn 1999 we wiene doingg guice well, b
when you looked a the langer catepory, vou quackly
realizedl daat evervbody else was also ino fun and cool

S0 we analvzed bodh the brand and the consumers
i III'||_:|. I":.:

W l‘E.I..l a i

ond o thar relanve o the CATEPRIY

T W L st
WTITAgC ith scm pl.n.lurl HLgees

Koclak TLIT ir|e 2motio
HANMIS L iny, a {rust

o we tmanslated them bor teens oo drve ol of:
connection, hopefulness, authenncity, and honesty,
"n:.r.. |I|'\-|I j"ll".l.l. |+|.||. wWE '\J-'l.ll, .||1|_.-ﬂ\.i.l' |,|.||| lII §||.|_
teen cultural vernscular, You'll have heard 1

Excuse me, can | have myv Kodak moment hack?
Now thar’s a strong, rich, deep connection.

We lenew oo thar reens go through some wiery
dramatic changes. Trving on different valoe svstems,
different sees of riends, dilferent sers of clothes
I'rnmg 1o hgure out who they are, where they i

iy, and what role they have

We also learned that everybody
wants to be around a kid with
1 Caingira
When you have the camern in your hand
VO e i conmrol. Tt hi_'!'u VO IVETCOITE SOETE
LLELIN |.l| ijlllilll:ll:'llL II}:.\. WEI'e Gl sine l._if_'L!l-.
deep woen truths

ill: Cun we look at hiow Mystery, Sensuality,
and Inumiocy helped shift Kodak o becoming
1 Teen Lovemark:

i Lets malk firse about Intimacy, Onee you

gt below the hard surbice, most TCCTIEETS Are
fragile individuals rrying o hgure out who they
ave and where they fit in, Ohar iLi'i--..Il:i.HI'-_g created
1 3CREE ~|!.1rF1lL'.I||-|:| .|r|..] il-||1|.'|||||:u.'u. i thels
|||:|l_'-l [ self-identiey

A For Myseery, juse aboun all pur TV spots
hovwr a sicuarion: that immediacely inmmigoes ks

bour what's gomg on

Wi stones versus talling
them and selling them. Let them
hgure things out for themaeives

Jill: A great example was' the goth spot

Erict Sure, The spor Saarchi & Sanechi developed
for us showed o goth reen mking picoures and
making a collage for a school phow projece. And
as she makes this collage she also connects with
a2 goth guy i her clis wha is another outsider
When she ‘JE‘|1|1J'"' e .nl!.lp-. the entire class
recoils in dishehel. But one bov leans forward
It's the other poth, and they smile ar each other.
[ill: Where do we need o focus if Kodsk is
to continue . push north o the wop right-
hand corner of the Lovemark gu adrant?

Erie: | think i Intimacy. What sets us
gpart from evervbody elae is we can relate to
the teen world

Airas the Bowde
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We discovared what we call passion Erie Playmng to the theme of Intmacy as well
noints-evarvthing from mus Teen girls wotked on designing their dream
g i . S | saccewory lor a ope-timo-uic camera [h'n-.;ll.
= 0 norts i CElan | -

and color choces were pur up on Allov.com, and
10 entertammen! and 1 |

teens voted on the final product line. Then we

byrowght o marker exactly whar they recommended

And we idennfied music as o reen's mour T'hat was a product creared for teens by teems

|r|:1pnrr;:|nr P.,i\'ui 14 ['l-l.'llﬂr T

o . S0 Kodak’s in a2 grear place right now witl
We worked with a record company out in

teens, bt we need to ||.-.~:p up the momentum

LA and found an up-and-coming boy band i
) o b B What can we do to ensuie thar Kodak doesn’t

called ‘!'-.uurg.';u-lu-u We didn’t wamit an essablished become v Furd like Polaraid?
Eric: We need 10 have an absolutely redenties

bocus on what's top-of-mind with eens mwoday,

proup heciuse teens want o be patt of the
discovery and make a hand
Jill: Mysvery. right?

. : beciuse we kivow their habin change
i Righe So we tnined Youngstown to be

brand stewards, and pur them on a vour pf 22 And we have | -  beacor
markets throughout the LLS, in pannership with | el X : ‘
Volunteers of Amenica. We were in malls because . :
this is where f\fr:\'llHTiE'_ in Amenca !'1:|pp<'n~. letiing them know that 1l Edlly
We did a lot of pre-even .m..;n-mws-luu|dirs|__; okay to be themselves
sctivities-advertising. mdio, Channel 1 in
schools, @ parenership with Sam Goody where I'hen, an wop of that, we need products and
they sold a special Youngstown pack with a services that anticipate teens’ unmet needs and
nne-Ome-use camera, a U1 '.F11_'.|:!|-. o the evenr, tap mio their devires. To wum that up with two
a Youngstown keychain words, we need o connnue o be aurhennic
Usually, evenis like this get maybe a couple of and relevant.
hundred people, but our band was drawang up But the rewards for moving in the direction of
1o 3,000 teens per event, As the show opened a Lovemark are |\||,:|~ YWith :-|.|!*'-|-!§. speaking
there wias a big Kodak splat logo, which we had limited funds we've achieved significans succeses
designed for younger consumers. on the back of The hirst share increase in our company's histon
!hr 1[.I_g|;' hll !|'|| ne=-1ime-ise CAmccra '.|'|:I|||':|I !]II_‘
MNumber One, Two, and Three highet-scorng
The bove came oul with thair one ads in the company’s 1 00-plus year hisrory, As well
fime-use cameras. snapping pictur a5 improvements in brand preference and canegory
f the audien Than thev'd throw usage. [n fact, meen girls are new wing one:time
. e =itk i tse cameras 33 percent more frequently than at
Ne cameras oul 10 theam. It was [ust our starting point in 19991
s massive photograpny ye-1egl

ill: We also developed those cool linde carry
cases with the Kodak logn, Kodak Wraps
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The parallels between the issues facing brand

| have always been curious, To be the best in anything, vou have o be curious about everything
and take nothing for granted. Einstein, one of the greatest minds of che last cenury, deseribed
humsclf as “neither especially clever nor especially gifted.” Then he added, *I am only very,

YOIV CUroas,

I'he most curious people in business apeht to be markevers. Eager to/learn. faseinared by 1he
srrange passions of human beings, ;lwa:.‘s ;ﬂcing Yuestions, alwiys in pursuit of the srranyve. the
wnusual, or the simply inreresting. Most markerers, and o my regrer many rossarchers. e oot
like this acall,

| am a passionate advocate for anyene who.sets-out to
explore, to discover, and to Tnnovate.

Why has the enterprise of research wimed from passionate coquiry 10 an obsesiopwith dewil?

When exactly did miewric mania mhke over? When did reseaschers stop being the people who ask
the best questions, the people who know the weird stuff? When I look around 'l <ec o profession
that has lost iself in a eol-de-sac of wsring. evaluadon, measurément. and risk management

Most businesses working in the same field have access to the same market infprmarnitn a3 theu
competitors. They all rescarch the same stufbusing the same proceses andenot surpisingly—ger
1.].1‘.' Sl TR r1-|:IlI1|!"ch. |Jl|.:|1 |1Irli-.jjl'li: it tl“.' :Lllr]iln’:!‘u i" Ak 'r'd']“.'i"_ the LArne -|'\- l;ulrl:,_; (0] |.‘L W,
This is where curiosity counts, The very homan quality el wannng-ro=know-chac’s what 1
belteve can transtorm research and poc io backewhere it belongs: an the heare of the action
and making emonional connections with consumers. Ifs time 1o gersome mck o' roll into
research! Odpen up, kick back, and dream. To transform brands inrg Povemarks, wéneed m

trnsiofm rescarcn.




d the issues facing research are hard to ignore.

Research (like brands) has developed inwo a mulri-billion-dollar global industry. ESOMAR
+{(World Association of Opinion and Marketing Research Professionals, for those of you who
don't belong) estimares that the research industry has révenues of $15 billion worldwide.

ke research, brands have become sanshed with ineremental improvement. It i hard nor o
think of the two of them without seeing them tied together. The new challenge was perfectly
deseribed in a discussion with Malcolm Gladwell, author of T Fipping Point.

. “The allegiance that people have 1o cermain brands is not always knowable or
" quantifable. and it might be sometimes a mistake to try and ascertain what the
nature of shat X is. We don't really know why we have it, and vou can't figure it
out. We :iwl_v have it.”
N as Luu_.uu,&:. offer a new path for brands, so o can Lovemarks inform a new path for
witrenenreh, A ]ur.h d:mr. can lead to Bar deeper connections with consumers through Mystery,
bnmu.ihn. and |rql;u-.\ And this pach leads us straight 1o the power and value of insighes.

% nct'd researche o help us discover what we don't know we don't know. To find bigger
problems to solvel g then we need research o inspire us o go further and decper. We
need to Riee o bunch offissues we have avoided so far. How to deal with the rich variery of
experience? How o Factot i the senses when they use such Ane-grained distinetions! How
o tobchwhat is i-ubb!{jng"l'lch!w the surbace of consciousneis?

We have 1o look ar pn'nplc"c'ht_ﬂ';_:_s i their entirery, the things they hope for and dream about,
the things they fear. the thingsthey love. the things they hate and need and want. Whar bores
m. We need ro undersrand Whar has meaning and significance for them., nor just whar they
uy and use. -




Malcolm Gladwell again:

“I am interested in what it means to take the unconscious seriously
in marketing and other realms. Much of psychology ar the moment
is consumed with taking the unconscious seriously after a gap of
50 years. But it is a return in a much more sophisticated way than
previously, exploring the role the unconscious plays in decision
making, in impression formation, preference formation.

“Once you take the unconscious seriously you undermine
virtually all quantitative market research and its focus. This
is very good news for the creative part of the advertising
world, and bad news for the number-crunchers.

“Inside the heart of every marketer beats a control fanatic. They want
a quantifiable process, and they would like to introduce a level of
transparency to things that are necessarily oblique.

“In my new book, | am interested by this question: When you ask
someone how they feel, how seriously can you take their answer?
And the answer 1o that is, not very seriously. And yer the tempration
to take their answer at face value is nearly overwhelming in all domains,
not just marketing.”

Lovemarks need research, bur a different kind of research. | know thae | am rarely asked my
opinion a8 a consumer | presume my transictions are data-rracked and batch-analveed by
compurer, but | never ger asked for my stories, We need research that puts consumers a the
center rather than at the base of a very large pyramid. And I'm not talking about just turming
the PowerPoint upside-down!

iS50 lovemarkas



I'm looking tor rescarch thar counts the heats of your hearr rather than the fingers of vour hand
Research that connects with the inner life of the consumer, Not as stanistical constructs. Nor as
they were. Mot as vou would like them o be, bur as they cruly are: living, feeling beings tull of

fears and desires, hopes and dreams. Kns Kriswofferson ot it A walkin® conrradiciion/Pardy

truth and partly fiction.”

Fresh and true msights are che way into the inner hite of the consumer, Peter Cooper of the

London research company QualiQuant International offered us this one

I 'he way people personalize computers or other ordinary, evervday objects
wround the home is a very signihicant way in which people make sense out of
the world. One of the earliest studies 1 was involved in was for Electrolux, the
apphance manutacturer. | was always struck by a remark trom one partucular
|'|||:'\|'.”l'-.i' .:i:' i'l '|'-l.|||.|.|:l SLCT | ||:F'_I.|||'|I| \"Il'.' III.'I'-liFII.II }'.l\j I‘1|:'.'||| 1t"'|'.-| 1|!'\ 1||"-
My spin dryer to me is called Fred, and [ have a relationship with Fred which

15 olten 'h *Ticr F'I.-II I.E"' LI | |"|..='|I' \'.Ilr' my |"I||‘-]=.|I'II1

As Lovemarks ke onboard the best arcributes of brands, <o the new research will be created

out of the best techniques of current research

The Bilure of research o truly engage with consumers is noc juse a problem lor rescarchers.

lis a |'-rn'h|.'11'. st [1|..|1|.- in any business shar

| discovered this hirst-hand when | was working in the Muddle East bor Proceer & Gamible

Like other companies ar the ame, PEGTS rescarch was done by the numbers. Sometimes i
seemed o me thar we did licde otheér than w verify what we already knew. We were tied 1o
benchmarks and followed norms. [ found it wugh o see the value of all this, so [ spenr as

much time as | could our of the ofhice, three weeks out of four,

| & i Sec A arlv Wivy 15



My passion was store checks and home visies. Alrer going
!||.'-lu:_:l| all the I]llll'.ill.'l'-. ]a.1 ||~.'.|L! into Dabsin and visin

a hundred lirtle -:'|u|-- i the Soukh and eer mysell invited
I COnNsUmers hormes, | talked wich hﬂ.IIEL'L'\, CONSLIMCrs,
]1-.'n]1|n Lkt '-ﬁ'.:“.ink; '!1_'. |Ir-.'1_:-|.1 tive of what the share

I‘.II1'II|'|-.'T"\- ‘\.I1|1 | :I_:l"‘: I'II:| III'1I|:"_|'I';"\- rom fllk'"L' CONMCCHIOns

When the store visies inchcared the trends, | knew

ght
pricang model, and the right packaging lineup. My

whether 1 had the right distriburion model, the ¢

conversatinns with store owners and what | saw with

my own eves told me i our Fandamentals were on tmack

Once 1'd done the store checks, 1'd go o homes and
warch the women ar work. 1'd sit down with a woman
and warch her fife and the lives of her kids, T'd ger an
understanding of how much time she spent with e
Jul.'.-|l.1lld. how he -.|I-.w'-1.d. H||.|l |||_ dressed in, 'ﬁhl_':l.' hr_'
went, and whar people’s reactions were. | learned whar

marttered ro them as a family

As | got 1o know some of these women, theyvid ler me
ook ino their laundry baskets, allow me o check om
their cupboards. Some of these people were very poor.
Some didn't even have undercloches, The lessan was
abwiois, While we had been very concerned in our
.:-\.|'--.'lti-\.|r:lll‘_ “u'l!l"i Ell\.i}'i?lz' LYLLT COMEARITIICTS '\.‘-.l'\h 1;|:|L I.I]"r%‘l. %,

eSS '|"||'I.!|E' .NI.I-'n‘ il I|I|;':I'.I l.]ll.j||| il..l'.-'\‘ .II:|I.I




I found this to be true time and time again, When | was
working tor Pepsi, | tound one of my local cates would
buy private. label cala and pour it into their one Pepsi
bortle. When a customer rurned up they wonlld always
be served a "E'Ci"l-,].“ You could inte l':l:lg.ih' the numbers
till youre blue in the face and never ger close to thar
msight into how people truly vilued the brand.

