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Synopsis

Any brand planoer is d| very concerned with the
brand health. A set of parameters, which has 1o be estimated
against a sel Of constraints to ngvigate a brand’s direction
towards the largel audience. Till date the erdphasis has been to
look (rom the branding perspective and to position the brand
well mto the perceptual space of the human mind, The drive
has been to map the perceptual space and likewise configure
the gpacing of the brand vis-a-vis other brands There were
altempts to assess the brand’s value by Brand Asset Valvater
(BAV) technique 10 gauge the impact Of mapping and
positioning 1 brand into the psyehe of the target audience. The
Tesult arrived were basod on impact and not so much of the
cllectiveness that it had on the human mind. The problem with
this was that while the there were brands which were highly
successiul, there were other brands which (ailed 1o impress the
target audience and numerous attempts have boen made (o put
the brand in the brain and to keep it registered in the mind for a
purchase decision. There were questions as to whether i oluster
of people would react the way advertisers would want thea; 1o
behave and the uitimate vtility o f communication be fulfilled.

These techniques 1o assess the higalth of the bread
from the branding perspective was all very fine when products
and not brands were more mportant. There were in fact
altempis by advertisers lo throw pebbles in the dark and the
communicalion was moving towards 8 hit or miss situation. But
»8 today. beands occupy the foremost run in the human
preference: it s indeed becoming a challenging task 10
understand the psyvche of the clustered human profile towards
which the communication has been targeted. The need of the
hour is to put the spotlight towards the target audience and
understand their psyche to comprehend the fact as to where a
particular brand would be positioned for the highesi
effectivencss and retention of the brand.

My paper investigates the phenomenon ol human
psychology of the clustered population towards which the
communication would be tarected. The task of this
investigation becomes difficult when we understand that each
individual inside a particular cluster would react differently to a
given set of communication. The only solution to deal with this
problem 3% to understand the detailed psychoanalysis of the
human mind and the reactions that oceur when a particular
communication is shown to a target audience. |t |s pogiible that
cach of the target audience had liked different aspects of the
communication and on totality has liked the brand. As it is
important to  understand why and which aspect of the
communication has been enjoyed by the target audience, i is
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cqually important to ooderstand why a particular
communication has rol been able to imipast the majority of the
{arget audience. My rescarch will delve deep into the human
psvchology (o understand the different ingredients of the brain,
to magnify the properties O (he neurons, synapses and the
different hormonal eeactions in the mind and the body for
which specific set of stipsnlps would be generated. The findings
would thérefore lead {0 #n undorstanding of not only feclings
ag touch points but also the soientific methodology related to
hormonal balances which actually react mihe hump bedy and
mind to generate specific actions in the bedy far the bodv to
react in a set pattern. So t he understanding of hormonal flow in
the body duc 1o a sét of stimulus would ba the first approach of
my rescarch.

My paper would then investigate the pre defined sct
of emotions that oceur in the human psychology right from the
time of birth and find out the possible stimulus for which the
particular emotion has been reglstared. The reason of this type
of rescarch is to decreasc the cmotionel chutter related to
different brands and {ind out the pre-existing emolitus and
feclings so that a particular communication can just trigger the
pre occupied emotion. This known emotion, would then act
faster lo register the bremd in the mind, producing eimilar
reactions aod well 86 retaining inside a Smilar folder in the
brain. So a pre existing [older in & brain as been tapped by a
different set Of stimulus known to the mind. So asother folder
would not be opened but another brand would be put in the
same folder with a differentiating stimulus, (E.g. PO insests
among voung mav strelch (o the idea that plastics can do the
same).

My research would finally delve into different
meodels, which would act as a tool for the final polish of the
branding solsticn. There wenld be three types of morsels:
STEP, VASE & SEC model. The STEP model would consist of
Social, Technological, Economical mnd Political aspects. This
IS the environment under which individuals develop their
peychology right from birth. The VASE or Visibility,
Availability, Service & Economicel model would deal with the
brands attributes | the market. Here models regarding brand
health can also be incorporated. Fmally the SEC or Sensation,
Emotion and Consciousness model would deal with the overall
feel of the communication for the retention of the brand sz &
whiole, So the models would [irst inspect the environment then
the brands™ health and finally the effects of communication o
touch the human ‘soul,

Concluding, there are a few things about brands,
which 1 have considered in my rescarch. Firstly. the brands
health nceds o be considered, Secondly. the actions and
reactions of different hormones and fhe stimulus to which (hey
are sensitive needs to be investigated. Thirdly, the pre-existing
basic fecling related stimulus needs to be generated with a
scarch as to why such feclings were registered in the mind and
triggering such foclings veith the proper stimulus. Finally, the
models would provide a finer tuning 0N the effscts of
communication g human psvchology. This rescarch would
then equip the brand with a potential energy of effectiveness
which would have the momentum to turn to kimetic energy and
drive stg way o the human psvchology so that the entry,
retention and desired action is attained. This holigtic research
would then becoms o scientjfic base of total branding solutions
for the: brand advocates and brand doctors of the future.
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Introduction

