New marketing trends — neuroscience
on the way forward

Neuroscience helps to make
marketing more effective
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Brand Management

« The brand relationship becomes the
competitive advantage.

e |t is the core competence of survival and the
key foundation for a leading reputation
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A brand is not just...

Deutsche T
Telekom “L" * *®

A Logo A Jingle A Symbol

BRITISH AMERICAN
ToBACCO

A Product A Slogan An organizational Name
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A brand is more than a logo or an ad. Itis also...

..apromise ...an experience

...expectations ...a perception

...arelationship ...an emotional
connection

...areputation
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Integrated Brand and Reputation-guided management

Level

Corporate Mission

Brand Mission

Impression
Management

Corporate Identity

Integrated
Communication
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Contents

* Who are we?

What is our aspiration and purpose?
What is our business, now & in the future?
What do we offer?

How are we perceived?

How do we want to be perceived?
How is our behaviour perceived at the
various touchpoints?

How do we reach the perception we
envisage to achieve?

Corporate design
Corporate communication
Corporate behaviour

Communication concept

Question of coherence:

“Who communicates with whom and how,
here, about what and why?”

Identity

Vision & Mission statement
Business strategy
Customer needs orientation

Reputation measurement & analysis
Brand Personality: the Brand essence
Gap analysis (stakeholder specific)

Brand architecture (scenarios)

Evolvement of the brand personality
(attributes & core values)

Emerging into a brand & reputation guided
company

Creating a fitting visual style (look & feel)
Defining stakeholder specific messages
Developing consistent guidelines

Segmenting target groups
Centralisation vs. decentralisation
Communication & marketing
Using of tools

& Copyright: Prof. Marco Casanova, Branding-Institute
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Company Brand & Company Reputation

Our approach

>\ Beha\ﬂour =
\Ee; c;0,‘_\-“<m|.nu:.'eitncnn~5

Integrated Brand Integrated Reputation
Management Management

Vision & Mission Statement * Industry-specific Stakeholders

Brand Personality » Consumer Market

Brand Architecture Financial Market

Corporate ldentity Labour Market

— Design & Style Public Market

— Communications

Feed back, EXpect © Branding-Institute
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Brand Leveraging

Brand Leveraging

5 rane “on rD 1 l'lf (:{-'-Va’uaﬁc,n}

Brand Co-Branding
Stretching

grand Valuaﬁdn

G;;rate

Brand Brand Brand
Reporting Licensing

Securitization & Insurance /
Qet-ﬂacked-.‘:ecuriﬁzaﬁon

Branding-Institute AG ®
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The single most important thing to
manage is the brand (perception)
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, The beauty lies in the eyes of the beholder®

« The Brand messages have to match the
personality structure of the core target group
to unfold their full impact.

« Accordingly, with successful brands, a high
level of consensus exists between the brand
profile and the profile of the target group.

« Through the repetition of emotionality,
familiarity arises and trust arises from
familiarity.

Bi ANDING I\smt TE CMR
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Managing Marketing ROI: Three major fields of action

1

“Ex ante”: Marketing strategy
(Forecasting of Marketing ROl =
choice of actions with highest future impact on
marketing ROI based on past performance data)

2

“In action”:
Marketing

implementation

Market Formulation Decisions on Implementation
intelligence —~ of marketing -~ marketing -+ of marketing
generation strategies activities : activities

1
® Concept of ® Branding ¥ Budget : ® Monitoring of
which infor- ® Pricing ® Allocation of |1 implementa-
mation to - I tion progress
analyze - Innovatlon. &i?gjer:\;%ts Ll m Devcglop?ment
B Segmentation : -
and consumer |! of capabilities
segments :
|
Tools : Tools
e.g., : e.g.,
B Strategy development tools | | @ Teams
B Use of analytical techniques/ modeling : M Trainings
I

IMU;

Marketing il

3

11

Ex post”: Marketing
controlling

(Measurement of
realized Marketing
ROI after actions)

Response of
consumers

I
—

B Marketing
performance
measurement

M Evaluation of
prior actions
for learning

Tools

e.g.,

W Audits

M Tracking




Limbic Cube

 Emotional g
segmentation 2
and positioning §
approach to
the successful
ability to
forecast
customer

BALANCE >

behaviour (),
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(),
Limbic Facts 1
/,)/
« Research into neuro-processes shows that our

feelings play an important part in steering our
behaviour

« Through the linking of neuro-scientific, evolutionary-
biological and psychological research results, a
completely new picture is manifesting itself which
removes the contrast between “emotion” and
‘reason”.

