Things We’ve Learneaq:
Building Brand Love

Jazzy Danziger
Senior Copywriter

y @jazzyloyal

Mike SpakowsKi

Partner, Creative Director

y @mspako




“That i1s how friendships begin: one
person reveals a moment of
strangeness, and the other person
decides just to listen and not exploit it.”

MEG WOLITZER
THE INTERESTINGS



The moment | started feeling funny about GE.
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‘ ‘ My mom? She makes underwater fans that are
powered by the moon. My mom makes airplane
engines that can talk. My mom make hospitals
you can hold in your hand. My mom can print
amazing things right from her computer. My
mom makes trains that are friends with trees.

My mom works at GE.
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A little less business-to-business.
A little more human.



Willing to admit that
things aren’t perfect yet.
(But they could be someday.)



“Never let the blood show.”

CHARLES EAMES













“Never let the blood show.”

CHARLES EAMES




let the blood show
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12. RETURN WITH ELIXIR 1. ORDINARY WORLD
2. CALL TO ADVENTURE
11. RESURRECTION 3. REFUSAL OF THE CALL

4. MEETING THE MENTOR

5. CROSSING
THE THRESHOLD

10. THE ROAD BACK

6. TEST, ALLIES, ENEMIES

9. REWARD, SEIZING
THE SWORD

7. APPROACH

8. ORDEAL, DEATH, REBIRTH
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let the blood show



a moment of
strangeness



EFmpathy.



| et’s take &
step back.



What’s

love~?



What’s




Nature Is a
cruel
trickster.










A mechanism to promote

mutual support for an

extended time period.
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YOU

Believe in them.

Cheer them on.

Invest in them.

Advocate for them.

Teach them new things.
Want to see them succeed.



BRAND

Believes in you.

Cheers you on.

Invests In you.

Advocates for you.
Teaches you new things.
Wants to see you succeed.






What's the
benefit for a
B2B brand?







| ess likely to be
percelved
as a commodity.






| OgICc only
goes so far.
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emotion |0gIC




personal bUSINESS
value value



admiration from
others

confidence
happiness

contributing to
soclety

achleving
business
outcomes

nigh
performance

structure



In B2B, personal
value has twice
the impact of
business value
ACross
consideration,
ourchase,
oremium payment
and advocacy. O FHOM FROMGTION TO EVOTION:

A STUDY CONDUCTED BY CEB
IN PARTNERSHIP WITH GOOGLE
















Room to
Mmake mistakes.



Room to
Mmake mistakes.

(On the slow road to improvement.)



“As brands respond to [changing customer
expectations], transformation takes time.
Brands that are loved benefit from greater
customer patience.”

KANTAR MILLWARD BROWN
FR&M BRAKDZ TOP 1QQ MOST VALSLABLE
GLOBAL BRANDS REPORT, 2016



Time and space to
try new things
take risks
Innovate

Finish

FROM JULIE ZHUO



Word of mouth.



Word of mouth.

(Kind of a big deal in B2B.)



“Brand love Is great for retaining
customers, but it doesn’t grow brands.”









“People love to talk about things
they love.”









“People love to talk about things
they love.”



Brand love.
A strategy for growth.



Alternatives to
orand love~
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@ airbnb
NETFLIX

U B E R
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BRAND LOVE BULLET POINTS




BRAND LOVE STEAK DINNERS




What do all
lovable branads
nave In
common??



| ovable brands bring
people closer to who
they want to be, ano
what they want their
world to look like.



“Good branding should always assert
the perfectability of all things...A good
brand I1s a door to what ought to be
from what is.”

N\

JOAN KHOURY
CMO OF OPPENHEIMER & CO.
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Lovable brands make us feel
that it’s possible to become
the people we want to be.



Even In B2B?



People crave purpose.
Especially at work.



Business ' A step towaro
transaction “better”



Flve
questions.