I.-“ llI'II.lL‘I'I.lL.L‘ 1.1|'| L"l.l.l]l.'i"l “."“..J.IL!‘ W |:|1.'i'i."|l'f Yo &8I
means developing close relarionships with consumers.
In the Middle East chis could mean markets and cafes.
In the Unired States we could be ralking sports games
.I!Id sCh !11.1":rl.th.

Without & doubt many consumers are highly informed
and deeply suspicious of marketing. What they do
respond to, however, is passion, No one can resist
enthusiasm. It you are searching for insight because you
lowe your product. the resules can be excraordinary,

At Saarchi & Saarchi we group our research into three

approaches. | believe these approaches can transform the

WilY |T'|I-\-1llt"\-‘\'|."\ onnect I|\-‘-'Ill'l- CONSImers:

1. Climb a mountain

2. Go to the jungle

3. Think like a fish

1
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one-on-onc is wqr

us 2 rule don't live in :mhmm Hermits
are rare. People love 10 be rogether. As
members of teams, clubs, and organiznions,
of families, couples, and communiries. You
name it, people like o do most things
with somcone else.

This means that we have to see the big
picture to make meaningful connections

with ind 1dnnil ﬂp:}lumm Yes, it's a
peaple as pmnf

but you can fake a faniastic
point of view. The view
from the peaks.

I have always had an uneasy relationship

with stat Hacks. My gut instinct is o protect
intuition from measurement. To aurture

ideas away from the glare of metrics. To fed

abour, rather than facror in.

16 lovemarks

mmﬂmnmtlmrpmrhy lmld

the fingers of thei

ik s PR

Tl'lﬂ'm o mdﬂ-‘ N SCNse O measure mnnn
according to radivional scales, Thar they
needed 1o invent some measures that do
make sense.

I also promised 1 would come hn.d( 1o one nf
their conterences onee tl-n,-y hnr.i worked our
how o count the | hqnn not

“When you take the Lovemarks quadrant
of the Axis, | can see there are different
types of Love which will give more or less
weight to Respect. For example, you have a
parental form of relationship where the
consumer will be leaning very heavily upon




I{' -

Qulsqulm e < ap with Sastchi &

Lovemarks can quide strateqy.
Saarchi for some intensive testing of an guid 2}

Lovemarks. Whar did | love about their positioning, creative, and
approach? They saw the qualirative and the tracking, and they can do it
quantitanve as i righr unit, Hearr and e = e
hand, wgthe across every touchpoint.
Pﬂﬂlﬂﬁﬂlﬂm]ﬂhnw MMIRM;WM&MmWr
created a set of mphtsttcn:ﬂ! questions hearts that our incuitions abour Lovemarks
to measure emotion. were rock solid. Now we have the figures to
back it up.

The resules of the firs tess from QualiQuanc:
They excecded everything we had hoped for, Lmramarks not un!y claim

correlation between the two is 0.60, if thar’s
the way your mind works,

From this understanding of consumers
comes our remarkable evidence thar
Lovemarks do have huge commercial
benefits—in terms of preference, in terms

of usage, in terms of future purchase. If you
can move your brand into the Lovemark

I Can Soe Clearly Now 161




2. Go to the jungle

Xploring is based on a very simple principle.

If you want to understand
how a lion hunts, don't go
to the zoo, go to the jungle.

Xploring came out of our artemprs 1o
understand China. 1.3 billion people, 3.7
million square miles, and 40 new babics
every minute! Ar Saarchi & Saavchi, we
believe thar Nothing is Impossible

We began by encouraging our clients to mvest
in better, more ingghthul rescarch. We mvested
our own moncy and time in focus groups and
discussions, fact-finding and analysis, Essendially,
we gathered a lot of informadon.

Enter Xploring. It is probably the oldes
research technique ever used. Bur despite
its effectiveness, mos COmpanies seem 1o

have forgorten about it

Iromically, Xploring is far easier 1o conducr,
maore alfordable; and far more insightful
and inspiring than traditional research.

Simply put, the Xplorer

puts on a pair of comfortable
shoes, grabs a backpack,
and heads off.

There are no one-way viewing mirrors,
Mo Pl'q’lif,'tl.r'\-'l'_' lI..'l,ZhII'iI.'ll.l.s,"‘-. iu"t [NtEraction,

observation, and lots of conversation.

We've bcm-m courhess homes,
hung our with kids in video arcades, gone
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'!nﬂnhunnkwhwmﬂmdd
millionaires, and gas station artendants
with dreams to own their own business,

‘We have met children
‘whose ambition is to
learn English, not so
they can study abroad,
but’ S0 they can make
China stronger in the
world market.

Children with ambitions ro keep China
clean. Old men who believe today’s
China is a woman’s world. And young
students who believe the future of the
wotld's economy is firmly in the hands
of China.

To be successful in China. we have o stop
being lured blindly by the sheer scale of
the marker (and it is amazing) and ke
the tme to undetstand its people-and

m  AsAG, Lafley of P&G says, "Answers
aren't just Found in numbers. You have 1o
get out and Jook.”

By doing just that, we came away from

our firse Xp

|| The women of China have achieved a
high measure of fnancial equality. Now
they are struggling for recognition and
higher status,

I Like people everywhere, what the
Chinese say is not necessarily how they feel,

bur the fear of loss of face adds a new layer
of complexity.

”“ The Chinese are in Love with romance.
It is not the past that the Chinese today
respond to.

+H They are motivated by their passion
o make China grear in the future.

_1'H+ [ There are no VCRs. There are many
DV, (:|:i:1u is not slowed h:r dec .:dl:'l. af
lEL‘hI‘IHIHHiJ;ql] b‘“Fﬂ"F"' and leaps straight o
the best new offerings.

‘H‘H‘ I Consumers in China don't fear
technology, They crave ir,

-

Sl The Chinese do not wane o

become Western. What they do wane is
to gain respect for being Chinese, Western
icons and imagery interest them. Respect
for what is Chinese connects with them.

It is nor difficulr 1o see how emotional
o s can be inspired by any of these

ﬁ m ﬁ'}{pinrmg is that



P&G have taken the “go to the jungle” idea and
developed it as an approach they expect from
“everyone in the company. Jim Stengel, P&G's
 Global Marketing Officer, puts it like chis:

“What PEG tries 1o do is 0 be very closely
and personally in rouch with our consumers,
This means being out there with them and

Iﬂﬂilﬂpﬁiﬂg in the ways they live their lives.

them as they use our products, talking o
them about their lives, For senior people,
junios people, evervbody at PEG, our culture
micans being a part of our Consumer’s life.”

Jim reveals a host of insights discovered ar the
consumer’s side. [nsights that have not only
shaped how P&G ralks with consumers, but
also how they have developed new products.
Here's one example of how effective this kind
aof research can be:

"I.__#l'nitﬂ States we sell a lot of Tide in
outlets where they sell very large sizes of
products at a discount. In the end we came o
the point where we were making the detergent
bottles so big and heavy that our consumers
were having trouble lifting them! But, because
we saw the problem in action in the supermar-
kets and ar home, we knew we needed to act.
Our solution was to put a spout on the bottom
g of the bottle, like a beer tap. This meant that
gas doing the washing could push a
and hold aép underncath the

“You don't get an idea like that by sitting
in a room. It happened when we were
watching consumers struggling to pour
out of very big bottles of detergent in
their own laundries at home.”

The reverse siruation came our of the same
sort of observation in the Middle Ease.
There, PRG pmple unnwith:: women

small sachets. Hnwlnﬁdmlﬂs could qh-uﬂ
the cost of washing and still avoid going
down to the river with a bar of hard soap.

Masao Inoue, the Chief Engincer of
Toyota's fuel-efficient vehicle, the Prius,
ventured out to do his own Xploring, He
Wk w:‘.nrking on a new model for the very
different American market.

“Baseball is very popular in Los Angeles,
so | went and watched a game there, |
parked my Prius in the parking lot and
then watched the game. When | walked
back to the parking lot | found my car
WWels \l.lrri“ll'ldl.".i t‘l\-' [-i I'FL'T Lars .I.“l.l i*i Lk-".f‘
trucks, The Prius looked very, very small
against them. I just fele it very strongly. I
].1- “H“‘.“}I"li]: Ihﬂt }ll“ I‘;I'I-E' o f“pi.‘fl‘l.‘l'll.l.‘..
o feel. So my thought was that the Prius
as it was mighet be oo small for the
United States market. By being there and
seeing the different sizes | learned some-
thing you can't really learn from readige
the size and measuremen
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The Maori of Aotearo, Newl"uhnd.uy-
*If vou want to catch a fish, first learn 1o
think like a ish.”

We have already seen how powerful it can

be to go out and join consumers where they
tive. To participate, not just obscrve, Another
successtul idea is 1o work with consumers
to develop insights. | am not talkine focus
groups here, but interactive sessions whese
consumers can make a specific difference to
design, service, producrion, dismmbution.

Whei Nike decided to develop a-store con-
cept designed for women, they knew that

they would need a fot of help from women
themselves. Clare Hamill of Mike discusses

Cxact I'I. 1'11. A I H'l 1

“When we decided 10 create the Goddess
stores, we knew we wanted a real one-
on-one client relationship. In fact, we
wanted more than onc-on-one—we wanted
a situation where we would be listening
and interacting. So if somebody’s actually
saying ‘Hey, 'm not going to buy this, it
doesn’t work for me,” we'll work o ger
that feedback back into our products and
product teams,”

16l lovemarka

N e
Clare and her peaple at the Nike Goddess
seores talkid with consumers about time
and balunce, the complexities of their
lives and shopping, as well as what moves |
them o participate in spores and firness
activirics, Taking customer suggestions
and ideas seriously is fundamental 1o
creating Lovemarks. Bur ar Nike Goddess
they ok another step forward.

“The only way 1o make a product that is
loved is to have the people who use it
involved in the process of making it. We
cermainly use our athleres for this.
Michael Jordan works with our designers,
and at Nike Goddess we have groups of
women that we bring in and work with.
We know that we hoave o find the woman
we are selling to. To find her and work
with her. One of the women we worked
with in this way was Max. She worked
with the product teams. It’s such a grea
idea for product teams 1o have a face and
a name and an inspiration. A consumer
who n:.j.l]}' does tell them Grsthand what
she thinks.”

P& believes in the valie of consumer
ideas so much thar they have buile a special
facility to ensure the intenicrion i5 as
l.l:-‘”;ll”.:il. le.i il'l\rl‘ll'.i!.‘””'l.]l L I'“E'hﬁil'l[ﬂ".

Abour 30 miles outside Cincinnari, inside
a nondescript building, P&G has designed
and creaved a rypical consumer’s home and
a store. Consumers are invited in o help

et




P&RG design new produces and refine others
that are already on the shelves The consumers
become participants to the pointof having
a shower and giving the product team live
feedback on the size and scent of soaps.

These examples show the prerequisite

of Lovemarks research: the personal
participation of consumers. And this is
where the Internet is developing as an
extraordinarily eftective research resource.
It is clear thar the web is s2¢ 1o play an
increasingly important role in adventurous
and creatve rescarch,

The Internet as & medium has been bogged
dewen by effectiveness metrics: hies and
clicks rather than disce wering haw we can

UJ}:IHHL' |!r.'up|r-t |j\ A,

Peter ( ey I.rl-l_\_]!:l.lrrl‘?_!l.lilt lhternational
154 the leading edge of compurer-assisted
rescarch, on- and oft-line

“T'he computer screen as a research toul
has many advantages. Interviewing does
not have 1o be done on-line, and can be in
a computer-assisted form as well, What we

. Ii.twd"enmnm-;mdtimmdﬁmnpin,

in both cases, is that if you remove the

interviewer from the situation, you can

miullpmmnmmdhhgn:bmmﬁe

respondent and the computer screen,

Respondents are much more likely to freely
express their emotions and to be honest

about themselves: In other words, we've
removed the ‘critic,” which is the interviewer.