Marketing batt! es take placein the mind d
a consumer @ prospect. That's where you win.
That's where you lose.” Jack Trout, Big Brands, Big
Trouble * Can we make the human brain to respond
tg an advertisér’s desre?' This was the first thing
that came to my mind when we were doing a
campaign 0N Reet coconut oil, The basdine was
" The nose knows”, All what we were trying to
communicate to the target audience was that the
human nose would identify the purity of the
coconut Oll by the smell of Reet coconut 0il. But the
campaign failed. The  consumers  were
circumspective that the coconut ol would smell
once it 1s applied on the hair. Reet coconut Ol IS
one such campaign of the many campaigns that get
botmbed when the brain does not respond to theway
advertisers want it to reéspond. ThiS particular
problem makes advertisers think about the way they
can effectively communicate t0 the audienceso that
the desired resuit is achieved,

The fight for market share is utmogt in the
wminds of the marketing managers. But for
advertisers it isthe mind share that they want to
occupy. They want to occupy as much mind space
as possble and give their brand the monopoly
status. This implies that the millionsof brands thet
are bombarded in the mind have their effectiveness
under threat. There are some basc processes that
should work effectively: one is to introduce the
brand m the mind, make a permanent &ff ect on the
mind and the neurons should give the response to
the body as desired by the advertiser.

From the time d our birth, there are
numerous external simuli that shape our mind.
Every day we work with the permutation and
combination of different such stimuli that we
internalize as well as from the responses that e get
from the external environment, There are pogtive
and negative resporises. If wWe get a positive
response, we move ahead with it; if the response IS
negative, we dther change our trail of thought or
analyse the negative thought. On the contrary, we
also react dthe pogtively or negatively to the
external environment, So every gimuli  gets
regigered in our mind eéthe as a positive @
negative stimuli, SUch stimuli are basically the
result of nmumerous trends present in a particular
society.

Brands: Warriors on tight ropes

Let me ste a few examples of brands,
which have failed to create an impression IN the
Indian consumerist mind-and then site a few other
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brands which have created a strong impresson in
the Indian minds. First of all, let n® dart with some
brands, which have reached the rural market and
how the consumers reacted to such brands Henkel
Spic, a German detergent Mgor, came up with a
brand called Henko detergent. They thought it
would be a huge success When the brand was
introduced, it went well m all over the country
except in the Villages of Maharashtra. The reason
for th's was Henko in Marathi means“I den’t want
it”. Hence the brand failed in the Maharashtra
villages TFB launched their washing machine and
tried togo into the rural market. But their campaign
remained unsuccesful in the villages of Punjab.
The rural consumers took it to be the chuming
machinesfor their lassi which the communication
and mechanism was not meant for, When Asian
Paints came into the rural market with their tractor-
enamelled paint, it was again misunderstood. It was
thought that as cattle are thar property and it haste
be distinguished. So they painted the homns of ther
catile to identify one from the other. When the
Iodex brand came into being. it was tested in the
rural market. It was thought as a rdief for pain of
all purposes. So the rural consumers thought that
when their cattle were suffering from pain, they
started rubbing Iodex On their hind. Although their
usage increased and the sales but the
communication for sustainable brand equity
decreased.

Although there were campaigns, which
were interpreted in negative directions, there were
certain goed campaigns, which redly touched the
Indian consumers, Bajaj came Up with a scooter and
it came up with a line “Hamara Bajaj”. Lot of
consumers liked the campaign. Hero Honda came
up with another suceessful campaign, which was a
passport programme and the communication says
“Rishta dil ka”. Vicks Vaporub came up with a nice
campaign Of " Rub against cold for child". It wasa
general problem that a child’s cold kept parents
awake throughout night. Vicks Vaporub was a
solution to this problem. Titan was another brand,
whichcane up with a campaign saying * whenever
your husband wants to gift you a saree, ask him for
a Titan watch". Within an Jodex dominated market,
Moov came up with a campaign for backache
saying “Garmahat laye, araam dilay”, Among the
soft drink companies, Sprite came up with a nice
campaign, Which became highly popular. It sad
“Siddhi Baath, NO Bakwas” kyuki yeah hai
“Hindustan meri jaan”. The brand Dettol was again
more appealing in comparison, to the Savlon brand
because the communication should that only
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tingling sensation of Dettol proved that it was
having an effect on the wound, In the petrol pump
category, HP has devdoped "Club H P where the
communication says " Achcha lagta ha" which had
been very popular. All these and much moreare the
success doriesof brands, which had really samped
its name in the minds o the consumers But the
pertinent question hee is why are some brands
successful and others unsuccessful? How is it that
even after years of brand launch, it IS perceived that
the communication has failed t 0 achieve what it was
meant for? Why brands fail to provide an
impressive solution? Such questions of how and
why can only be answered if we delvedeep into the
human mind and find out the possible mechanisms
that could be tinkled so that an effective chemical
reaction can take place in the body for it to action
what is required by the communication. After all,
the human mind isthe final decider, amarket space
where brands are bought and rejected. So an
understanding needs {0 be done as to how brands
can be podtioned in the brain so that its
effectiveness iS at itSmaximum. Let us do an open
surgery S the brain to find out how a brain works
and what kind Of reactions takes place when a
communication of the brand enter s the brain.