QUESTION #1

‘How does my pbrano
represent the promise
of a petter worla?”



a better worlo



Not necessarily an activist.
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Safer.

Healthier.

More comfortable.
More convenient.
More beautiful.



SOMEWHERE BETWEEN

“Our mission is to provide
great customer service.”

AND

“We’'re literally saving
the world.”



powerful analytics
- all mobile platforms

a7

We've ogensturced cur nlegratonrs mplementaton 10 Pat you can take contol and Bring e power of owr crash aralysis platiorm siraght N0 B 100ks yOou e
ovoryday Head on over 10 our G& repo 10 get staned. Submit your pull reguest and wo il review it

crunch Crunch Crunch Crunch Crunch

SF DISRUPT SF DIERUPT

Crunch Crunch runc Crunch

SF DISRUPT ' DIERUPT

P Pl o) 0:26/1:49 ‘ | cc I « S I - -


https://www.youtube.com/watch?v=IXuFrtmOYKg

& slack



a world where life at work is simpler, more
pleasant and more productive



Blackboard



a more educated world, where people
have a lifelong passion for learning






a world where people always know
thelr private information is secure



You may not
love Shred-It.

But people who
love Shred-It love
Shred-It.

/




QUESTION #2

‘Does our vision line up
WIith our clients and our
employees?”



If @ mission statement

falls In the forest and no
one’s around to buy Into
It, does It make a sounad?



QUESTION #3

‘IS our viIsIion
consistent?”



QUESTION #3

‘Is our vision (fairly)
consistent?”






QUESTION #4

‘Do we provide
something to our
customers peyond our
oroduct or service?”



. Danielle Hohmeier
ﬂ daniellesmyname
My 2017 goal is basically to go stay in an
awesome airbnb somewhere with a great view.

Easy enough, right?

3:23 PM - 4 Jan 2017









Proactive
Thoughtful

Time iInvestment
Personal



Tangible expression of
the brand that helpeo
Danielle get closer to
nher vision



Tangible expression of
the brand that helpeo
Danielle get closer to
nher vision




+
surprise and delight



QUESTION #5

‘Do our clients trust us?”



QUESTION #5

A1

J)



QUESTION #5

“Do we deserve our
clients’ trust™?”



QUESTION #5

‘Do we geserve our
employees’ trust?”



QINTEGRIT?
| WE WORK WITH CUSTO

PAND PROSPECTS OPENEY
. . ‘“v’ ANO SIN
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PEN WE WON'T DO IT.







v/ Our brand has a vision for a better world.



v/ Our brand has a vision for a better world.

v/ Our audiences see themselves in the brand’s vision.



v/ Our brand has a vision for a better world.
v/ Our audiences see themselves in the brand’s vision.

B Our vision Is consistent.



KKK

Our brand has a vision for a better world.
Our audiences see themselves In the brand’s vision.
Our vision Is consistent.

We express our vision outside of what we sell.



RUREUREEURIN

Our brand has a vision for a better world.

Our audiences see themselves In the brand’s vision.
Our vision Is consistent.

We express our vision outside of what we sell.

We deserve the trust of clients and employees.



v/ We let the blood show.



Tie your
vision to
every
touchpoint.
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Food tells
truck drivers
how fresh it is.
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smarter planet (il
know exactly what alert doctors before \\|“ ‘\\ =
customers want.

patients get sick.
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About Us Our Story History Management Board



This bag Is
convehnient.

CROWN The Foundation for
n «s CASTLE a Wireless World.

tical.

CROWN The Foundation
— CASTLE for a Wireless World

This bottle

is prac

Ads (and swag).




cbre o EEZH B8

1,111 posts 18.2k followers 249 following

CBRE The buildings, spaces and people that inspire us to transform real estate
into real advantage. blueprint.cbre.com/waiting-for-the-bus-has-never-been-
more-fun

Social.
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Employee or client onboarding tools.

Fast is better than slow.