“This is not to imply that interviewers are
always critics, but rather that without the
interviewer, much in the same way as one
might daydream, our emotions are likely
emerge in an uncensored form. We can very
quickly and economically create the sort of
data in a quantitative form that you would
normally see in a well-run focus group,

“The method is also highly interactive.
Marerial can be collected and fed back 1o
the respondent almost instantancously.

'":‘-'-'11.‘ d[l ot I'I-T"i,.' 4 ] L'““rn'”" PR‘..}FIC “'ith t’:l:
usual segmented, differential scales which
oblige them 1o act in a more rational way.
Those sorts of scales are fine lor measuring
aspects of Respect, for example, but not for
Love and other emotions, To measure
emaotion we need visual and verbal images
and projective approaches, which the
interplay between computer screen and
respondent readily sumulates.”
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Five things
to do tomorrow
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Lovemarks are owned by the people who love them. Thar’s simple enough. Bur just as the
consumer’s point of view (rather than simply thar of the brand) comes into focus, somerhing
elie becomes very clear. Some people ke their Love of a brand very senously indeed.

These are the people who would be shocked by the very ided of the “passive consumer.” so
loved by marketing manuals and and-brand activises. They are the ones who promote and
advocate fur their brand. The ones who organize for reinstatement, who suggest improvemenis
and refinements, who create welsites and spread the word, They are also the people who act as
mioral guardians for the brands they love, They make sure that wrongs are righted and hold the
brand fast to is stated principles.

| call them Inspirational Consumers.

“When you think about viral mdrlcenng and the
people who turn others on to your service and
recommend it highly, they are your Inspirational
Consumers. These are consumers who themselves
market the things they are passionate about. So,
they might say, ‘Oh, haven't you Hown JetBlue?’
and they all but sell you the tickets and put you on
the plane! For the company, they become the buzz
m:uﬁetmg arm. In the early days of Yahoo! we had
a lot of that. Now you can see it too with Google.
People are just passionate about Google, and they
can't help themselves from telling their friends about
it. For Yahoo! our Inspirational Consumers are the
ones that, without getting any markeung dollars
from us, tell people about our services.

(70 lovemarka



Its 1985, It was
Inspirarional
Consumers

who wold dhe
Coca~Cola
Company in
no o uncertain
werms thai MNew

Coke was no
going to  replace
traditional Com-Cala.
And char was  thae
Too bad abour the $4 mil-
lion invesiment in marker
research  and  over 200,000
blind taste rests, le miay in princ-
ple lor even in fact) have rasted
better, bur these Coke lovers didn't
care, A deluge of phone salls and
letters demanded the return of the
orginal Coca-Cisha.

A group of Inspirational
Consumers formed the
Society for the Preservation
of the Real Thing. There
was panic buying. In San
Antonio, Texas, a local
man drove to the town's
bottler and bought $1,000
worth of “real” Coca-Cola,

And Coke gor the message. It
wiok less than three months for
this huge company o respond
o the consumer tde of ourrage,
and return 1o the original ingredi-
enti. Coke acknowledged that i i
thie consumer who owny 2 Lovenmark,
not the company.
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The New Cake debacle has become legendary,
bur | am inrerested in those consumers who
caused the turmoil and wmaround, Coke's
website pays tribute ro them today by posting
New Coke memaories. This one is my Favorite:

“My family and 1 have been active Coke
drinkers for my entire life. | recall a time
when Coca-Caola decided ro change the
Formula; there was havoc amuongst the
members of my houschald. 1 believe there
was a date when the new Coke would be
sold and the old Coke would be removed
from the shelves. My lather, who is a
tremendous Coke consumer, [I.Inicltm:l.
rushed to the store, and bought several
cases of what ix now Coke clissic, These
Cokes only lasted rwo weeks. | was a child
when this happened, and | recall my
futher grounding me for drinking his ‘old
Coke.' which he held as priceless. |'hank
God for the returm of Coke classic or my
family may still be in mayhem,”

As Huw,.'r Enrice, former CEO of arch-rival
Pepsi-Casla, saidd in his well-known book
The Other Guy Blinked, “By the end of their
nighumare, |Coca-Colal figured our who
they really are. Caretakers.” He might have
added. .. of a Lovemark.”

These blind rests were blind alright. They
forgor to ask the key question:

“How would you feel if we
changed Coca-Cola to this
new formula®?"

72 lovemnaria

Thart's the question that would have allowed
their Inspirational Consumers 1o warn them
of the consequences. And make it very clear
to them thar the line, *T'he best juse ot
berter” was never going to fly.

Inspirational Consumers understand that
the Love of a brand goes two ways. When a
comsumer loves you envugh o take action,
any action, it is time to take notce,
Immediately.

Be honest. How many sugpestion cards
have you left in a box waiting until you
had the time to look at them? How many
times have you side-stepped an irate cus-
tomer because you didn't need the stress?
And isn't it a licde weird thar you never get
a single e-mail from a consumer? Fver. Yes,
business proreces irself well, and consumers
know ir. Bur in these consumers lie rhe
sceils of inspiration.

So start thinking of these
people who love what you do
as Inspirational Consumers.
Help them get behind your
brand and watch it accelerate
into a Lovemark.

Inspirational Consumers build fan sites,
Inspirational Consumers act as the catalyst
tor word-of-mouth campaigns, Inspirational
Consumers can make great products berter,
Inspirational Consumers have ideas that
matter, ideas thae can transform your
brand-if vou will let them,



In my experience, Inspirational Consumers
not only love a brand, they also love people.
That'’s what gives them their emotional
drive-what gives them their sheer stamina

They are the first voice in
the game of tag we call
“word-of-mouth."

W
commercial ever produced in the history
of the world?

it was the most fimous wlevision

f\i!plu:. 1984, Righe? ”n]:r ran ance ar the
KuF.‘rL'Ebuu']. "L".'"ln:t: :|.11:1|p||: First AW it l!ll;ll!
Sunday might, | don’t believe anvbody got
it. Whar was she doing with thar hammer?
And then. . word-of-mouth,

e best thing you can do is entertain and
stimulare through a grear piece of Mysterious,
Sensuows, and Intimare communication

l |!IL'!I |'I|:u|'||L' srare l’;llLiJI.H and vou ]:'.wL'
that miracle of power communication:
word-of-mouth.

Personally, | hnd "word-of-mouth” a silly
eapression, Where else do words come
from? What's imporwant s whose word-ol-
mouth and why they're talking. Some guy
LUHITICK lIIT 1 }"'ll.l o tl'l-l." \ldL"I-"."JlL ..“'llj Taves
about his mobile phone. We all do the same
thing. Step to one side. Never slow down.
We can hear everything, but we want 1o
listen to something that matters—from
someonne we love and respect, So Lovernarks
grow on emotional connections rather than
just word-of-mouth, As Malcolm Gladwell
pur e

SOMEODI '.'|I';|,I 15 ||_ imed sumin

by knowing more than | do
If | wanted absolutely the best
SOUNCe on COmpuLers. | woltiicl

!‘Hli SOMMOCOnc W I VO adin

1 1 i T L
the industry, But 1 don't. Most
fa | | | i TR 5% b kil
(3] LIS RO QOO0 SOIMNCCOOITe SHALN

|

|:.|‘= | F‘!'l.i"'_'_l‘l_il AUVINIATT OVOI
Uus in mmiarmation. @ wend 1o
opt lor trust oves

In! | -'} A “f-'li.".l

Let’s look ar some of these Inspiranona
Consumers at work,
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Inspirational break
Inspirational Consumers can also help Lovemarks rransform products, “Break” is a square

chocolate bar with a loyal following in Greece. Ir had one problem. The blocks were so thick
peuple struggled ro break or bite off a piece.

The retailers soon picked up the message from the con-
' surmers and let Break know. Consumers wanted a shim-
mer bar that they could snap. The Break people heand

these complaints and acted. The blocks were made
ihiTlllE'T .lrld ii."ﬁﬁ I."l'l:“'n\l‘ﬂ.'.

Lovemarks hear messages of Love From [nspiratonal
Consumers when evervone else hears complaings.

Inspirational busybody

In Spain, one Inspiratonal Consumer participated in the marketing of corporate gant General
Mills. A fanatic lover of Old El Paso Mexican food knew that if he was 1o see his loved cuisine
made more readily available, he was going to have to come o General Mills’ nid. The roud to
siceess, as he saw if, was paving more atention w the local sicuation. Why call it "Thick "n
Chunky” sauce if the product was “like our Spanish raditional Pisto sauce, bur cooked in

a Mexican way?"

Thie OMd El Paso pln—:iutn Were J_)-l.'|.u..':ﬂ'd a5

oo spicy, o ditheulr w cook, and reserved
b:p the ."i!:.jl]l.l:rdr. fur :-;;:ne::ul ocoamions. But our

Inspirational Consumer was convineed tha ELP

Mexican food could be consumed daily like

Spanish paella,

panish paella —M =

Putting his thoughts down on paper he sent a

list of sugpestions to General Mills. He pointed out the similarities berween Mexican and
Spanish cuisine and even offered 1o write a cookbook thue would convinee the Spaniards dhar
Old El Paso was casy to prepare,

I'he result of this inspirational intervention? General Mills marketing managers wrote a

texthook happy ending. They made the suggested changes. New labels, new product names
and, ves, vou guessed i, a cookbook written by Old El Paso fanartics is to be published.

N lovemarsa



mn [nspirational grandmothers

Inspirational Consumers want their Lovemarks o be
i .‘w.;ilull:nlr. not just for thenselves, hutlt't&r_ut-cr}mlc. Thae

. g} is their power. When a grandmaother in Turkey found

thar the red cap milk she used was hard ro ger ar the
local stare, she ook action. This Inspirational Consumer
looked after her granddaughrer, and red cap milk was the
only product she felt was good enough for her precious
charge. Unfortunately, she and her husband lived on the
outskires of Isanbul, where red cap milk was hard 10 ger.
She talked to her local store, rang the sales representarive
of Siitas, and kepr ringing until red cap milk was
available locally.

This was fancastic stff, but then she wenr that imporeant step further. Concerned that her
local store would stop stocking the milk if sales were low, she began a personal campaign. She
decorated the store, recruited a group of volunteers o distribute leaflers, and spread the news.

| believe there are Inspirational Consumers like this all over the world just waiting for the call.

Inspirational rustlers

Some Inspirational Consumers are so in Love with their brand
they lierally can't keep their hands off them. This was what
Beckers beer discovered m Chile when Ihq' introduced 4

pnwm‘ﬁﬂ mew characrer, a hlack \:hn:p with the Becker's artiude.

It was an instamt classic. Evervbody fell in Love with the
Becker's sheep, It became an icon. So much so that our people
started receiving calls from retailers saying thae their point-
ol-sale black sheep cutouts were being stolen faster than they
could replace them!

Okay, | don't want o encourage peaple 1o sorip stores, but
thar is the sort of attitude that can be harnessed for good.
Inspirational Consumers want to be close to the brands
they love. We need 1o ger ourt there with them and feed
off their energy.

Il Fellow the Suis 7%



Inspirational snaps

Aow brand thar wants o become a Lovermark
eers no gher mark of recognimion than the
howers of tem |||-.|'=-' ol Lonsumers prin

it ln Clubs, OF the muany Lovernarks

i & "
HIEL |':_:\.._ ..|||.|,||._.| LY ||nn.|,' it [RIs&TOT
e ASsOCIATIONS, NONe Wis Male SUrprisimg

ty m thon the Russian-made LOMO

camera, Old-fashioned it may be. S Inge

design: Ceranly. Loved: You better
believe it On the web there are 25 counrry,
B0 personal. and seven commumiry sites for che LOMO), including the iconic sociery
www.lomography.com. LOMO fans even persuaded the S Perersburg factory o restan
P wluerion of the Ribled LC-AC Thev visited the Bactory angd |‘|unl.:u-.f' the then-Mavar ol

g | -I-\.'l..l-l"lhg'. Y |..1| LERNL |I.J|.I||. NI' e '-'..Ill'.i..‘- (L4] |]I\. way il a |‘|I"L||: i I‘..

Inspiration rereleased

Consumiers who were Loval Bevond Reason pesuaded Technics to bong back the Eabled Techni

1 200} decks. Te rurmed our thae L]s so lovisd this e ol the turnable world thar chey wouldn'
|

S . - ¥ i : . ;
invthing else, Now the Technics bramd Approacies Lowenurk stitus for the cubs

wene. Check our the T-shires |'\_' and -'~'|I mat |'l..:|'.il'.j_h the unmistakable line drawings ol

||' |.'-.."‘|I.1.- .|| i ks I'I'n.l I-‘.:=|I il 'Irl‘-lln."l

SN TEND WA I’.l'. aAInp Fu wce cream

in Denmark

\ ||||_._|.. I_'||J||| [}] |,_1|.'I'.I|||,._.E. over O 040
Inspirational Consumers to contact
local company Van den B |-_-||-. T

FEimsTane |I-‘i||-1I||- Haveread |'\|'.

