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but feelings

—Ravindra Chitturi, Rajagopal Raghunathan, & Vijay Mahajan

“Form versus function: How the intensities of specific emotions evoked in functional versus hedonic trade-offs mediate 

product preferences,” Journal of Marketing Research 44(4), November 2007, pp. 702–14

“Reasons drive choices, 

drive fondness.”
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WE USED TO TALK ABOUT WE NOW FOCUS ON

Functional benefits Emotional benefits

Features content only Storytelling to humanize a brand

A brand as a corporation
Distinct and consistent brand personality, genuine 

values, and commitments

EMOTIONAL BRANDING: 
CONNECTING BEYOND THE PRODUCT

Increased Loyalty, Advocacy, Differentiation, Choice, & Brand Value
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understand a person

—Harper Lee

“You never really

until you consider things
from their point of view.”
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CONSUMER INSIGHTS: DATA-INFORMED DESIGN & SHOPPING EXPERIENCE

WE USED TO WE NOW WANT

Use bits and pieces of data-driven marketing
Consumer intelligence engine that become 

smarter about the consumer

Rely on third-party data
Zero and first-party data acquisition strategies—

offering something of value in return for their data

Keep internal data in unconnected silos

Data Stitching—combining demographic, 

psychographic data with behavioral data & sales 

data

Enhanced message relevancy & improved return on ad spend



11

EMOTIONAL 

BRANDING

Connecting 

Beyond the 

Product

CONSUMER 

INSIGHTS

Data-Informed 

Design & 

Shopping 

Experience

MACRO 

AUDIENCES VS. 

SMALLER 

SEGMENTS

Scaling Smarter 

Reach

OMNI-CHANNEL 

EXPERIENCE

Seamless 

Integration 

Across 

Touchpoints

BRANDING LEARNINGS FROM BOTH WORLDS



12

of the demographics.

—John Carpenter, American Filmmaker

“I do not want to be a part 

I want to be an individual.”
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MACRO AUDIENCES VS. SMALLER SEGMENTS: SCALING SMARTER REACH

WE USED TO HAVE WE NOW WANT

Few broad-based consumer target segments More precise smaller targets

Broad reach in that specific demographic Reach consumers based on their life cycle

One message that could be scaled More targeted messages

General media plan based on the broad target Customized media plan

Improved Conversion
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—Catharine Findiesen Hays 

engage across multiple touchpoints
“People expect to be able to

anytime and 
seamlessly.”
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Your
Brand Your

Brand

Your
Brand

Your
Brand

Your
Brand

Your
BrandYour

Brand

Your
Brand

Your
Brand

Your
Brand

Your
Brand

Your
Brand

KIOSKS

WEB 
CHANNEL

MOBILE 
CHANNEL

COMPANY INTEREST 
BOARDS

SOCIAL SITES

CUSTOMER CONTENT

DIGITAL MEDIA

DIRECT MAIL

TRADITIONAL 
MEDIA

CUSTOMER CARE

PROGRAMS

PHYSICAL 
LOCATIONS

• Product research

• Orders and transactions

• Transactions, back orders, abandons, 

cancels

• Surveys

• Wish lists, shopping lists

• POS transactions

• WiFi Network

• Posts, pins, and likes

• Followers & following

• Forums

• Friends and fans

• Followers, following, likes

• Influencer networks

• Buy button activity

• Customer Service

• Brand Channels

• Viewers and posters

• Embed activity
Banner ad click response •

Paid search •

Affiliates •

Email offers and response •

Coupons, invitations •

Newsletters, magazines, catalogs •

Radio, TV, Newspaper •

Billboards •

Call notes, reservations •

Issue resolution •

Mail Order •

Surveys •

Clubs and contests •

Samples •

Private label credit card •

Product rebates & warranties •

Loyalty tier & point balance•

Store •

Pharmacy •

Clinics •
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OMNI CHANNEL EXPERIENCE: INTEGRATION ACROSS TOUCH POINTS

WE USED TO WE NOW

Channel-centric Consumer-centric

Discipline Silos Brand Ecosystems

Automated Digital Journeys: Two Senses Multi-sensorial Consumer Journeys

Silo Execution or Extreme Consistency Design Consistency with Channel Customization

Omni-channel customers shop 1.7 times more than single-channel shoppers
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 What are you doing to increase the emotional connection 

with your consumer? 

 How are you leveraging consumer insights?

 How are you defining your target consumer?

 How have you evolved the way you to talk to your consumer 

across your touchpoints?

LET’S TALK ABOUT IT
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THANK YOU.