The Black Box

It is often seen that when an advertissment
COMeS as a break between an exdting movie or a
music program, it iS often imritating than not.
Consequently we surf through other ¢hannels and
thebasic intention d advertising to promotea brand
during mega serials, films or events get los. We
haveto find a selution to this ad the pandora’s box
liesin the brain. So let us firs study the brain and
see whether we can find some cues to our
investigation.
The brain |S basically composed of two parts the
left braix and the right brain Experimentation has
shown that the two different sides, 0r hemipheres
of the brain are responsible for different manners of
thinking. The following table illugrates the
differences between |eft-brain and right-brain
thinking:

Left Brain Right Brain
Logical Random
Sequential Intuitive
Rational Holigtic
Analytical Synthesizing
Objective Subjective
Looks atparts  Looksd wholes
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Madt individualshave a distinct preference
for one of these styles of thinking. Some, however,
are nore whole-brained and equally adept at both
modes. In general, schools tend to favour left-brain
modes of thinking, while downplaying the right-
brain ones. Left-brain scholagtic subjects focus on
logical thinking, analysis, and accuracy. Right-
brained subjects on the othea hand, focus on
aesthetics, feding, and creativity. The wet web of
the brain has two different pats: neurons and
synapses. The main function of the neuron is to
cary infermation from one part of the bedy to
ancther throngh two basic processes- the electrical
and the chemical process. Althought he dendrites of
ome neurons receive information from the axioms
of other neurons they are Not physically in contact
with each other. There is a very small gap within
thet wo knewn as synapse. Neurons fire information
by snding chemicals called neuro-transmitters
across the synapse. Thew neurotransmitters ather
excite the recei vi ng neuron to send out a signal
they inhibit from sending out a signal. So the
passing Of signals depends on the stimulus that
makes the synapse more sendtiveto response, Thus
our memory isnot stored as electrical setting of the
neurons. |t iS embodied chemically in the greater
|ikelihood of a particular set 0f neurons reacting to
anew sensory input. The power %f this system lies
in its high degree O interrélation with many
neutrons abl € to transmit messagesto many other
neutrons, So probably there are no pecific neutron
that i associated with a brand say “Tata Shaktee™
but there IS a specific pattern of neuronal activity,
which might spread widely across the brain that is
associated with “Tata Shaktee” and which in tum
triggers other assodiations; the blue, yeltow and red
colour, the shield Jogo and so on. The neuren
networks are programmed t o be brilliant classifiers
as it is very essential to classify things that surround
quickly so that it is easier to generalise from
previous experiences with gmilar things or
situations apd react appropriately. Obviously this
has a lot to do with haw advertisng isinterpreted
and how a memory Of an emotien can be invoked
with the communication.

It is now clear that haw a brain worksand
what components trigger Simulations so that the
appropriate reactions are possible. L et us now delve
deep into the memory part of the brain, which isthe
storage house Of all information. The Three
Memory Storage Systems

In cognitive psychol ogy, memeory iSusually
divided into three stores: the sensory, the art-



term, and the long-term. The progress of
information through these Soresis often referred to
|

The Information Processing Model

Information from
Enviromment

Sensory Memory: The sensory memory retains an
exact copy of what is seen or heard (visual and
audltory) It only fasts for a few seconds, while
some theorize it last only 380 milliseconds. It has
unlimited capacity. Selective attention determines
what mformation moves from sensory
memory to short-term memory.

Short-term memory: Short-term memory {STM)
IS most often stored as sounds, especially in
recatling words, but may be stored as images. It
works like RAM memory in computers; provides a
working space, iSthought t 0 be 7 bitsin length, that
i$; w e normally only remember 7 items. STM is
vulnerable to interruption  inteference STM is
characterized hy:

A limited capacity of Up to seven pieces Of
independent information, the brief duration of { hese
itemns last from 3 to 20 seconds and decay appears
to bethe primary mechanism ¢f memory loss.

After entering sensory memory, a limited amount of
information  1s  transferred into  short-term
memory. Within STM, thae ae three basic

operations:
e lconic memory - The ability to hold visual
images.

Acoustic memory - The ability to bid
sounds. Acoustic memory can be held
longer than iconic memory.

Working memory - An active Process to
keep it until it is put to use (think, of a
phone number you'll repeat t6 yourself until
you can did it on the phone). Note that t he
goal is not really to move the information
from STM to LTM, but merely put the
information to immegiate we.
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Long-term memory: This IS relatively permanent
storage. Information is stored on the basis of
meaning and importance. The knowledge we store
in LTM affects our perceptions of the werld, and
influences What information in the environment we
attend to. LTM provi des the framework to which
we attach new knowledge. It contrasfs with short-
term and perceptual memory in that inférmation can
be stored for extended periods Of time andt he limits
of its capacity are not known. Schemas are
mental modds of theworld. Informationin LTM is
stored in interrelated networks of these schemas.
These, i n turn, form intricate knowledge structures.
Related schemas are linked together, and
information that activates one schema also activates
others that are closely linked. This ishow we recall
rel evant knowledge when similar information is
presented. These schemas guide us by diverting our
attention to relevant information and allow us to
digegard what is not important. Since LTM
dorage is organized into schemas, ingructional
designers should activate existing schemas before
presenting new information. This can be done in a
variety Of ways, incuding graphic organizers,
curigsity arousng questions, movies and so on.
LTM also has a strong influence an peroeption
through top-down processing - our prior
knowledge affects how we perceive sensory
information Our expectationsregarding a particular
sensory experience influence hOW we interpret it.
Ths ishow we develop bias. A S0, most optical
illusions take advantage of this fact. V@ can now
find a direction as to what could be done to arrest
attention during a commercial break. There iS a
very 0OmMMONn experience that during such
commercial breaks, audience tends do something
else till, their favourite isback. | f they are enquired
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whether they are watching tel evi sion, they may say
they don’t watch theadvertisements during breaks.
But if they areasked if they had noticed the
Airtel advertissment during that break, t hey may be
honest enough to say that they have heard thejingle
or has just peeped a that moment for the
advertisement, What made them do $0? This system
o the brain IS known as the " Supervisory
Attentioning Sysem” which menitors the ambient
influences even when a person is not giving progper
attention to it. As 00N as it finds something
relevant to create stimulus, it puts the neurons to
action and the person gets the feel of it and diverts
his attention towards it. For advertisers, it iS very
necessary to find out which kind of
communications can be made S0 that the
supervisory attentioning system can be influenced.
Then only even during a commerca bresk, a
persen’s attention can be divated to view the
particular advertisement. Hence we have answered
one question as to where advertisers need to
influence to draw the audience to their
communication during commercial breaks. But: the
question of how to achieveit dill remains obscure.