1ce cream, Four vears |.:r: T in

Van den Bergh launched a welsin

where consumers could vore for ther
favorite ice cream. The inevitable

restle? Kung Fu. wath 51000 vores.,



Perhaps even more lanatical than the LOMO lovers is
the man who is probably the ultimate Inspirational

Consumer: Jim Jerters of Douglasville, (€ weorgia. In
1999, lim's Toyora Starder was EOTEing e .ad_'.' ti
clock one million miles! Love his car? Sure did.
Ihe Starler still had the original ransmission
and engine and. with regular maintenance,

had been all bur trouble-free. Jim wanted

EVERVONC T I'Lt'l“'ll'l I fimd,

His passion for his Toyora earned him a spor on
the “Late Show with David Letterman” and the audience

got to see the yeros click over for themselves,

And remember, Jim dlso owns a couple of Camrys, one with 240,000 miles on the clock and
the other 100,000, Jim s QO dimwn already,

Stepping up

Inspirational Consumers are always passionate, forever enthusiastic, sometimes Fanatical, and
hercely loyal. Tapping into their emotional connections can reveal the insights Lovemarks live
olf. They do tend o see everything in black-and-white, but this is just the Love shining through.

Seeking out Inspirational Consumers and feeding their innovations back into the design,
manutacturing, markering, distriburion, and sales processes 15 simple common sense,

Business finds it tough o give up the control relationship they have had with consumers.

[his means they have been very reluctant 1o unleash the power of the Inspirational Consumer.
We are now past unleashing, Those Inspirational Consumers have been empowered hugely by
the Internet, and they are going to use their power in ways beyond anything we can imagine.

Giet ready.

By gerong close o Inspiranomal Consumers, | believe any business can transform el and

step up 0 become a Lovemark

1 Fodborw the San



We have tapped the voices and opinions of Inspirational
Consumers through our website www.lovemarks.com,
Here's a selection of what touches the passions and loyalties

of people around the globe.

REMO

The antithesis of blah, an on-line
Aladdin’s cave, the esience of must
have and alwavs, but alwavs Jun. Its a reminder
of a misspent vaurh, the excitement of providing
the perfect gift, and knowing that the recipien
will ot be able to rexvise REMOing in rerarn.
Love 15 4 REMO) sinpey thing!

| Manaper. Ausralia

Palm Pilot

A tradesman camse to my house 10
give u yuote—hbut when he pulled
out his Palm Piloe v check his
schedule | knew | would give him the job...
When vou come across another Palm Pilot
dievoree you have found a Friend. someone on
vour wavelength, someone who understands,

Conmintileant. Murarralla]

IKEA

IKEA 15 the place where tantasy

becomes reality and where adules

hecome children, At TREAs shap you can jump
on the chairs, sleep in the beds, improve your
Swedish, inveni wosr howise, find free FN_‘H:_'||:\.
and leave your babics at the playheld. and i all
fits in vour carl

D

Estnichesu, Lialy|
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Singapore Airlines

| lowe the way they ler me sleep thirousgh

the (Fantastic) food seivice and then

when 1 wake up in the middle of the mght, they
bring me a bowl of grear noodles, Complere

Ty s, :
Iliss—and no fuss KCamitamt, LK

A-Channel ‘ \ \

The impact A-Channel has on cach n :
L't'll'l!l'.llliiilll"l.' i serves s phrnulltl.:rl.l.].

It's not just a TV Seatron—it serves as a public
farum, a charitable organieation, and a friend (o
every Manitoban, A Channel i LOVED
because Love is whae it offers, They obfer grem
programming toa. | here are several stations here
in ':r_ll'l..]LiJ. th_ﬂ' e ul'lnl.'lt tl'!l,'ir .[l[ljifllk;[', h”.r
A-Channel is so sincere—it spreads its Love-vibe
throughout the region. People all over Manitoba
have "A7s on display on their homes, cars, kids,
and sedves and they are all homemade! These

seople are in fove,
I I e | Prsducer, Canadal

iPod

Wherever | go, as long as my il'ad is

rig}!t there with me, 1 rock. Its not -
fust lagiruee, Ie's artitude. Ir's got the

look of Love,

| Adbveriimimjy ewoomiive, U5 A



Apple

After 14 years I'm seill in Love. To . N
be honest, 1 don’t know why [ feel

this way, 've simply never wanted 1o give the
other ones a go. | dont even really know whar
the differences are.... Well, apart from looks! 've
been told both do almost the same things—one
way of another. Bue would they feel the same in
the dark? Perhaps deep down [ know it's the way
vou learn to handle them, how readily they
tespond to your needs, the way they do . Or
maybe theres more w i Richard Briees/George
Clooney. PC/Apple Mac, What sorc of idior
wonld divorce their soul mare? Apple Mac=you
are my Lovemark.

[ Dhemtganr, P Laborad |

The Statue of
Liberty

In tinves uncervain, pase and
present, humanity mvesey her with—or does she
already possess?—the strengrh of o living icon,
the hope of a living spirie, Uve stood within her
skin, climbed her winding stair, and surveved
her domain from her crown. The nobility of her
face, her steady pgaze, and strong, straight stance
keep the faith like noching el on this planer,
Words are not equal to the hope and faith the
Starue of Liberty perpetuates.

L ermivee digegioi, LES4

Barbie

he famous Fad of the 60s is now a

serious Lovemark thanks w the undyving Love of
voung girls everywhere, Barhie raps into thelr
dreams and hopes. She rakes them by the hand
pareway into adulthood. bur always in the safe
guise of play.

[Eafimr, MNow Fealamd]

Aveda

L]
Like a bevy of kind, arentive, - 'I
areracrive siscers, my Aveda hair
produces sic waiting 1o do my hair right each
morning. Dressed in their sweer, subdued
colors, the ream springs into action to smooth
mie, hold me, shine me up....Patiently they
work to discipline my unruly mop il it gleams
and hangs just right. They weap me up in their
bright scents and send me out o fice the world,
knowing decp down thar 1 am loved.

Fluigcapon, L1 %A

Twinings

A% A
Twinings reas have a special place AN Nl!’;!i
in my life. 'im just not a moming
person, but if, as [ wake up to that unfriendly
light. | focus on the image of my breakfast tray
with its fragrant pot of Twinings Russuin
Caravan e, | can make that brave move ot
From under the covers. Just a cup clears my
head, gemily, not with a crude rush of calfeine,
just a sensitive push into reality, Twinings teas
help me face the day ahead with courage.
| Wbt beer. Aaswad i

Where the
Wild Things Are

The grearest children’s book ever written,
Everyone can identify with Max because there's
a ledde bir of hiny in all of us, At rimes we want
to escape from something or someone, yer we
know in our hearts that the grass is greener
where wee stand. This book is absolurely timeless
and thought-provoking. Ie will endure forever
and will be read and re-read by children and
their parents unal the end of time.

Emirepriicar, UL5A|
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BBC

Lt weas only a few years

ago thar the BBC booked a one-way tcker 1o
IhE LS. [R1§] Iltl: [II’J [I! LA lln‘amu i ray |:1E'
fighl amongst the thousands of bland television
statticins wie are hombarded with here in the
Seares. Since that dme, my own culwral
hotizons have grown and matured along with its
I‘ni‘b’l—-imini HF. E'I.\'L'T i.inﬂ: L'n'l'i.ill'lg vEr O TI'lE"
“English channel,” the word comedy has taken
on 4 whole new meaning, "home decorating” has
murned o something of a sport, and my garden
tor wharever vou call the rwvo-by-two parch of
prass in front of my howse) has blossomed. My
Anglophilia has finally been sarished.

|| l.'r_-|| iiemretinis DTLS0AL

BMW motorcycles

Hl‘\iwl I‘HHTI:HL'}‘I;:II.:\ Arc o w'l'“‘h.{
{and 4 brand) aparr. And 50
much more than a brand. e s o lfsode, a way
of living, 2 way of defining mysell and the world
aronnd me. When | am on my R 1150 G5,
traveling through the wild and wonderful
carners of Africa, this incredible machine
becomes my survival kir. And afrer hundreds of
thousands of kilomerers, the "kit™ becomes
“comrade,” und the bond becomes emotional,
T me, this brand means freedom. Oy breaking
free. Fscaping. But that is almost generic to all
bike brunds. The WIS of the BMW ix
that it is a mowrevcle for the wild. It wams me,
an ordineey mon, into an explorer, 2 pisneer. o
Lone Ranger. It makes me more than | an,

Author, South Afncal
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Dodge Viper

A friend of my son lem
h'l:l'rl. I'I]‘ \I'Irirlcf to Hl‘ toa
wedding. My <on took me for a drve, |

have never experienced such an overwhelming
transition-from passenger to copilor. This
vichicle embraces vour as vou sic down, it
miakes you parcof it I ome were 1o gera
ticker, it wouldn't be tor going too fast, it
would be for flying too lwe This isn't any car,
this is o Time Muchine.

| Bnwraer, € lanails)

Absolut 4

lr 15 smarr, funny, rrendy; I always has ¢
a different story for us-inviting us to =i
discover “what is the story this ume?™ I

can be anything it wants, tanstorming am
lllTiL‘L‘t. '|i|.'|.l..i1.'.-|'['l'|.'|| T iSﬁ'lIL' i I.Jr'l‘l'l’r ovoen I.lTi!'Il;

vodka, but | love the Abawnbur brand,

g Romantal

Technics

Classic vechnology, The 12005

are the ariginal direct-drive

nirntable. Precision hi-h equipment made 1o
last. Fimst produced in the carby 705, small
changes were made in the lue 705 (o differem
maotor and a few new components) and the
ME11 was released. This solid construction,
with the ability 1o wine tracking, weighn, pirch,
ctcetera saw its popularity increase. The first
Dhisco and Bear 15 looked for celiability and
Hexibiliry to scratchfloop/mix music with other
music ared MCx in clubs, and on the strees.
The 1200 was the answer, As i workhorse, the
audiophiles have 1o agree. This is a fine
mirTiage-precision equipment miets the

rockers upmown. |
I [ LR



Fnac
A specialise seller of books, Cls,

1 !. I-
and videns, Frnac has around 40 _
shops all over France. Their main
campetitors are the big retailers like Carrefour
that sell you everything cheaply—from a pound
of carrots to 1V sews. Foac, on the other hand,
has managed ro ereate a special clinvite in their
stores and a pride in buying culeusal products
from them rather than from the big remilers.
heir assistants know about everything. So
much so, it becomes a challenge 1o question
them abour a feld they don't know! And in
every shop, you will find a space dedicated w
exhibitions or amist interviews or a showcase of
sume kind. This makes Frae not juse a place
where culture is sold—bur abso a place where
culture happens.

!."LIJJ.L.J.;EL Frane|
Original

Tommy’s Burger Ton !

Every rime I'm hack a1 Beverly and Ramparr, |
can't help feeling like I'm 16 again. This was the
stop on the way home from Dodgers and Kings
games, concerts, shopping, or anything clse thar
“I]ujd l?ri"g me e L...ﬂn r‘l'“' 1."".'. l.lﬂl'p'. ]I\T T ]
everything trom wedding parties 1o gang fighes,
Magic Johnson in his limo 1o o vagrant on
Christmas day who ate a burger [ gave him like
it was the only thing held had to cat in days.
Tommys has had an efecr on me like my fieso
kiss, or my first car; it's something thar stays
with you no matter where vou go, For me,
Tommy's will always be more than a burger; its

P o b hﬁ:' |Caragalide |J.|.1|i|_l,1~rr. LiSA

Birkenstock

A great story: 19th century

German cobbler Konrad

Hirkenstock refines the shape of his
grandfuther’s clog molds and adds a fexible arch
support. [owins the support of local docrors.
Eighty vears later, Konsad's son Karl applics the
next-genetation innovation and takes the clog
one siep hurther—inte a shoe, Vaiki-the
Birkenstock sandal is borm T bove the olassic
st}-ling. u,ml FARTaL1 r.n{ .1“ | lnw: I!|'L|.:' L.l;lrnl.nrt.
Heidi Klum can keep her “designer collectian”

. i &
deniim and thinestones! (il The Nesherlands

Mikimoto

| received my Mikimoto peadsas 9%,
a gift from my bovinend of three
months back in 1986, Immediarely | knew he was
a keeper. Whar a romantic, luxurious gift for a
i 1o give a woman, Porever associated in iy
mind with images of the beauriful Mrs,
Jaequeline Kennedy Onassis and the Queens of
England. When I'm wearing them they remind
me of my hushand’s Love for mic. | cherish
them. [ marned this man-and owo children
later, we remain verv miucli in Love!

Wridse tawd omwithier, 11N 4
It's just a linde aqua-blue box, but i
vour know thar inside is something
absolutely special. Could you ever open &
Titfany box without a quiver of excirement over
what it containg® No other brand says more
ubiour how vou feel about someone than tiis.

Tiffany's

‘..JL'.'IH-L' -IIII (SN II:'.IIIJ.IJIJ.

'l Pofivw the Sun 181



Tonga

The best kept secret in the
South Pacific, and probably the
must welcoming place in the world. Deserted
paradise islands, virgin beaches, active voleanos,
coral lagoons. Jonah Lomu. Carrently applying
for status as an international marine park
reserve, A famous history of independence and
the site of the mutiny on the Bounty. Scuba
diving visibuliey for 50 meters. The only place
in the world thar you can watch humpback
whales dance without ever having o leave

the beach. [0 PrLT CANEE: [y O

Snaidero

Smaidero was the Arst mw
undersiand thar kirchens are
evolving from a place where vou ook and
cvenrually ear, into 4 place where vou minsform
fousd into Love and alfection tor yourself and
vour Lamily and friends. Famous designens have
waorleed for them. Their new ES kicchen is made
m such a shape thae i can be pur anywhere
even in front of o window., It fecls smooth and
funcronal and it follows the curves uf}nur
body when you Hex yoursclf in one af your

(PORVRE % 1
lavene sports—ooking! 1 s

Coppertone

In the Glks the fragrant, exoric
smell of this lonon, the sun,
-Hlii llll.' CRLRRDY, |i|H.‘r.‘ll fli CIRET L'[P-.l.“.ql] hq‘Llf“'JEEr
Closing your eyes on a lonely beach in a biking,
vou coild dream and escape 1o Ameries, where
it was all happening!