Source: H.-G- HAUSEL
Bl\ ANDING I\smL TE CMR
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Limbic
system

lllustration: the parts of the human brain
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The human brain is steered by
the limbic instructions

The limbic system is the central
evaluation instance which gives
meaning to our outer and inner
world initially through
emotionalisation.

This evaluation ensues from the

basis of our pre-installed
biological programmes.

Marco Casanova
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Conclusion ,limbic*

» 1 he feeling of desiring something
only comes after the limbic
system has long decided what
ought to be done. The
quintessence is that this system
has the final decision about
whether we do something or not.”

Prof. Dr. Dr. Gerhard Roth, Neurobiologist at the
University of Bremen, Magazin fur Wissenschatft
und Kultur 01/1999
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STIMULUS

Marco Casanova
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® The human beeing is first of all an emotional creature and
not a rational one!

" This is a judgement that today goes across the scientific
community.

® Just two quotes...

BRANDING-INSTITUTE CMR
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Daniel Kahneman was

awarded the Economy Nobel
Prize in 2002. His biggest
scientific achievement is to
have disproved the human
image: The Homo
Oeconomicus — always
deciding rational.

BRANDING-INSTITUTE CMR
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, The so called free will is just a nice feeling...”

—

25.04.2006 15:33 Uhr 8

Hirnforschung und Philosophie

"Der freie Wille ist nur ein gutes Gefiihl"

Das Weltbild des Hirnforschers Wolf Singer gefdhrdet die Grundlage des
menschlichen Zusammenlebens - warnt der Philosoph Jiirgen Habermas.
Denn: Singer hilt unsere Vorstellung von einem freien Willen fiir eine
Illusion. Im Gesprich mit sueddeutsche.de verteidigt der
Naturwissenschaftler seine Position gegen die heftige Kritik des
Philosophen.

Ein Interview von Markus C. Schulte v. Drach

P \Wolf Singer ist einer der prominentesten
‘ Naturwissenschaftler in Deutschland, die dem
Menschen einen freien Willen absprechen.

Seit einiger Zeit tritt der Philosoph Jirgen Habermas
als wortgewaltiger Kritiker von Singer und anderen
Hirnforschern auf und warnt davor, ihr Menschenbild
zu akzeptieren.

Habermas sieht die Grundlage des Zusammenliebens
gefdhrdet von einem Naturalismus, der ,alles

e . Versténdliche und Erlebte auf Beobachtbares
Wolf Singer, & reduziert". Es gabe keinen Diskurs mehr, wenn jeder

Direktoram nyr pachvollzége, ,was in den bewusstseinsfernen
Max-Planck-Institut fiir . : 2 i
Hirnforschung in Regionen des Gehirns langst festgelegt worden ist".

Erankfurt a. M

—
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Psychological Condition

"Iceberg” Theory: The human being acts
80% based on emotional primary motives
(prestige, power, confidence, sympathy,
security) and only 20% based on rational
secondary motives.

e Second step: Rationalization of primary
motives.

BI\ \\l}l\( I\H ['ITUTE CMR © Marco Casanova, IiC.rer.pol.
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How individuals register information

Information

i 80% emotional
Ultra-short-time-memory <—'

10% registration ‘ 90% waste ==l

- 20% rational
— Short-time-memory <—'

1% registration ‘ 99% waste =)

Long-time-memory

Bi\ \\l}l\( I\H Il [ [ TE Cl\IR © Marco Casanova, Iic.rer.pol.
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Psychological Operations

* Emotional processes (emotional driving
forces) trigger the activation,

* these processes then influence the cognitive
processes (mental information processing)
and

e these, in turn, control the attitude and
behavior of the individuals.

BI\ \\l}l\( I\\ [ITUTE CMR © Marco Casanova, IiC.rer.pol.
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Successful brands have a personal meaning
for their users

Rather than concentrating on increasing the

own value of the brands, one has to
concentrate on the increase of the self-
esteem of the stakeholders.

BR;\NDIX(}'INSTITUT]; CMR © Marco Casanova, |iC.re|'.p0|.
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The crucial question is:

»Which emotional value

does the specific brand
have for the human
being?*

]—){ \\l}l\( I\H I [ [ TE Cl\IR © Marco Casanova, |iC.rer.pO|.
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Emotional Segmentation
|

® But how exactely does the humans ,tick' emotionally?
" Emotional segmentation approach explaining a lot:

> the limbic segmentation

BRANDING-INSTITUTE CMR
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The Limbic Instructions

,Balance®, ,Dominance”
STIMULANCE DOMINANCE and ,Stimulance®.

These characteristics
are based on
elementary vital needs
like eating and
sexuality.

As our historical tribal
inheritance, they also
form the basis of the
human personality

Sexuality
Eating
Sleep

Breathing

BALANCE

BRANDING-INSTITUTE CMR
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The Limbic Instructions

Avoid danger!