THE MIND:

Some of the salient features of the minds
are that they are limited, their perceptions are
selective, there IS a physiological limitation te
processing stimuli, a dramatic difference iS needed
fox the brands to establish themselves in crowded
categories. So the difficulty ramains as how much
of the message gets throngh the dutter. The mind,
by nature, is very insecure. The mind is both
emotional and rational, purchasng decisions are
really not known and for recall thereare timeswhen
the mind remembers things that no longer exist.
What conclusions can we draw from these theories?
During a recent study it was asked to theaudienceif
they knew the current tag line for United Airlines.
They resoundingly responded with "Fly the

®
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Friendly Skies" When 1 pointed out that United
changad its tag in 1997 to "Rising” and again in
2004 to "Its Time to Fly," they were astonished.
Despite the millionsof dellars United spent on this
ad campaign, the audience only recalled something
that didn't exist. When drafting your brand
positioning Srategy, you may want to considér your
previous message | ayering activitiesand determine
if your new value proposition enhances or conflicts
in the mindsd your intended audience. Wow let's
turn to a technique to analyse brand per cgptions
Due to the shear volume Of messagss we encounter
on adaily basis, the human mind can't begin to cope
with iterpreting them all. Trout nates some
datistics Humans tolerate constant daily electronie
bombardment, printed knowledge doubles every
four to five years, 4,000 books are published around
the world every day. The World Wide Web grows
by 1,000,000 pages each day. You've watched
140,000 TV commerdial 4 the age 18.

Human radar: The communication model

TO Dbetter understand the process of
preference, let's fird  look at a  basic
communications model. The five components of
this model are sender, medium, filter, receiver, and
feedback. On a daily bads, we are exposed to
messages (sender/medium) via our radio, television,
billboards, Intemet, mail, and word-of-mouth.
Although these messages are pervasve, we
continually screen out (perceptual screen) @ ignore
content that has little or no rdevance to us. All
messages are COded patterns and sensations —
colours, sounds, odours, shapes, ete. Thoe
messages deemed recognizable, or a bads far a
relationship, are decoded and stored in our memery
(filter/screen). A successful convergence between
sender and receiver will result in some type of
response to a brand's compelling message feedback.
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Stored experiences in our Jong-term
memory are conmected through a series of nodés
and networks. An example could be all the
associations you might have with the word
Starbucks—including coffee, rich aroma, relaxing,
sofa, earth tones, etc. As presented by Shulz and

"This node and connection process, called
spreading activation, makes every person different”
(Strategic Brand Communications Campaigns,
1999), Since we all have different experiences,
connections, and relationships, this supports a
theory that the consumer, notithe organization,
owns the brand.

From brain i 0 branding:

It iswell estadlished that the journey of a
produet through its brand depends on the taste buds
d thebrain. The chemicals that create arousal are
serotonin, acetylcholine, dopamine, norepinephrine,
and hisgamine. The amygdala, ventromedial
prefrontal cortex give riseto lower order and higher
order emotions respectively in the brains and the
brands need t0 choose which one to affect to trigger
the desired reaction. Whether a communication is
powerful enough to stimulate the neurons and the

whether the bran stoes the
communication in itS primary or secondary
memory, shortterm or longterm memeory is a
matter Of concern. Now advertisers Know whereto
put their communication and what to influence.
Ther major challenging job is now t0 understand
how to influence a chemical reactionin the mind so
that a desred response is arrived at. In erder to
understand this, let us now investigate as to what
are the waysin which a brand gets postioned i n the
minds of the consumers. A brand is a duster of
strategic cultural ideas, which hasto be used as a
tool to shape the human mmd. So whenever a brand
hast o be launched, thére are several bagc questions
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haveto be answered. First of afl, what isthe utility
of the product for which the brand has to be
launched? Secondly who are its profile consumers
and what iS the level of their understanding?
Thirdly what sort of ssgment do they fall into?
Fourthly what would be the USP or the unique
positionitig strategy o the brand? Fifthly, who are
the competitors and what are their pogtions?
Sixthly, what is the marketing strategy undergone
by the company to launch the product so that the
branding campaigns can be developed accordingly?
Finally, what would be the brand vision to
vis~-a-vis other brands in the same category?
Underlying these basic guestions, there would be an
attempt to find out what would be the driving force
of the brand and to forecast possible obstacles that
may arise In its journey. When we talk of the
driving forces of a brand, we tend to estimate
certain parameters, which are the driving ejements.
These include choice of the target audience where
brands like MTV, Elle 18 had an upper hand;
choice Of the product or services whers brands Like
Moov, Dettol prospered, choice of pricdng where
brands |ike Nirma and Videocon made a name; and
finally choice of distribution network where brands
like Standard Chartered Bank, Hindustan Petroleum
created # niche market.