Py

|Cistmpatry shmvsiot. Mew Frabamd

{42 Vovermarka

Toyota

Here in Egypt | see loved Toyota
pick-up trucks every day. Paine
jobs don't last well in this dimare with sand
being such a bag problem. It upsers locals tha
own lovota pick-ups o find that the large
Toyota sign at the back of the vehicle wears ouit.
The answer, for many, is to paint the name
“Tayora” in bright colors over the original sign.
Thar way you can show your Love for your
pick-up truck and the name Toyota ac the same
rime, These brightly painced signs on the back
af pick-up trucks are everywhete 1o be seon i
this ciry of Caire and all ather parts of Egype.

| Retailer, Egrpal

Y unmrgerdects

Campbell's

My Lovemark is the ultimate combors
food—Campbell's tomaro soup and Tomato
grilled cheese on toast, On a gloomy ~aeur
day, lounging on the couch drmking soup is
the very best cure for the blues, Camphell’s
soup ts more than o brand. Olkay, so it was
immortalized by Andy Warhol, bur that was
simply a recogniion of s permanent place as
an icon. Here am 1 o Switeedand, a counury
with some of the finest foods in the world. ..
Fondues and raclerees are brilliant and they're
combort foods in their own righe, Bue on this
foggy winter day all 1 desive is o big bowl of
Campbell’s tomato soup and wasted cheese.

Malamsusrrann, Svserlael |

Google Google

Gioogle is my best friend! Google is my best
friend! Google is my best Iriend! Google is my
best friend! Google s my best riend!

W npywrmer, Thikes|



Concorde

A specracular symbol of
techniological achievement and
by far the most beanriful aircrafr in dhe shy.

The sleek, delicare bull and that complex wing
th.qlr No other machine make people stop and
gape as it passes. No other machine retains s
own singular identiry—people dont ever say
“Theres @ Concorde,” just the one we loye—

the Concorde. .
|k nginee Frgawx|

Doc Martens

Dires signified teen angst and
rebellion for me and all the i
other kids growing up in suburbia. When |
started wearing them my parents didn't pet it
For girls, Docs showed the world rhar for the
fArst time “cool” meant more to you than
“pretry” amd you were developing your own
sense of style, True, all vour friends wore the
same shoes, so vour style wasn't necessarily
ariginal, but it was getting there. Ar least |
didn’t dress like my parents!

1Savlse. UV S.A

Breyers

To sum up my feelings, | must
quate Ren (of "Ren & Stimpy™):
"Oh! fﬂ:\' beloved jee cream!™ All that BI'I.,‘.'_‘F{:T'-
lacks is whar makes it sooooo good. Eatng
Hﬂ:}u:h 1 .‘tL'i.I:I (18] L':itihg hurm.'::rl.ulc*—ﬁnm. l|n:
way it melts, to the way its edges “crisp” up in
root-beer Hoars. Asa premium ice cream its

incomparable!
= P DAcomumam, 154

Ermenegildo Zegna f5=25%,

Just a drezm. The perfect wear

for the perfect man. Just for a .

few men. When 1 dic 1Tl wanr w wear an
Frmenegildo Zegna suir so | can be in heaven
with all the Ermenegildo Zegra angels

Phalesrmun, Cova R

Bundaberg

Not all ginger beers are creancd
cqqualb-tr most ave. For my loo
and lovaly, one rowers above the rest, The
distinerive, vellow label s a century-old echo of
mysters. Set against the deep brown of the
hirde. it hints af a submropical legacy of il and
dedicarion towards perfecting the ultimate drink
nirvana. The burst of effervescence upon
opening s an auml oy, And the taste of a cold
one-Woah! A dance on the ronsils thar stays
thirst and juse keeps going down. Words don't
do justice. Which says it all really.

Jessrrrmbie, Ausstalm

Steinway

I'he piano chosen by over 90

percent of COncert pianists is one

ol the grear musical Lovemarks, Steinway planos
are lovingly polished, runed, and cared for
through generations, A Steinway brings the past,
present, and future together with the mysierious

W & 'I'I'Ill'iln.
I o r I o aalemmain, LS A
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Five things
to do tomorrow
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Ar Saarchi & Saatchi, we've been purting
Lovemark ideas into practice. We want 1o
make as many Lovemarks for our clients as
we can. We know that any business thax is

not creating Lovemarks is simply not creating

value. Here are case studies on Olay,
Brahma, Lexus, Cheerios, and Tide from
our ideas people from around the globe.
Fach ane of these stories dramarically
demonstrates the power of harnessing the
Lovemark characteristics: Olay using
Mystery to launch into a tight marker;
Brahma wrapping up the beer market with
the power of storytelling: Lexus dealers
building empathy with customers; Cheerios
and Tlide repositioning themselves as
consumer icons.

OLAY
A Mystery story

What do you do when you are so successful

that your loyal band of consumers don't want

you to change® When you know you are
limited by the cregory, but the ones who
love you miost won't let vou maove?

This was Olay in 1999, A great p:udux:i.
weell-loved, and the leader in mass-market
sales of midvpricn:l P S e rs.

Bur one huge, new area remained for
L’J]:}' o break inmo: the prestige skin-care
market-the world of supermodels, movie
stars, and beaury queens. A secror that

186 lovemaria

accounted for nearly 40 percent of the
global skin-care marker. And, crmically,
A STEp Up o premium prices.

The stakes in this market
are high. With them come
the desire to stay young. Or,
even more profoundly, the
quest to fend off mortality.

The prestige sector had been dominared
for vears by the Big Beauty Industry
Players. They played hard. Their advernising:
arrogant, sclf-assured, confident—played on
consumers’ hopes and dreams. Surely, prestige
cunsumers whispered o themselves, the stuff
you pay-a lot of money for is more likely to
work. And the stuff you pay kess for? Gor o
be a licde less effecave. Millions of women
throughout the world had listened 1o this

“logic” for decades.

The prestige secror also had service on
their side. Deparrment stores ate where
the expensive lusury brands reign. Thar's
where the beauty consultants ("dragon
ladies” with vermilion lipstick and perfect
skin) lie in wair, ready to grab a womans
hand and persuade her that the product is
perfect for her.

Olay, on the other hand, lived in the
“self-selece”™ secdon of the marker—pharmacies,
drugstores, even supermarkers. There, with
no help in sight, 2 woman had to fecl
something about the product betore she

got anywhere near the store.



I'he power of 1 and 2.

Olay entered this -.u|1L'rr|L'5-. siruation with
- | |-1|1‘;; and valued history with women
and a crump card. A new anti-aging
cream with superh performance. Plus

&G knew they could make chis SUPRCTIO]
1:.._'.l_l ol e lormance .:u_.ﬂ‘.h.‘-:_ Cin TTRON G
women than ever betore. They could, in
some cases, oHer thewr cream at up e $100
less than .nrrlplr.li'nlu ;1r4'--.1||-'|\ sirld 1

III.';.LII TNt Stords

At Saatchi & Saatchi, we
figured there had to be a
way to capture the best ot
both worlds.

I To up-sell the vadidonal “selt-select”
consumer, and 2. wo entce the Prestige

consumer ofl her luxuryv-brand pedestal. ..

cocequals 3: Enrer a whale new besuary
..].l-..:ulullif.'-' IJJ.l!-'-tj:..'_L.' ['h.\llll'_-.' }lhldu._l'-

fiir the mass market

Hq-'\|1r;q_t hefore Love
I'he first job was to make sure thar this
lnrastic product was greeted with the

Respect it deserved.

1o take Olay into the heart of the prestige

skin-care |'.|.L|'!n...'l. the credibilicy of real

H|l|||i|l|l |h||1|-. IS Wals | |Il:||..|| ].:.'.II. a0 At 'lel.

beaury editors, che mavens, and the ni dlia
-

I'|'|'l|.\. i |‘.I.'\-1I. wL T '-1"1'..\'.. IFI.':I'l.:"v\..'l|.III'L‘.‘1

Fashionistas from New York and London.

Bur how to ger these high-tHyers wo listen?
Chr tem knew char if we said, “Here's
a mobsturicer thar is proven to be more
|||1_'J_|'.'.|.' I'}l.l_!l .I!I Ihll"\L ||'.!'||'I l:-l.llln.ll. ...|i||.|
its from | F|.:.:... wid pet ‘veah, right”

:.IF]I._l af r.'wpn-n-.. .'II'I‘I.‘{ t:'l..'ir ‘-.'|I-III:I.| |"‘I. rl'I.'-i

Whar was needed was a breakchrough
insight thar would not only make these
I'lliil'\.‘!ll"”.ll influeneers norice the produc

]'-L:l .l}hl.l !IL| in ln::-'x - 'u.i'.h |

We locked to Lovemarks
and found just the thing:
Mystery.

| he apra of the uwnknown

I'he first ask was to convinee the opinion-
leading edirors to mrial the new producr,

Lt H.]:||4|I.|L I|I-.' |r|.|'.ld name. J||._"'. -J.E_'lLLl.l.

The result was spectacular.

Il.l arnagl I 'II.Ilui.'



“I call it amazing cffects because it does
exactly what it says it will do, Lam hooked.™
“Fantastic, Where can | ger more?” “To my
amurement the ares under my eves isn as
crinkly as ir usually i "T am really searting
1o glow now. When | put it on my face it
feels like a part of my skin thae | have been
missing. It is nice o be reanited widh a

vouthful glow again. I'm happy!”

Mystery raised interest
and expectations. Testers
really did fall in Love with
the product.

And although they were surprised when they
found out who was hehind the Mystery,
they were nor disappointed.

Our intuition was ta the same enthusiastic
support could be created with consumers as
well. A series of trials and tests confirmed
the hunch rhar Mystery was an inherent part
of the success of this fledgling produce.

Perceptions of the value of
the product-with and without
the association of the Olay
name-were very different.

Without the Olay name, some women rold
us they would be willing ro spend up o
$60 for the product, Thar was three times
more than the price Olay intended aking
to market!
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With the Olay name attached, the acceprable
price point came way, way dowrn.

Clearly, while assaciations with the Olay
name were very positive, it was not i
brand thar could exist alone ourside of
mid-tier pricing. For this new pru-n.{ul.:t L
break into the prestige marker it needed
something more, And so the launch of
Toral Effecrs.

Io the power of seven

In developing the concept of Tosal Effeces,
Mystery was a guiding light. Tike the use

of myths and icons. The pramise to “Fight
the 7 Sigas of Aging” evoked all the iconic
assorcintions ol the number seven. As a visual
identilier, we created a graphic of the
number seven thar was used for three vears

around the globe.

The moment of lntimacy—and truth
Equipped with the expert tstimony of the
heanty indusery infuencers, Towl Effects was
ready o launch and to take on the prestige
sector. ['he campaign started m the heart of
the beaury business: Vogne magazine.

Heal wimen whoidl ;urlicipau:d in the initial
trials were recruited and photographed.
The spreads were beaudiful-but, erucially,
believable. The Toral Effects launch was a
phenomenal success, proving the ability of
Olay to artract the elusive prestige consumer.
Sales were S3 percent higher in sophisticared
prestige markers such as New York, Los
Angeles, and Chicago,



And the hgures kept on growing, long atter the
inirial marketing campaigns were over. Unlike
92 percent of new product introductions, Toral
Effects’ salis grew in the second vear, and even
more dramanically in e thind vear.

Olay has always been respected and loved,
With the addition of Mystery and Intimacy,
it was also able 1o make a dramaric leap in
price point with the launch of Total Effects.

Brazil-where the beer
comes from

Evervone in Brazil knows Brahima beer. After
all, they have had well over a century o get
acquainted. Brahma was founded in 1888,
and has built its position to be the leading
brewer in the nation, The name says i all:
Brahma i “beer.”

In 1990, most Brazilians would have said
Brahma was a Lovemark,

Brahma was the leading brand, wirh 35
percent marker share. A year Luer, Brahma
decided not just o be our front. but to make
everyone know about ic. They adopred the
line “The Number 1." Confident, assertive—
and focused on the beer and iis leadership of
the market, Trouble was, there was nothing
in there about the people who drank it

Seven years larer, Brahma had leamed the
big Lovemarks lesson:

Love cannot be taken for granted.

The line “The Number 17 created confusion,
Was it the first beer 1o be made in Bravil, the
best beer, the leading beer? Who knew and.
more and more, who cared? Brahma suffered
a hefry 11 percent drop in market share,

Facing up o the ruth, Brahma undersiood it
had become too tadinional for the young
people who consumed i—their largess marker.
For many, it was no longer about having

a good time or self-indulgence.

Brahma's return 1o the embrace of younger
consumers is a textbook Lovemarks story.

To ger back in vouch, Brahma and F/Nazca
Saarchi & Saacchi reached for Sensuality and,
more specifically, for sound.