Avoid every change, go by old habits and hold
onto them!

Avoid every interference and uncertainty!
Strive for inner and outer stability!

Optimise your energy balance and do not waste
energy uselessly!

BALANCE

Security, Continuity, Stability

BRANDING-INSTITUTE CMR
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The Limbic Instructions

Assert yourself!
Increase your power!
Oust your competitors!
Extend your territory!
Retain your autonomy!

Be active!

DOMINANCE

Sqgueezing out, assertion,
power, status, territory
autonomy

BRANDING-INSTITUTE CMR
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The Limbic Instructions

Look for new, unfamiliar impulses!
Look for variety!

Avoid boredom!

STIMULANCE

NEWAmpUISESHVaieny;
CUHBSItY; IoVe Gifsk
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Best Practice Example

BRANDING-INSTITUTE CMR
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Balance Positioning

NIVEA
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BR:
RE

Balance-oriented Positioning

NIVEA B | NIVEA
. body ok batt

[ e )

NIVEA |
Aeodorant
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SPAMMEN

UMD AUS WASSER WIRD PFLEGE.

e, o e b 1

1. saLoenr paLren

2 STRAFFT DIE HAUT

. mueT Momanr
FLECKEN VOR

DIE DREIFACH WIRKSAME
INTENSIVPFLEGE FUR REIFE HAUT.

Q)

TENT CIPTIMAL
TAGLICH MEL EMSKRAFT FUR REIFE HAUT, n ket Tagatsenbid
S e 2

-t b i e
gk e e Bt

SOVIEL PFLEGE BRAUCHT DER MAMN.

CE-ALPHA FLAVON.
MNIVEA's wirksamster
Schutz vor Houtalterung,

UFBAL
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Stimulance Positioning

FRPORSCHE

BRANDING-INSTITUTE CMR
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The impressions that symbols
make give the words their
meaning

PORSCHE

Do you want to tell your grandchildren later
what you would have liked to have done?

Or what you have done?
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Meer erfahren Sie mehr ~ Porsche Onbine: Tedefon,Fax 01805 - 356 911 (DM 0,.24,/min) odir www.o0sche.com.

Wollen Sie lhren Enkeln spater erzihlen,
was Sie gern gemacht hatten?
Oder was Sie gemacht haben?

Der Boxster S.

PORSCHE

Marco Casanova
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e e

o Davdn, Idal ires Generubion, fubr mit seinem 550,14 500 RS Spydor in don Tod - und Porsche wirde = den USA fur Kultmarko
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Research Example
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EmEiricaI Validation

Master Thesis Meinen / Buerki, 2004
Master Thesis Moser /d‘Achille, 2005

Sample
U n= 1312 (2004)

n=558 (2005)

LIt W mobile

o far.Come close.

sunrise

v'Seeing (visual)

v'Hearing (acoustic)
Smelling (olfactorily)
Tasting (by sense of taste)
Touching (tactile)

BRANDING-INSTITUTE CMR
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Master Thesis Meinen / Buerki, 2004 Master Thesis Moser /d‘Achille, 2005

72.3% (2004: 54.0%) of all Swisscom mobile customers have been
detected correctly; for Orange it was 75.0% (2004: 58.1%) and for

Sunrise 67.8% (2004: 60.4%).

Exactness of prediction

v Wmobile |
o far. Come close. orange-"‘

“'f;fm;;m 72.3% (2005)
54.0% (2004)

75.0% (2005)
. 58.1% (2004)
orange
\_/ 67.8% (2005)
60.4% (2004)
sunrise

BRANDING-INSTITUTE CMR
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sunrise
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How Is this possible?

BRANDING-INSTITUTE CMR
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‘LIMBIC CUBE’

e The connections visible in the LIMBIC CUBE are
compiled on the basis of the ways the human reptilian-
brain functions through different sensory input (visual,
acoustic, haptic, olfactorily and by taste).

e They are shown three-dimensionally (Balance,
Dominance, Stimulance) and facilitate optimal brand
positioning and, subsequently, an extremely significant
and precise ability to forecast customer behaviour.

Bi ANDING I\Hl[[l TE CMR
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LIMBIC CUBE- function modes

a!ﬁﬂ

Compilation of Model Components: Calculation of the Positions in the Calculation of the Distances
Limbic Space. between the Limbic Personality

L. Limbic Personality Structure Structure and the Individual Brand

2. Individual Brand Awareness Awareness.

Connection:

The shorter the distance is between the personality and the brand, the more likely
Is the purchasing possibility of the respective brand

BRANDING-INSTITUTE CMR
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Successful brands are positioned and managed limbically

o After more than four years of intensive research, the
LIMBIC CUBE model is stable to such an extent that
the statement ,, Successful brands are positioned

limbically* can be proved scientifically by a number of
empirical studies.