Brand Positioning

A strong brand position means the brand
has a unique, credible, sustainable, and valued place
in the custarmer’s mind. It revolves ar ouNd a benefit
that hielps your product or service stand apart from
the competition.” Scott Davis, Brand Asset
Management.

Organizations seek {0 develop and project
brand perceptions based on internally driven needs
and goals. In Jack Trout's book "Differentiate Of
Die,” he presents evidence that supports histheories
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on conaumer behavicr and interpretation Although
these concepts seem sdf-evident on the surface,
organizations tend to ignore thexe immutable laws
In thewr daily branding activities.

During the product lifecycle of the brand, different
stages are encountered: the infant stage, the growth
stage, the maturity stage and finally the dedline
stage. Depending on the stage at which the brand S
postioned, it would be decided whether the brand
would go for a brand extenson, line extendon, sub
branding, range branding, umbrdla branding and
endorsed branding. Apart from these Srategies t he
advertiser hasto keep in mind the market share of
his brand and find out whether brand
cannibalisation [S taking place. Whenever a brand
has to be developed, it has to gradually escalate
from its core formula to know how, interet and
finally the brand philosophy. Every advertiser tries
to plan its brand through the marketing mix, the 4
Ps: product, price, place, and promotion so that the
brand can be enriched. The brand asset evaluator
hasto be measured to find out how much the target
audience value the particular brand, Likewise,
brand input multiplier would evaluate the ratio of
the market share of the brand with respect to the
amaunt that has been spent on advertisng, These
instruments would also suggest as to what is the
position of the brand, the future strategies, where to
spend haw much and ultimately where to draw the
line
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Brand Molecule

"The functional, emotional, and soccial
dimensions of thejobs that cusomersneed to get
done conditute the circumstances in which they
buy.” [¥. Clayton Christensen, 7he |nnovator's
Solution

A brand molecule, according to Hill and
Lederer, is the process o identifying all
associations comnected to your brand. In addition to
understanding the type of connections, you need to
evaluate the importance of each association and
how much weight it carries independently.

B/ unfolding a brand molecule, the organization is
able to view all possibleconnections, either positive
Or negative, |0 its current state. By virtue of this
analysis, you Can achjeve greater clarity and insight
into your pogitioningor re-branding process.

The McDonalds brand molecule, as portrayed in
this pictortal, illuminates the basic constructs of this
process Key eements of this modd indude
linking all brand associations, the importance of
each, and how they relate to each ather. Once
accomplished, you can begin the process of
removing those associations that no longer "fit” and
adding new identifiers in their place. This process
provides the manager with an opportunity to view
the entire brand and affect change in a strategic
manner.

A real-world example of this process was
the recent transformation Of Cadillac. | n the late 80s
and early 90s, sales for this brand were dedining
due to Buropean and Japanese penetration into the
luxury car market. To reverse this ercdon, the

MetSonmls | 7T Fun Place Playground
Ronaid . |
McDonaid Characters l
House
Logo | — | Goiden | . | FastFood | |Hamburger | — | Happy
Arches Inexpensive Meal
Clean |
Frendly :
Drive- 2::
Through
Source. Infinite gt Hill'Lederer

Cadillac group invested in the brand molecule
analysis to reinvent both the design and market
preference. This brand was meticuloudy assessed,
disassembled, reassembled, and r e-positid in the
late 1990s from something grandpa drove into a



fast, my , and desirable product. Teday, you know
when a Caddy commercial iS playing when you
hear Led Zeppdin's "been a long time" blaring
through the speakers.

Brand equity

Underlying alt the nitty-gritty of brand
evaluation is the search for finding the brand equity
of a brand. Brand equity has the tddity o brand
perception including the total quality of the product
services, financjal performance, customer loyalty,
satisfaction and overall esteern towards the brand.
Brand Equity i influenced by all non-image factors
aswdl asthe market value of the brand. Thisvalue
is ascertained by the cost based, price based and
consumer based methods Once the brand equity is
developed, haf the mind battle is won. Se it is
necessary to find out how brand equity can be
developed by dimulating the neurons. So all
questionstrigger to one dirsction: What triggers t he
neurons and how can it be triggered?

Brand loyalty

"You learn that creating customer loyalty IS
neither strategic nor tactic; rather, it is the ultimate
objective and neaning of brand equity, Brand
loyalty is brand equity." Daryl Travis, Emotional
Branding.

So, what constitutes brand loyalty?
According to Bloemer and Kasper, brand loyalty
impliesthat consumers bind themsavesto products
or Servi ces as aresult of a deep-seated commitment.
To exemplify this point, they rendered a distinction
between repeat purchases and actual brand loyalty.
In thar published research, they assert that ar epeat
purchase behaviour "is the actual re-buying of a
brand" whereas loyalty includes "antecedents” or a
reason/fact occurring befor e the behaviour.