In the search for a moment of real emprional
connection with the Brahma drnking
experience, the sound of a can being opened
was perfect

“Tsss" became the sound of
good times, the sound of
anticipation, and the sound of
Brahma. The power of sound
as an iconic element in a cam-
paign had immediate results.

RalBimg Thisder 1R



“Tsss” became part of the vernacular of
young Brazilian drnkers. Walk into a bar.
Make the sound. You ger what vou wanted
without saying a single word. You were
instantly part of a club of fans, " Tsss”
became an icon in ies own right,

Brahma had naled sound, bue did o ignone
the other senses. Specially decomted cans were
produced for popular Brazilian parties and
festivals, Touch was piclked up on wirh thermo:
sensirive stickers thar changed color as the beer
cooled. And Brahma was sold in champagne-
sized boutles in a scunning visual surprise.

Individually these senses-based actions were
smart, but more important was whar they
achicved ogerher, Brahma was dramarnically
repositioned as physical, with excitement in
s sound and wouch, and as an essential part
ol the sction. Now e was something dha
every young Brazilian could relate to on an
emotional |evel,

Having created a physical bond through the
senses, F/Nazea Sasarchi & Saacchi and
Brahma looked o urilizing more Lovemark
characreristics grear stories, myrhic characrers,
empathy, and passion.

As Benjamin Franklin once
famously remarked, “Beer is
living proof that God loves
us and wants us to be happy.”

That was cerminly the spiric thar sparked
Brahma's turte campaign, one of the most
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successful marketing ideas to connecr
with Brazilians.

The turtle spoke to the
hearts of Brazilians. The
turtle was irreverent, colorful,
surprising...and he loved to
party. This was a character
that reflected every young
Brazilian's ideal image of the
national personality.

The vriginal commercials fearured the wondes
effores w find a Brahma beer on 3 hor,
dusty road. The wrde was an animated
character interacting with real people and
real situarions. This freed up the campaign
o hrighnﬂl the acnion onssoreen, and
inthe absurd justapositions,

The frst tartle SPOL Was a hi.f‘ hit. Fmpif
contledn’®t ger enough of the thirsty rartle
who hijacks a truckload of beer in his quest
to get a Brahma and w get up-close and
intimate with some beauriful women at
the same fme.

FiNazca Saatchi & Saarchi and Brahma under-
Ilﬁcﬂj thﬂt I:H'I'.T Wis |]I|T l.TF Thf -I:l'.“'L“In“."‘I'I:L
emotional landscape. Thar being the case,
they reasoned, the more Lovemark elemens
that could be drawn on in the commercial,
the more potential there would be for an
emorional response. Working through the
key Lovernark qualities, the rtle and his
world are rich in Lovemark wouchpoinis.



ery: The creation of the wrtles
|1L'I'\l|||.|i[t1.' Wil i|1--!;rirn|. This was how
Brazilian vouth themselves wanied 1o be,
'|r11'\ ETent, IIELIII'IIK.'I.i L] .'\.l'lll'n.'\- 'l'l‘H' L=1.'1. i‘ni'\-'L'.
viery successtul ar achieving goals thae are

L|.I|il|lj_'| .1i|11 fIH_I_'|L'IL '-\'Irl'l l-tullrlnh_'_x'i.

[he stories of the tunles escapades were
clussicallv constructed. The turtle has o
prioblem: he & hot and ored and trapped in
an unwelcoming erwviroliment. He sees an
apportunity and sizes i1, He thus reaps the
reward of a cold Brahma beer

[n 1868, the scholar Georges Polo under
ook an extensive review of world Hreracane,
and concluded thar there are only 306
fundamental stories, The turdes danng
narrative of problem-opporunity-action-
success must be one of the worlid's lavories,
It taps into the dreams of every human

being; the search for good tortune

[he turtle then became a ||.l|:|_]L']'u-' |m1"m|.iT
characrer in his own ||}:|]I An con for
Brazilian attitude and humor. So intense
wis the p.u-.i:lu |-IIJ the turtle thar his
creator, Fabio Fernandes, became concerned

thar the il r111_1:h-| hecome bi Ber than

]
=
Tih |'|T.i1|1.1

1al b ourele is highly physical, He
may have become a symbol of chirsc. bur his
jupeling and balancing of the beer cans
delighted everyvone with irs crazy eheill and
dexterity, As I;-r seviiind I|||.' tuirtle's liLIIIE_'F.Ili.'tl
"Hith" victory ery became part of the

|4r.1.fr|1.|r1 VETTIAL |]|.'|T

i I'he rurtle's personalioy responded

Lih W |'|.|I coansumels 'I.'..'Jl'll['l.' most i a fng I1||.

The leve could be exaggerated, of course,

but humor and rreverence were highly
vilued by younger consumers. They felt
ll"ﬂ" rllrill.' Was One I'I+.T|-|I."|1'|

Afver three rartle SPOTs, FiMNarca Saawchi
& Saarchi felr the series had done s weork
[he client had other ideas: Enchanted by
the success of the turtle and the emuotional
FES PO It had created with the people

of Brazil, Brabma asked for one more
turtle spot.
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This one would be special. The commercial
would support the Brazilian soccer ream, which
was playing 1o qualify for the 2002 FIFA World
Cup in Korea and Japan. At the time, no one
rated them as potential winners of the Cup.

The new spot encouraged everyone in Brazil
to suppart the undfﬂi{;pr Bravilian eleven.

As Brazil's chances
improved, it was almost
inevitable that another turtle
spot was called for.

The turtle had 1o keep going with the ream
iself. Te had gone from being a mascor o
a lucky charm,

Agginst the odds, the Brazilian team won the
World Cup—and Brahma was with chem all
the way, Many Brazilians could nor help bur
v the turtle some small credir for this
remarkable victory,

The effect of creating such a strong emorional
tic with the consumer had dramaric resules
tor Brahmia. The turtle ad, with irs humar,
personality, and empathy, schieved an incredible
59 percent awareness during the World Cup.
This represented an average increase of

7 percent over the full campaign, Brahma's
brand consideration also increased by 4 per-
centy Brthma had achieved the highmt recall
and preference i all product categories in
Brazil. During the World Cup, audience recall
peaked at just under SO percent—a massive
increase feom the more usual 5 to 15 percent.
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Oisesxus

A new luxury car for
America? You've got
to be kidding!

It is hard to belicve now, but as recendy
as the 1980s, the automotive gant,
Tovora, was linde known in the Unined
States. Back then, the company was
known as a manufacturer of well-priced,
sinall cars, And even in the 80s, “made in
Japan,” the grear put-down of the 60s, sill
lurked in corners of the trade.

In Japan, Toyora ruled, bur the company
necded expansion outside the Pacific.
The American car market was huge.
Winning the hearrs of Americans was
crucial if Tovora was o meet it growth
expectations, and Tovota Fully intended
to do just thar.

Did they do it? They certainly
did. During the past few
years, Toyota's sales and
profits have climbed.

They have achieved their goal o become
the most profitable automotive company

in the world, and are now pursuing an even
higher goal: v become the world leader in
global awtomotive sales.



A big part of this success can be tied o the
ereation of Lexus, a lugury Tovota brand
specifically buile for Americans, The intro-
duction ol Lexus demuonstrates the crivical
importance of local connections and insight
in developing powerful global brands, 1ralso
highlights how relagonships—the bearing
heart of a Lovemark-can be the foundation
for long-term competitive advantage,

How Toyota turned the tide
of consumer opinion from
mistrust, through Respect,
to Love is a classic
Lovemarks story.

Leading with the local

In the 708 and 80s, Tovota had risen to
the challenge of convincing a narion of
Ameticans, in Love with American cars, o
buy and dnve Japanese. Sales of small cars
were booming, and Toyora had begun w
diversity the lincup. Bur the introduction of
Lexus—a luxury car and o luxury diseribucon
channel that would ke on the big European
and American manufaciurers—was, to sy
the least, a bold move. The initial reaction?
Scorn and disheliel,

Toyora knew the Lexus was up 1o the job
of dominating the luxury cur marker. They
also knew they had some powerful allies in
the task of convincing Americans to change
their traditional views—car dealers. Such was
the Respect chat Tovora had built up with
ity own car dealers, as well as that of the
auromotive ndustry in general, they were

confident that people would damor for the
chance to acquire a Lexus franchise, And
they did.

Mike Sullivan, 4 die-hard car sales profes-
sional from Santa Monica, California, had
worked with Volkswagen, Hyundai, and
swzu. In 1988, he heard abour Toyoras
plans 1o establish a separate Lexus channel:

“There were literally
thousands of applicants.
Without seeing the product
or knowing much about it,
other than that it was Toyota's
upscale division, people were
throwing themselves at the
Lexus rep for the opportunity
to be awarded a franchise.

“We got in the long line and started negoti-
aring, We jumped in and spent, ar the tme,
a lot of money for a very exciting ‘maybe.”
It was sort of blind faith-in hindsighe,

a labor of Love.”

With so many dealers keen to come on-
board, Lli:}'um could afford o be selective.

Undersranding the power of relationships,
they saw their dealers as business partnen
whuose own success was integral to that of
the company itself. Tovora siw them as

people with whom they intended 1o build

a mutually beneheial, long-term relanionship.
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So how did Tovera select their future
partners? “This was before all the survevs,
and it was sort of gut mstinct as o who
wanted re move forward and change the
industry with them,” says Sullivan, "We
simply embarked on a ‘no rules” service
situation. Of course, the Lexus was an
unbelievable car. But more importanly,
Tovora didn't say no ro us. Even if there
was i problem, theyd say, "Well, hix it for
the customer. and you and 'l work ourt the
details larer.” They didn't tie our hands with
having to argue with the customer over what
wits perceived 1o be wrong, If the customer

Wils UpseT, WE weTe iuppﬂ.ﬂrd to fix ie. And
we did.”

D Davidson has been with Toyowa since
he started washing rtheir cars in 1968, Dan
was another one of the lucky few o be
wilcomed into the Lexus dealer fold.
“Tovora kept the number of dealers 1o

a minimum, which allows us to sell quite
a few cars per outler, and for us to be
profitable. With thar profitability we're able
to give the customers that liele bic exura.
And we're able to keep reinvesting in the
service side of our business.”

Customers own the hrand

Toyotas corporate focus on "QDR"Quality,
Durabiliy, Rebability—is legendary. These
elements of Respect are now. rablestakes in
the automotive industry,

If everyone is respected,
everyone is the same.
The task then is to step up
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beyond Respect and form
a relationship created out
of emotional connections.
This sort of bond requires
sensational service.

With o commirment to service, Lexus
dealers ser new standards thar other
dealers struggle o march, Does it work?
You only need 1o ask Levus owners,
Service has become a hallmark of che
Lexus brand.

Milke Sullivan endorses the “lictle thiug;
that add up to a big ditference. “The free
car washes, the fresh rolls, the Starbucks
coffee, the leather chairs with the Tnternet
service...there's no one tangible thing, It
becomes the whole m:pl.:ti-um.'r."

At Longe Lexus, there are no customers,
only guests, stares Tom Rudnai, "We mrear
every guest like a guest in our home, We
have relatianships thar grow with every visit
to our facility and we are very respecrful of
our guests’ time. We want 1o meet and
exceed expectations every time a guest
comes 10 Longa.”

Dan Davidson, too, makes superior service
a focus of his business. W ofter free
pick-up and delivery when servicing or
purchasing, via Rarbed. And all minor
services are performed by roving technicians
at the customer's home or office, allowing
the customer to make the most of every
moment in cheir busy day,



“Say somebody buys a car from s, and
they drive it home. and a few davs later a
scritch appears on the vehicle, or i gets

a erack in the windshield, or a Har tire, Then
tl'u, custoimer 1.,1|'|~ s up, 1|lu| th‘H.‘-': ofie ol
two things we can do. We can say no, and
make the guest feel uncombortable. O we
cin replace the windshield or the tire, and
i[ |'|.||.I:I|' LI usa l..“l.II.IL' "F |:|l|.|]|.|“.."|.1 E“J.Lli.‘h
And we do that, We say, no problem—when
wonild o like 12 Do vou need a loaner
car? We'll take care of thar Guest. We have
an advocate for life.

Listening Bevond Reason

Liesus deders offier a conduit o the consumer-
burt as in all successtul relanonships, the
commumnicanon is rwo-way. Dealers arc
regularly consulred about improvements.
Ihawv're often called on to coordinat
custeumer focus groups, which are more like
family gatherings, o gather valuable

product feedback.

But unlike some other
manufacturers, Toyota takes
this feedback onboard.

This generates a feeling of
trust that perpetuates the
willingness of dealers and
consumers to give back to
the company-a virtuous
cycle that keeps the relation-
ship alive and growing.

Says Dan Davidson, " Tovotas Lexus people
listen, they rruly listen. Other companies
probably conduct the same sore of meetings
But what do they do with the information?
You might as well not have bathered with
the meering, because the manufacturer is
just going to go down the path they're
already poing,

"Lexus is different. Every single car thar
comes our, were asked 1o contribune our
knowledge o its development. They want
to kniow the tltin!_v, thar are 1'u..|“.1.' important

(1] l|:1c Consmer. :

We've learned a great deal from participating
in the Lexus stare-up, Like Saarchi & Saachi,
Tovota believes thir Nothing is Impaossible.
And like us, they wo understand the power
of Lovalty Bevond Reason—the very lovalry
thev ereared with Lexus owners.