Conclusion:

e Branding is successful when it appeals as directly as
possible to the limbic system.

Bl\ ANDING I\smL TE CMR
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Research Examples
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Empirical Validation
Master Thesis Schaer / Zuberbuehler, 2004

Sample
n=1400

Methods
Visual
Statements
Attributes

= Significant correlation between the limbic personality profile and the
perceived individual limbic brand profile leading into purchase.

= Limbic positioning of the following three car brands
VW = Balance-oriented
Audi = Dominance-oriented
Seat = Stimulance-oriented

BRANDING-INSTITUTE CMR
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Thesis Schaer / Zuberbuehler, 2004

69% of all VW customers have been detected correctly;
for Audi it was 66% and for Seat 62%.

e IS]
69 %
66 %
5 62 %

BRANDING-INSTITUTE CMR
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Empirical Validation
Spagnoli / Dimeska, 2005

v Seeing (visual)

Hearing (acoustic)
v" Smelling (olfactorily)

Tasting (by sense of taste)
v Touching (tactile)

BRANDING-INSTITUTE CMR
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Sample
n= 264
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80% of all Ricola customers have been detected correctly;

for Fisherman's Friends it was 91% and for TicTac 76%.

Exactness of

prediction

£

91 %

716 %
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Successful brands are positioned limbically

o After more than ten years of intensive

research, the LIMBIC CUBE ™ methodology is
stable to such an extent that the statement
,Successful brands are positioned

limbically* can be proved scientifically by a
number of empirical studies.

Conclusion:

 Branding iIs successful when it appeals as
directly as possible to the limbic system.

Bi ANDING I\Hl[[l TE CMR



Limbic Mainstream Positioning

Example:

hreLLs

BRANDING-INSTITUTE CMR
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Value-based Corporate Brand Management

becomes more and more imgortant

Corporate brands take a very exposed position,
because the expectations towards them rose:
from shareholder value to stakeholders
value!

If the corporate culture does not meet the
culture of the community, the company
looses its market mid-term.

BRANDING-INSTITUTE CMR © Marco Casanova, lic.rer.pol.



The responsibility pyramid of Carroll

Philanthropic responsibility
Entrepreneurial citizen engagement
Resources investment in the
community/municipality;

quality of life improvement

Ethical responsibility
Be ethical

Doing what is right, reasonable
and fair; avoid damage

Legal responsibility
Respect laws

The law is the codification of social norms and
values; follow rules

Economic responsibility

Be profitable
The profit is the basis on which all other layers of responsibility build
up.

BRANDING-INSTITUTE CMR © Marco Casanova, lic.rer.pol.
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' irtschaft

“ ' SEIDENER FADEN

SEITES8

DICKE POST

éEITE 58

Starke |dee Seite 57

Der Synthes-Patron Wyss
hat ein neues Spielzeug
Verstarken Seite 59

Der Finma-Vize will
gegen das «unechte»
Eigenkapital vorgehen
Starkes Stiick Seite 60

Vasella hat 15 Millionen
Franken zu viel verdient

93

«Wir wollen nicht die grosste
aber die respektierteste Bank sein»

Credit-Suisse-Prasident Hans-Ulrich Doerig tiber Wachstumschancen in Asien und Millionen-Boni




Conclusion

Strong brands require strategic
management which is
limbically differentiated

Brand positioning has a strategic
character, because it's the basis for
communication, distribution and price
policy concepts adopted for it

BRANDING-INSTITUTE CMR
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Back Up Slides
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Corporate Branding

Example:

Microsoft
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Immer vorwarts drangen Und auch mal Regeln
verletzen: In Albuguerque/New Mexico, dem
ersten Microsoft-Firmensitz, wurde der junge
Porschefahrer Bill Gates (angeblich mehrfach)
wegen VerkehrsverstdRen verhaftet
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Development Step 1
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Development Step 2

BRANDING-INSTITUTE CMR

REPUTATION DRIVES PERFORMANCE Marco Casanova 58




Microsoft | w

Windows*P

Development Step 3

BRANDING INSTITUTE CMR
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Ihr Potenzial. Unser Antriek

wir sehen Microsoft

lie nachste Generation groRRer Erfinder

ine Cup, dem weltweit fihrenden Technologie-
und Studierende, kiinnen junge Erfinder ihre
stellen und ihre Ideen und Triume verwirklichen.
Leute in der ganzen Welt, damit aus ibren
len von morgen werden. Erfahren Sie mehr
inter www,microsaft.com/germany/potenzial
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We see kids dream
become true
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