Bloemer and Kasper further del i neat e brand loyalty
Into "spurious” and "true” loyalty. Spuriousloyalty
exhibits thefollowingattributes:

Biased, behavioural response, Which is expressed
over time by some dedson-making uit, with
respect to one or More4lternate brands as afunction
of inertia. True brand loyalty indudes the above,
but repl aces inertia with a psychological process
resulting in brand commitment (Ref: Journal of
Economic Psycholegy, Volume 16, Issue 2, July
1995). What drivesbrand loyalty? The psychology
behind human behaviour as it pertains to brand
selection can he both rudimentary and complicated
at the same time V& Will explore this conundmm
by investigating noted authors' msight into the
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rem of brand preference, By unveiling cusrent
research and Opinions of experts, a convergence o
ideologies will advocate techniques in order to
deepen current and potential relationships. Mt hods
will be introduced which evokethe use of our five
senses to evaluate, develop, and drive a deeply
rooted brand prefaerence.

Colour psychology affecting brands

Colour Psychology

Colour psychology studies the affects of
colours on how we fed (yellow=happy), and what
we associate WIh ogrtain colours (black=death)
depending on our culture.The science behind the
psychology of colour isstill new, but is starting to
define how colour impacts our bodies, affecting our
appetites, confidence and energy levels.

Colour = light = energy

How can a colour actually affect us? First
we haveto look at what a colour |S made of: light. A
colour s a lightwave which travels to your eye, then
sends an electrical message to your brain which
interpret tham as “blue” or “yellow”.Since light IS
just energy, and colour iS light, colour is a form of
energy, a wave that hits you right betweenthe eyes
It stimulates your brain and affects your mind and
your body.In one study, Some subjects were able to
distinguish a particular colour blindfolded, just by
touching a colour with their fingertips. We use
colours to designate our leaders: the rad “power
ties” of PrimeMinisters and Presidents, black robes
of judges. We use colour to showallegiance.n &g
Bengal, India, footbali club East Bengal is known
by thar distinctive red and yellew cdour while
Mohon Bagan isknown by their maroon and green
colour. A pediatric surgeon in bright blue scrubs
with yellow polkadots says “friendly”, and puts her
young patients at ease. A politician’s black suit,
white shirt and navy tie sends “conservative” and
“powerful”, Using colour to affect mood. Interior
designers affect pgople’s moods through the colours
chosen for walls and fumishings. Advertisers are
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masters 0 colour. Red for sex appeal in things like
cars, lipstick, soda. Black for manly things like
watches, aftershave, cars again. Pink for girls” toys,
Colour and eommunicating your brand

The psychology oOf colour branding is
utilised to communicate a business personality and
approach, create a mood, appeal to the target
audiencg, distinguish the website from its
competitors and draw attention Colours t0 promote
a businessbrand, to get the right messags across to
its target market.

Brandingin the brain

From our above investigation first into the
brain and then into the brand, we can easily derive
certain cues that would enhance us to attempt to
find the secret password of the human mind, which
IS the utmost destination Of the research. From the
brain, we know that the neurons synapses are the
major influencers of human action. We alse know
that supervisory attentionary system needs to be
tapped to induce the communication wen if the
mind is out of focus. From the branding point of
vi ew, the brand equity needs to be developed and a
unique positionitig strategy rieeds to be coined so
that it meets to solution to Some complex human
problems. Every produc and thus every brand is a
solutiori to one or the other human problems. This
is why all products and brandings are existent and
will continue to exist. The fight iS to establisk who
would provide the best possible solution. For this
endeavour, we need find out the cognitive
psycholegy that brand planners use to map the
pereeptual pacein themind. The cognitive map of
the individual s the idea that each brand occupies a
particular point or ace in the individua
consumer’s mind, a point that |s determined by that
consumer’s perception Of the brand i N question and
in its relation to other brands. The spatial distance
between the points in that consumer’s mind reflects
the aubjet's perception o Smilarity or
dissimilarity between product and brands. FOr
example when Maggi noodles were lausiched in
Delhi, it became an overnight success. The reason
being that it found a srong vaeant postion and
communicated as “good to eat, fas to cook™
anytime snack. But thereal challenge lies as t 0 how
we can gain the spaee of t he mind. To buy themind
space there are millions f communication and
killer competitions where the marketers are creating
more brand clutter to the already cluttered
categories. The advertising need now is to create a
unique space among the consumers and to make
them comfortable. So the challenge has drifted from
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visihility to comfortability. One 'thingis absolutely
clear that the unique postioning strategy needs to
be undertaken and différentiation s a branding
DNA.

Solutions: the psycho-branding models

Let us now put the thoughts into some
models to get some channelised Solutions and
ultimately derive at the cracking tod that would
havean impact on t he Indian consumerist mind.

The STEP model

In order to develop the comfort zone that
we have discussed earlier, the profile consumers
have to be dratified and Rave to be passed through
the STEP model. The STEP model includes, Social,
Technological, Economical and Poalitical. These
are the external influences that the profile
consumers have been conditiched with in their
years of mentd: development. So this model would
first give an idea regarding the liking factor o the
target consumers. The reason being that as thebrain
has developed, thee were such strong extemal
influences that have been a part of the gene of the
consurners. Positioning the brand into the comfort
zone of the consumers iSto make a match between
the consumea DNA with the brand DNA. Once this
is achieved, the consumer dees not need to
remember the brand separately. It becomes a part of
his life and hence heliveswith the brend.