Hll”llll.'_ | |:I-I-‘l|.!- I |'|'."



Out of the bow! and
into the heart of the
family

Breakfast is big business in the U.S. Think
$8 billion a vear. And thar's the ready-to-
eat cereal caregory alone. How much do
Americans love their cereal? Beyvond reason.
And, at the heart of this passionate moming-
rme Love affair is General Mills” cheery
lietde O in irs bright vellow bax.

When breakbust cereals first ;lpptﬂ.red i
American mbles in the 19408, Cheerios
was there, Ar thar tme, coreal was a
commauodity product based on grain forms.
Carn Flakes and Rice Krispies from
Kellogg's. Whearies, Corn Pufts, and
Cheerios from General Mills, Back then,
these five originatars shared & powerful 75

pereent of the cereal market,

Today the cereal business is packed with
over 250 brands, and market share has
declined accordingly. But in spire of this
dramaric shift, Chedrios remains a
Number One, a Lovemark that has lived
through the history of cereal itself, This is
a brand that has built such powerful
emotional connections with consumers
that any American from six to 60 would
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recognize its distincrive shape and most
likely recall having eaten Cheerios cereal
at some time in his or her life.

Cormmoding 1o beand

How did Cheerios do 12 How did the
cercal manage to thrive in this hereely
competitive category? o begin with,
Geeneral Mills realized early on thar food
purchases are rarely ever abour whars in
the box, the package, or the can.

The deciding factor is about
what the consumer needs
in his or her life.

Back when cercal was still a commodiny,
consumers cating breakfast wanred linde
information beyond what type of grain
they were consuming. Whear, rice, or oats
wus abourt as far as things went. Later,
people needed to know just whar differen-
tiated one grain fram another, and
breakfast eaters began o choose from a
wider range of criteria: taste, rexture,
color, size, and shape. Some exceprionally
effective adverrising bylines were born at
the breakfast table. The great “Com
Crunch” and “Snap! Crackle! Pop!”

General Mills was one step shead. They
ook their messages further—out ol the
bewwl, and into the lives of their core
consumers. Focusing strongly on “higher”
values of health and nutrition, Cheerios
was established as both relevane and salient
for adules. Pediatricians recommended
Cheerios as the ideal first solid food for



I'I.ll"ll..,"‘|I HHH'.IL‘H ‘\h“'ﬁ'nl._‘\,l th.ll -\I']IFL![I.'” "':'-"hll
arc 2 healchy breaktass did better in schoaol.
And oat bran way shown o reduce
LEI.”iL"lIL'IHi .Jl'I'Ll |'|1:l|:'|'|lf|1.' =1 ||UJ]'|1'I. ||L'.|.ft.
Great news for the dominant odt cereal

on the market

The rational, health-bhenefit message
worked o establish Cheenios firmly

the minds of consumers as “The One and
Uhnly” whole-grain cereal thar was best tor
the tamily. 5o far, so good. This powertul,
E\[i!tilll t-l."-.l."l.'!.l I'Tlll'l*.ll‘ﬂl-tllll. hll\:.]ll.ll;"l.]

i ]1! el g Ih“l“'!:‘ll Wiy I_E|I.,"||I..,I.lli'tlll'\-. J“'Hl[!i -
INg It-as the Mumber Three brand in the
category, with an average 3.3 share,

But in the lare 1990s, General Mills, along
with thie other big cercal manufacrorers,
became alarmed, 19989 had marked the
third stradght vear of sales decline [or breaik-
5:1‘-1 1.i1|.'.t|-\---”‘1|.' IlJII:-_"n."\.r I.|.LI.“|H. iJI Ilil\ |I1.-\.IH|:>

ol Illl’ ]"I,]H:rh"‘-'h.

Advising General Mills, Saarchi & Saarchi
convinced the company thar emotion, no
information, was the key w long-term
sucorss. The way lorward was to transform
Cheenos from a breakiast cereal inwo a
|-'|'|I'_'['||hL'| ||r |i|l.' 1..”'||||."| | iI‘l' |.-!'|'|!|hlié:|'| '."\.lill.lll.l
focus on the person most cosely associared
with the emotional momenis of breakfist
rime--Mother. From extensive rescarch, and
yeaurs of speaking w her with mtional messages,
Saacchi & Saarchi and General Mills already
knew what was going on in her head. The

MCXE STEP Wid [0 Capoare hir hearr,

A new campaign was created to build on
the Respect Cheerios had gained, adding
a crucial new ingredient. Love.

|{.|.|i“|i.d| ||TI1-L|.‘LH.| I.I‘.I.]I[I.\ WL t.th'r.lJ]['n
examined and translared ingo how a mother
||||E,':I'|l |I."|"||'|l'||.| [y [lil.'l'l'l I.'fT'IIHII."I'I.IlJI:l.' | |||\
understanding formed the basis for a series
of TV spows and print work showing

Cheenios In intomate familv situations
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Io the series, Cheerios was presented as
emotional support to a mother's innate
senwe of nurturing, as well as pervasive in
her children’s growing up. Cheenos stood
in as both the apportunity to connect within
the family. and the childs need w v, And
the adult-focused, heulthy-heart message
became the brand's recognition that all
parents want to be there for their loved ones

as they grow up.

Ve than breaklfaa

The resules of the campaign were dramaric.
Sales grow an average of 4.1 percent in volume,
representing a vear-on-year increase of about
£75 million. And share leapt to an average
of 4.4 percent, mking Cheerios from Number
Three to Number One in breakfast cereals.

By positioning Cheerios as 2 member ol the
family, Saarchi & Saarchi and General Mills
were able o caprure the emarional power
behind the brands |mW::rful heritage. The
resulr was the rransformadon of common
oats to an enduring expression of a mother's
Love for her family,
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Time and Tide

Grenerations of Americans grew up with the
smell and feel of clothes washed in Tide
The box with the bull's-eve was emationally
connected o the memornies of families
throughout America. The crispness of

a Fathers shire. The smell of fresh, Tide-
cleaned linen desperately missed in the cold
bed of a college dorm. Sheers Happing on
the family line. Tide was the scent of a
tamily thar cared.

These were the familyv-oriented values thar
had carried the Tide brand for decades, Since
1946, when Mocter & Gamnble introduced]
the world's st synthetic I..!ILIIILJ.-!'].-' detergent,
Tide has led its caregory far ahead of its
nesrest competitorn,

Bur by the lare 20s, Mom was more likely
to be up to her elbows in paperwork than
suds, and nostalgia was no longer powerful
enough to grow the brand. In a new ena of
instant grarification, sales stagnared. Tide
was starting 1o be perceived by consumers
as a mass-marker product, our-of-rouch
with the realities of evervday lives.

P&G knew that Tide could sl work sensual
wionders in the I.lum.lr:r. They also knew
that washing clothes remamed a ritual act
ﬂfcarcmking. AN ACTIVITY that hclps I:en:'p

families functional and in harmony,



Four issues stood out. How to;

= increase the releviinee of the brand

* re-cstablish the cdose relationship thae
Tide had forged with the r..1|1|il_'.'

= make Tide a Lovemark tor the
contemparary generation and beyvond

» demonstrate thar Tide understoad
the very diverse needs and values

ol consumers

The challenee was o get innmate with
T i
a whole new group of consumers,

The first thing that P&G and
Saatchi & Saatchi did was
to take a long, hard look at
the lives of what P&G
affectionately calls "Moms."

It becamie apparent that, while family was
o less imporrant wo them than ic had been
for their own mothers and grandmothers,
the way they cared tor their Bimilies had
changed. And it had changed radically

Moms on the move

Today's women live their daly lives on a
punishing schedule. They deliver thei
childeen o and from school. Their davs

are often picked with evenes and extracur
ricular activities, Then there is the planning
and partcipating in family events on the
wiekends and runming the household.
Added o this marathon is the facr that the

muajority of mothers work fulls or pare-rime.

Thev Live in their cars. They're constantly
on the move.

'. |[‘..|||:'.'. ['iill.‘ ll”]]l.l (A% II||"ILL':'E'||' !.l.”'\ [
these women in the way it once did—she
didn't stand still long enough! The brand
would have o cacch her on the run—out
in the world, not in the home, where s
advertising messages had rradiionally
reached her

SUDDEN
BECOMES]
Ih. H'\ !

&

Ihe message would have to be elear and
quic k. A MECSSAEC thar showed how the
brand I.'IIII,‘..“I'I.IJL'I.l with her hecric and

demanding lifestyle.



Point of Dirn

All mothers are familiar with the placement
of poinr of sale candies, gum, and small
toys at the checkour within tantalizing
reach of small eves and hands, The cisy
purchises you just can't resist in 4 moment
of weakness,

To talk with Tide’s consuimers, we developed
the “Poinr of Dir” campaign. This, we
figured, would represent all the classic
situations where spillage and staining
oceur. In the car, On the bus. At the piesa
parlor. A myrid of plices.

The strategy was to have
Tide speak to mothers at the
Point of Dirt-and to reassure
her that in that instant, Tide
would be right alongside her
to clean up the mess.

The advertuserments thar Saarchi & Saacchi
created were light-hearted. Oprimistic.
Amusing, Ads that broughr smiles 1o the
faces of mothers and everyone else who
identified their own personal sticky situa-
tions with the storics on the Willboards.

As one consumer told us: “Everybody's been
there. It's so appropriace.”

Another: “ think its more personal when
they speak to you ar thar moment. I's almose
a3 if they knew what vou were doing.”

200 Revemarks

The campaign was a rarc and successful
fusion of medium and message, An intrigu-
ing blend of informaton and Intimacy.
The reward? Sales showed an immediare
leap, and continued to grow year-on-vear,
in some markers up w 25 percent.

Now that’s a dramatic urnaround for a
brand thar was running out of energy.

By listening 1o the consumer, we creared a
very special moment of Intimacy—a moment
that reveals emorional understanding, A
moment that proved w be the foundation
of returning a brand—Tide—to its starus as

a true and enduning Lovemark.




WHAT THE WORLD
NEEDS NOW
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102 lovermarke

At the start of this book | described the restlessness thar
pushed me from job to job and led me to Saatchi & Saarchi,
My belief that emotional connections are critical 1o the future,
combined with Saatchi & Saarchi’s mantra that Nothing is
Impossible, has unleashed a powerful force-Lovemarks.

Our world needs Love. It needs optimism and inspiration if
we are to deal with the pressing problems we face. The severe
hardship experienced by over two billion human beings.
Conflices, disease, corruprion. Sometimes these problems

feel overwhelming, but as people in the world of business,

we cannot look away. The world of business can lay dlaim 1o
many fantastic achievements, bur we must never forget our
involvement in many of the problems. And more imporantly,
we must commir ourselves o inding solurions.

| believe thar the role of business is to make the world a betrer
place for everyone. First, by creating sell-esteem through jobs,
choices, opportunities, and challenges. And then by focusing
our creative minds on innovating for the greater good.

When | grew up in the industrial northwest of England, we had
no money and few oprions. Those were decades of economic
and social decline and, as painter Willem de Kooning observed,

Anyone who has lived in a poor community knows that the
most crippling effect of unemployment is the loss of self-
esteermn, There is a simple logic ar work here. You create self-
esteen by creating employment. And so the purpose of
business, no marter what any economist tells you, s o

creare self-esreem.




The past mforms, bur it cannor be changed. My concern is
the future. How can business mavigate self-interest towards
social interest? How can we mobilize the innovations bom of
corporate Research and Development for the benefic of
many? How can business create a tpping point thae sets a
course for human well-being?

Any business must make sense cconomically, bue there are now
new imperatives, It must also be envitonmentally and socially
sustainable over nme, The planer, people, and profits, All fir
onc and one for all. We need o guarantee to our children that
the foundations are in place for sustainable enterprises across
all dimensions.

Can basiness div this? | believe it can, v sure has the credentials!
As 1 gl business studenis amiind the world, business is the
engine of human progress. IF you want to change the world,
you're in the right place. Why? Because the people who will
lead the innovation and create the opportunides thar build and
wransform [ives will be the ones who dream abour, obsess over,

and plan the flow of goods, ideas, and expenences.

And what is it that makes the heart of business beat? People.
The desire of people all over the world to choose producrs.
scrvices, and experiences thar sarisfy their needs. fit their
values, engage thar emotions, and respond o their desires.
To substiture funcrional over-the-counter transactions for the
WITITIIIE'I IIFE"I’IHiﬂL’ l:l'l'lﬂ“ﬂl'lﬂl ﬂ.}ﬂl’li:(-‘ti“ﬂh "HJ]'I-I'.'I'II rl'ik?_\" HI'II.!
such connections, 1 have seen consumers ransform from fickle
brand-hoppers to fiercely loval advocates. As vou know from
Chaprer 13, 1 call these people Inspirational Consumers—the
passionate guardians of 4 Lovemark.

This is the new reality. A world that not only demands that
businesses be up-front and transparent, bur also insists that
consumers be truly ar the center. In such a world, producers
who embrace consumers and communities by building Respect
and inspiring Love can anticipate premium rewards, Producers
who don't will be sidelined and, over rime, displaced.
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2 lovemarka

| often ask people whether theyd rather work for a company
that is liked, or one thar is loved. One hundred percent go for
Love. With more of their time spent working, people want
thar work to mean more wo them. They are searching for
identity and they are determined 1o make a contribution.