While slow is adding unnecessary
embellishments, fast is out in the world.
And that means fast can learn from
experience while slow can only theorize.

Those who ship quickly can improve quickly.

So fast doesn't just win the race. It gets a
head start for the next one.

FROM BEN BARRY
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FROM BEN BARRY

Facebook was not

originally created to
be a company,

It was built to
accomplish a social
mission—to make
the world more open
and connected.
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Values Cards — Recto-Verso

BREATHER VALY

Treat everyone like
it's their birthday.

’
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WORK, MEET, ncug vy "
-~

BREATHER VALUES

BREATHER VALUES

04.

Indepen—
dence

Work with a sense
of ownership.

.J. Act ﬁk%n

* 'ﬁu"d’/

"

entrepeneur.

p Ambition

WORK, MEET, FOCUS

Be respectfully
honest.

08.

Contribu—
tion

Make the biggest
possible impact.

FROM BREATHER
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“architectural structure,

the process of literal measurement,
the measurement of results

and deep thinking”

FROM DN&CO / FATHOM ARCHITECTS



- -

o

Packagin

aterials.




”Yubur electricity
S green energy bill and what
< it’s made up of
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Can you
measure
brand love~
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“Branad
pAassIon
score”

Construct Constituent Items™
- Current Self-Identity 1. Says something true and deep about who you are as a
person®- 3.5
2. Important part of self how you see yourself*®
Desired Self-Identity 1. Makes you look like what you want to loc:gm =
i e 2. Makes you feel like how you want to feel”
DESEand Infegration Life Meaning and 1. Does something that makes life more meaningful*® >
Intrinsic Rewards 2. Contributes something towards making your life
worth living®®
Attitude Strength 1: 1. Frequently find myself thinking about it** 13
_Frequent Thoughts 2. Find that it keeps popping into my head®
Willingness to Invest 1. Willing to spend lot of money improving or fine-
Resources tuning it after buy it 2% 3
2. Willing to spend lot of time improving or fine-tuning
Passion-Driven S ST Rny & 26- —
Behaviors Passionate Desire to 1. Feel myself desiring it** -°
| Use 2. Feel a sense of longing to use it
Things Done in Past 1. Have interacted a lot with it or the company that
(Involvement) makes it2. 13
2. Have been involved with it in past®
- Intuitive Fit 1. Feel a sense of natural fit26. 13
2. Fits tastes perfectly®
Emotional Attachment 1. Emotionally connected?s. 1.6
Positive Emotional 2. Feelabond™
Connection Positive Affect 1. Fun.13
2. Exciting®®
3. (If “fun™ and “exciting™ aren’t highly relevant to the
brand in question, we recommend choosing more
relevant emotion terms.)
. : 1. Will be using for a long time?é. 13.9
Long-Term Relationship 2. Will be part of life for long time to come?®
Suppose (brand) were to go out of existence, to what extent
Anticipated Separation Distress would you feel. ..
1 Anxietyl& 13,6
2. Apprehension®
Please express your overall feelings and evaluations towards
Attitude Valence (brand)
1. Positive/negative® 13-
2. Favorable/unfavorable®

* All scales ©2014 Aaron Ahuvia, Richard Bagozzi and Rajeev Batra.

26 Multiple-factor 26 item scale.
13 Single-factor 13 item scale.
% Short 6-item scale.



ASK.






Never stop
asking.




Compare changes over time to changes
IN sales, market share, retention and
other metrics.



Next steps.



Ask yourself, your colleagues and your
clients the five questions.



Be honest.
Find focus.
Get creative.



Remember.



KEY TAKEAWAYS

Brand love is a B2B brand’s best weapon
against commoditization.



KEY TAKEAWAYS

Every touch point, no matter how small, is
an opportunity to build brand love.



KEY TAKEAWAYS

Be visionary. Be relevant. Be consistent.
Be trustworthy. Be transparent.