The VASE model

For the smooth recognition and recall of a
brand it is not only necessary to make the brand
more Visible by constantly bombarding it with
communications and promotions Rather | would

ropose a VASE model, which should be followed
or any brand, The VASE modd says: Visible,
Available, Service and Economieal, all are the
essential segments fOr the smooth journey of the
brand. If visihility is absent, then consumers do not
have a clear understanding o the brand. If
availability is absent, then consumers may demand
and seek but ultimately get to the most available
brand. | f the service iS not good, then consumers
would not go for repeat purchase. Finally, if the
product is nat economical then the consumers may
fail to find the value priceratio postive. So all the
four aspects are equally important for consumers to
have a constant reference to a particular brand and
thus incréase the brand equity.




TheSEC modd

The SEC model, according to ne, is the
mogt effective modd for any psycho branding
solutions. This model, | believe, would try to
unlock the branding problems faced by advertisers
relating to brand dutter, effective branding
reactions and other such related problems as this
model would give an in-depth analyss as to how
brands can stimulate the neurons o the brain and
according produce the desred reault. The SEC
model can be divided into three parts Sensation,
Emotion and Consciousness. Any communication
input that passes satisfactorily through these three
stages will most likely emerge with the best result,
Let us now derive the model and find out how it
wor kS as a panacea for all branding solutions

Sensation

*Almost our entire underganding of the
world is experienced through our senses” Martin
Lindstrom, Brand Sense
The mog innovative brand resarch Tve
encountered recently was derived from Lindstrom
and his "Brand Sensg' concept. A precursor to Ni S
theory lies in three components, and when
combined, builds both loyalty and what ha terms
"mash ability.” The constructs of his theory reside
i n the following:

e Sensory branding stimulates your
relationship with the brand

Allows emotional response to dominate our
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o Goal: Strong, positive, loyal bond between
brand and consumer so the consumer will
tunto brand repeatedly

e Ultimate Goal: Emationa engagement,
match betwem per ception/reality

The essence of Lindstrom's work lies in
what he terms the "Six Sensory Steps” Thee
include (1) sensory audit, (2) brand staging, (3)
brand drama, (4) |brand signature, (5)
implementation, and (6) evaluation. Through this
discovery method, an organization can unveil
aspects of its current offering or new avenues to
exploit. This process, according to the author, will
enhance brand loyalty and deepen exigting
relationships.

Since this article can't possbly delve into
al six steps, a cursory view of a few dements of
this process is provided next, Lindstrom's gpproach
to brand loyalty stems from the use of our five
senses. | n order to understand any brand, a sensory
audit must be conducted to assess the brand's
leveraging of sensery touch paints. This involves
examining a brand' s stimuli, enhancement, and
bonding capabilities. Lindstrom's point is smply
the more sensory components, the sronger the
foundation of your brand.

Anahe area discussed is the synergy
across sensory touch points, Lindstrom suggests we
use many senseswhen evaluating our surroundings,
including brands Returning to the Starbucks
example, one could view an encounter with this

rationalethinking cailer inth '
o Offers different dimensions of a single e
brand
Visual Uniquelogeo on building, cups, and bags
Visual/Auditory Uniform and customer approach

Visual/Auditory/Touch Interior aesthetics (0fa, colours, wall paper, musc)

Smell/Taste

When analyzing your brand, haw grongare
the links between each of your sensory touch
paints? How interd: nt are they? In the
begi nni ng of this article we mentioned Lindstrom's
term ‘*smashability.” This smply means how
independent each sensory aspect iSand what iSits
ability to gand on its own? If you removed the
Starbucks |0go from the building, would you dill
know the brand?

Distinct aroma of freshly ground coffee

Let us now concentrate on the five senses: sight,
hearing, smell, taste, touch. Apart from this, there
areKinesthesaand Synesthesia.

Sight: The eye is the argan of vision. |t has a
complex structure consisting of a transparent Jens
that focuses light on the retina. The brain combines
the input of our two eyes INto a single three-
dimensional image. In addition, even though the
image on the retina is upsde-down because of the
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focudng action d the lens, the brain compensates
and provides the right-Sde-up perception. So the
visual image iscreated in the mind. Every attractive
image creates a folder IN the brain.

Hearing: The ear | § the organ of hearing. The outer
ear transmits vibrations to the inner ear through a
series Of small bones., The inner ear, react to the
vibrations and transmit impulsesto the brain via the
auditory nerve. Thebrain ¢ombines the input of our
two ears t0 determine the direction and distance d
sounds.

Taste: The receptors for 1aste, called taste buds, are
situated chiefly in the tongue At the base Of each
taste bud there is a nerve that sends the sensati ons
to the brain. The sense of taste functions in
coordination with the sense of smdl. The pumber of
taste buds varies subgantially from individual to
individual, but greater numbers increase sengtivity.

Smell: The noxe & the argen responsble for the
sense of smell. The cavity of the nose is lined with
mucous membranes that have smell receptors
connected to the olfactory nerve. The amall
receptors interact With the molecules of these
vapors and transmit the sensationsto the brain. The
sense of touch is distributed throughout the body.
Nerve endings in the skin and other parts of the
body transmit sensations to the brain.

Kinesthesia: [xeci se awareness of muscle and joint
movement thal allows us to coordinate our muscles
when we walk, talk, and use aur hands. It iS the
sense Of kinesthesia that enables us to touchthetip
of our nose with our eyes dosad a to know which
part of the body we should scratch when we itch.

Synesthesia:  SOme  people  experience  a
phenomenon called synesthesia in which one type
of gimulation evekes the sensation of ancther. For
example, the hearing of a sound may result in the
sensation Of the visualization of a ¢oler, or a shape
may be sensed as amall.