Grear companies respond to this demand by armiculating a
higher purpose, They inspire their people with a cll w action
that builds identity, focuses on inclusiveness, excites passion,
and challenges possibility. And, no doubr, a rock-solid founda-
ton from which it is possible to make the world a better place.

Even the hard neural sciences are ﬁ.l:lr.[ing evidence t].'.nm.gl.'l
brain scans thar cooperating and feeling thar we are doing the
right thing can really make us feel grear. In The New York Time,
Naralie Angier summed up Dr. Gregory 8. Berns' Andings:

“The small, brave act of cooperating with another
lml'“]".. []'r Lliml.’ling st over {.':'p'rli.t.i'-'“'l-. F‘E"ﬂmiit} oYeT
selfishness, makes the brain light up with quiet joy.”

It seems we are wired to cooperate. And whar preater project
do we have to cooperate on than making the world beteer for
all of us?

This is the philosophy | can see taking root at Toyota—a huge
and successful company determined to make fundamental
change, and understanding that such change pivots on the
commitment of Toyota people. Working with passion and
dedication, they are commirted to a more prosperous sociery in
this new century.

Positive steps toward a berter future arc being taken by busi-
nesses everywhere, An example? Research and Development
that was once corralled at corporate HQ is increasingly being
undertaken where it will be applied, where it can make a
difference. Bur let’s go further.



| believe that international companies
should aim 50 percent of their R&D
budget at those 1.3 billion people who
earn less than a dollar a day.

This would be a fantastic objecrive for businesses with a neal
cammirment o inclusiveness.

Will the shift rowards business raking more responsibility for
the world's well-being be easy? No. As wich all shifts of power,
there are tough issues to be assessed and resolved. Professor
Sandra Dawson, Director of the Judge Institure of Management

at Cambridge University in England, highlighred what lies
beneath the surface:

“There is a paradox in the sense that if you empower
or regenerate, or vou enter into a partnership that
fundamentally affects the power balance, then ir's like
a parent and a child. As a parent you enable an
independence. which means thar a child won't
necessarily look at the world the way you do. So if
you want to get away from the colonial novion of
development, then that meany you have to ke really
high risks, because you are enabling things 10 happen
which may not then seem o be exactly whar you
would have wanted. In other words, vou can'’t
empower and secure regenerative actions and at the
same time exercise control.”
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The desire to control is tough to relinguish, but thar is wha
W IS dﬂ ir“‘ﬂ WANLD I STACT on TJTE inurnry EnWﬂI'd.i
Lovemarks, And let's face it, once you are inspired by the idea
of Lovernarks, it becomes impossible to settle for anything less.
Tracking Lowe rerurns a premium on every conceivable level.
As philosopher Daniel Dentiett said: “The secret of happiness
is to find something more important than vou are, and then
dedicate your life to "

Alan Webber, Founding Editor, far Comgpany:

"One of the things we've always believed ar Fase
Company is thar there is o higher road for business o
take. That when yvou combing the notion that work

is personal and that outcomes and performance marrer,
'.i"ld Wil I.'l[]ﬂll.' :i“”ﬂ: wn \':l:}ﬂ‘l.’i “I‘ (1] 1'I'|.E same Eﬂfr}"’"
source, then you actually gee the best of all possible
worlds. You ger a workforce and a ream of people who
are wotally committed o whar they're doing, You get
better results in their performance and in their sense

uf \‘-'II;J['\ pn.\:‘iihlc."

Ar Saarchi & Saatchi, we are determined to expand our sense
of what is possible. We have already made our focus “to create
amal perpemiare Lovernarks through the power of our ideas.”
WE‘ Wiil UsE OuT id G O CORmEeT, im‘l.ian‘n. ﬂl-'l{l & Fim{'r l'h[."
people in the 82 countnics we operare in. We will demonsirane
that 1o be sustainable in the new century, enterprises will nead
to take on an emotional dimension. And we will grow stronger
because we know that those who engage with more than their

oW pmﬁ[ marging will E,.uhu mamentum [is.

Those who limit their benchmarks to
rational and financial outcomes will go
nowhere slowly.



We have found this w6 be true in the area of social commirment.
Owver the years, Saatchi & Saarchi has aken on pro bono work
around the world 10 help social causes. Our response was
emotional. Clients would bring us powerful stories of groups
.'|I'|'|I. llll':_".l.l'liru'lill"n‘. ['”rl.l"ll'l.! "F"ii”‘[ Thl. TaaT '|'|F'||'|'||.|y.||!.'||1||.

social injustce, Child abuse, road deaths, u'w1|.|.||:| transmitied
I.El'l-{'..l.".l.'\ WEILE, TRETST I.Ir“g‘\-. FOrrure, |.|.I..:l. I-|r CONIraci l'll 0,
censorship, environmental damage. and many, many mon

{ !LI_I I.‘_"hlhlll\l.., WIS B0 CPCANE SOrne 1'|l- !hl.' il llII|I|_h.'||-I!I':'L :\JI.'..!"-

in the world.

LR it 8 )




Dhid this make ws lose focus on prntil? Moy, [ hd ot

dilure our relationships with major dients? Quite the
reverse. Whae it did do was o transform us into one
of the world’s leading social communication
companics. Do our people get a buze [rom that and
Want o |.J|.= more tio sct IE'I.IIIIL"'\. ri_l_ﬂ'lr with I||-, v..-ur]d"

You ber they do,

The more power you give away,
the more it comes back to you,
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Bur if business is 1o make the world a bener place we also need
to step outside our own comiort zone, share resources, and ke

A oW I‘h."f.\],'.H,‘L'ti'b‘L".

It was this imil.l,ill, uh'.:.mpiul'lm] h:r our Worldwide Crearive
[irecior, Bob Isherwood, that inspired the Saarchi & Saaichi
Innovation in Communication Awards. Literally, a celebration
of wnrhirc]'l:mgmg 1deas.

We are an ideas company, but we know that ideas by them-
selves change nothing, It's when they o to work and transform
the way peaple live that they matter, Dr. Amo Penziag, former
Vice President and Chiel Sciennst s Bell Laboratories and
joint winner of the 1978 Nobel Prize in Physics, lives by

this distincrion,

“Invention is the product of a creative or curious
mind. lnnovation is something that changes the life
of the customer. It changes the life of the customer
in some way, or the world in which the customer
experiences things. That’s an innovation.”

There is a parados in all this, of course, Often the simplest
mnovations have the potential 1o change the world most, This
was certainly. true af David Irvi nc-H.’:Hidu}ri invention, which
won the Third Saarcht & Saachi Innevanon in Communicaton
Award in 2003,

[Dhave’s idea was born during a trekking trip int the mountaing
af Nepal. A photonics engineer from Calgary, Canada, Dave
wis struck by the fact thar the villagers in this remote, ruml
land faced an overwhelming harrier o their health, well-being,
and developmenr—darkness.

They had no access to electric light-
a situation that confronts some 1.7 billion
of the world's people.

1ﬂl'lm.r !‘I!r “:I'I'illl anlli Nuh M



Bob Isherwood takes up the story:

“Dave Irvine-Halliday's imvention was exacily
the kind we had bheen hoping for when we
creted the Innowvation in Communiciton
Award, Whar we were after was the application
of a simple, practical idea for the greater good.
[ave's invention is certainly a stmple idea, bu
the implicarions for humanity are immense,

“Itis based on the amazing power of white
light emieting diodes. These tiny bulbs require
very little enengy bur chey light up a remark-
able area for their size, By dustering

a group of these nny light sources
wgether, Dave wok the technology
into anather realm, He produced a
unit thae could supply encugh light
for a child to read by, What a lifi-
transforming idea.

"To me, ideas are the currency of the
future, That ks the essence of how
husinesses can make a difference.

| agree with Arno Penzias:

“Creative people let their minds wander,

and they mix ideas freely. Innovation often
comes from unexpected juxtapositions, from
connecting subjects that aren’t necessarily
related. Another way to generate ideas is to
treat a problem as though it were generic.

If you're experiencing a particular problem,
odds are that other people are experiencing
it too. Generate a solurion, and you may have
an mnovation,’

“ldeas people start their day, in the words of
our technical consulean Davad Levy, 'looking
for rrouble.”

0 L-.-e-r-:ru

“And there is a lot of mouble to find. Large
numbers of the people of the world find them-
selves funl-up against barriers tha prrevent
them from doing simple things that most of
the first world takes for granted. I'm thinking
of basic actvities like humg able to read,
getring quick, comperent medical services,

or having access o electricit,

"Or idea? IF the lives of millions were
burdened by so much trouble, and ac the
same time ideas people are out there
Iooking for trouble, why not put the
owo together? Thars why we ssued
the challenge for people 1o pue for-
ward ideas that have the potential o
change the way we communicate.

“We weren't thinking of any one
kind of communication. It could be
anyvthing—from between individuals
0 berween nations and planers! It
was. 45 we say in the ideas business,
4 very open brief.

“My friend and Innovation Award judge,
Edward de Bono, sums it up best: "It is betrer
1oy have enough ideas for some of them o be
wrong, than o be always right by having no
idecas avall....”

“The Innovaton in Communication Award is
another step cowards making the world o berrer
plage. Ir's an example of how curiosicg, passion,
and concern for the well-being of our planet
and ity peaple can inspire miracles.”



A selection of standout entries from past Saatchi & Saatchi
Innovation in Communication Awards

Kaspa-Dr. Leske Kay, New Zeakand

{Winner, 1888)

A sersory substituie for the vimsally impaired, The
helmet-like device uses sonar signals 1o help hlind
people “see with sound,”

Seli-Adjustable Spectacies—Professor Joshua
Silver, UK. (Edward de Bono Medal, 1998)
An inexpemsive cveglass-lens systen destined For che
developing world,

Quicktionary-Wizcom Teahnologies Lid., Israel
(Finakist, 1998)

A handheld “pen” designed 1o san s and
eramslate it siatleaneously,

Univers Revolvad—Ji Lee, U.S.A

(Finalist. 1998)

A threc-dimensional repeface thar encourmges
people to readd “In the round.”

Peratech-Permtoch Company, UK.

[Winner, 2000)

A revolutionary clis ol electrically conducrive
composites (LY T0s) incorporaed o a woile,
The fabric, with the unique abilice to respond
1o human couch, has been tested by NASA for
spacosuits, and has been used by Burton in
“melligent” snowboarding jackets.

NeuroGraph-Dr. Richard Granger, U.SA.
{Finalist, 2003)

Non-invasive abil for the carly diagnosis of Alihelmers
and ather neurohogical discases.

Mind Switch-Professor Ashiey Craig, Australia
[Finalist, 2003)

A rachical device thar tueny brain waves it 3
physical extension of the body, alliwing the disabled
to operate clecrmonic equipment by remore contral,

Artriicial Sight-Dr. Wiliam Dobelle, U.5.A.
{Finalist, 2003)

A pioneering technology using video projection and
aleall jeplarys, which resulued in be whus
hivvee Jose cheir sigght beng able 1o see” abter vears af
ol blindiness.

The Kinkaiou Projector-Design that Matters
Team, MIT, U.S.A. (Finalist, 2003}

A mobile library, clasioom projector. and reacher-
rratning ool in one-mo give remow communigcs
wiprecedented actes w educaron,

Stand Up and Walk—Professor Plerre
Rabischong, France (Finalist, 2003)

A system of biomedical impline tha offers
paraplegics the real possibiliny of walking again.

More about these projects, and about the Awand. at www.saarchi-saarchi.com/innovation
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To set out to make the world
a better place is inspirational.

No inspiration, no innovation. Inspiration is contagious. It
is accessible 1o all, And, | believe, will accelerare us towards
a berter world.

Sandra Dawson again:

“You can't do it all on inspiration, but without
different ideas you can't be good ar business. So |
think inspiration is absolutely essential. The more
diverse your experience, the more you allow yourself
to think unusual things, the more different experiences
you have, the more you question and the more you
look ar things from different angles. That's when the
ideas begin 1 flow and where inspiration can be
very significant.”

To set out w0 make the world a betier place is inspirational.
Thar inspiration feeds back o create more grear ideas and
actions. This very powerful cycle will not only benefit the
people of the warld, but everyone who participares.
Businesses, individuals, communities, organizations.



Inspiration creares action. It is not abour
hierarchy, strategy, structure, or systems. e is
- about people reaching their porencial Tr is abeu
LY every indvidual in an organizagion exceeding theie
personal best in pursuir of a unifving dream.
People whe have the courage o be ingpired and w0
inspire others with such a dream are Inspirational
Players. Together, Inspirational Players evérywhere
stand for Nething is Impossible,

“The journey of a thousand miles
begins with a single step,” goes a
Chinese proverb. To me, it’s not the
distance to a better world that
matters. The journey is only as
long as we believe it to be.
What counts are the single
steps. The steps taken
by Inspirational Players
in their path towards
creating Lovemarks,

b

The actions of enterprising
people inspired to make a
difference through :




Can business make the world a better place?

Of course it can.

Will business take up the challenge?
It is in our best incerests wo do <o, and ler's face i,
our best interests have been a powerlul driver for

MAny Cencurmes.

What can inspire us with the emotional urgency
required to undertake this epic rsk?

Thi creation and rewards of Lovemarks.
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