All these senses regide themselves as a folder in
the brain through a series Of stimulating neurons.
The first positioning method of advertisers should
be to differentiate the brand amang any of these
senges. These senses create a natural Simulus
among neurons and if the brand researchers can
understand the reactions Of such senses from the
profile consumers then communication can be
p sitioned in line with the sensation that hascreated
the mod pleasurable experience. Enforcing a
natural reaction with communication would be
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nothing less than ancther good experience with the
brand and to the human psychology, good
experience ar ¢ always welcome. So the perceptual
space already had the folder, no new space to
search. The communcation just created a link
between the sensory folder in the brain and the
brand, ther ey exciting the neuronsin the ssameway
as the previoudy created pleasurable experience.

Emotion:

Oneof the prime influencers to any kind of
reactionsin the brain is the emation. It is that touch
in the mind which can make o bresk things
Scientis Wundt spoke about the three different
dimensions Of emotions pleasant/unpleasant,
relaxation/tension, calm/excitement. EBkman and
Freisen identified Sx basic types of emotions: fear,
sadness, anger, happiness disgust, surprise. But
modem researchers have found a lot of emeotions
like humour, love, disgugt, hate, pain, lust, hopeand
pride. Such emotions create simulus in the mind
and the body reacts accordingly. So gea
communications have been positioned to catch one
emotion and capitalise on it For examplethe brand
Boroline iS shown to have a granddaughter giving
her grandmother Boroline because her feet have
cuts with wrinkles. This emational connect of
granddaughter-grandmother touches the heart. The
brand Vicks Vaporub came as a solution to those
small children who could nat sleep at night because
of cold and kept their parents awake as well. Vicks
Vaporub came 1O relieve those children suffereing
from cold as well as thelr waking parents. The
brand Fevicol has always been known for its
humourous communication. It portrays a crawdsd
bus where people hanging outside the bus are not
falling off because they are stuck with fevicol. The
brand Pepsodens showed mother scolding the child
for not brushmng with pepsodent. So the fear factor
is created and the mother child emation is show
cased. Thus every communication tends to touch
the soft oot of the human mind. But humans
greatly differ in thar emotions and it becomes a
daunting task to find out the motional cluster. The
only way to find it ISt 0 understand the relationships
of the clustered population with themselves and
their surroundings, their reactions to different
situations and ultimately touching emotions which
strike them heavily. If such a communication can be
linked with the striking emotions of the conaumea's
then the brand eguity will be enhanced.




Consciousness:

It has been defined Iloosely aS a
constellation of attributes of mind such as
subjectivity, Sdf-awareness, stience and the
ability to percaive a relationship between oneself
and one's environment. |t has bemn defined from a
more biological and ¢causal per ectiveas the act of
autonomously  modulating  attentional  and
computational effort, usudly with the goal of
obtaining, retairiing, or maximizing Specific
parameters (food, a safe environment, family,
mates). Consciousness may involve thoughts,
sensations, perceptions, moads, emotions, dreams
and an awareness Of self, although not necessarily
any particular one or combination of these. So the
badc premise 0f consciousness |S the "touching
soul" effect where what we thi nk happens, what ve
want and cannot do happens Tt is the epicentre Of
mental activitiesthat goes on in the brain and when
a communication touches i, there is no question
about the fact that the brand will evade all clutters
to emerge as a predominant brand for a long time.
For example the brand Vodaphone when it was
called Hutch had launched with a dog running after
a child. The communication sad, “whereever you
go, our network follows you". Its an immediate
connection with the fact that a dog is man's best
friend and very loyal.

Conclusion

In order to undergand the psychology Of
brand preference and ultimate brand choice, we
unidertook this journey Dy examining the brands that
have failed and succeeded and tried to find an
answer as to what led to one brand’s success and
the ahe to fail. To understand this probler we
delved deep into the human brain to find out its
mechanism and its organs of influence Then we
portrayed a basc communication model and the
process Of receiving/filtering messages to present
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the fact how a particular communication enters the
brain and is comprehended by the brain. Here we
found out the action stimulisers of the brain. Our
next job was to understand the branding concept
and to review research that suggested a distinction
between spurious and true brand loyalty. Several
truisms concerning how a brand ispostioned in the
marketplace, revealed the challenges with
marketingto the kuman mind. Here we found out
where exactly the brand needs to reach, for the
Indian consumeris mind to welcome and retain it.
At this crossroad, we have the simulants and the
destination. All we needed was a transport to carry
the gimulantsto its degtination. This was possible
through three mgjor models that ultimately became
the cracking tool for the Indian consumerist
mindset. Firstly, we surveyed research that submits
the essence Of brands being connected through our
five senses. Secondly, we Sudied the external
factors for a smooth brand journey. Andly, we
grasped the internal mechanisms that action a
human being to make an uitimate brand choice and
to live with the brand. The three core tools, STEP,
VASE and SEC spellsthree digtinctiveareas: STEP
model would make a human mind to recognise its
natural comfortable environment, YASE model
would make the human mind fed at ease and in
equity with the brand, ultimately SEC model would
make the human mind create a specific desire and
gimulateacti on specific to a particular clutter free
brand choice. Thus these three tods o psycho
branding, if judicioudy maintained, would | believe
inthe coming years, not only be the code cracking
tools for the Indian consumerist mind but also
would aid i nmensel y In the genre of international
branding.
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