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The leap

How fast is the world moving around
us? Consider how quickly e-commerce
has replaced physical channels in
three months.

US e-commerce penetration, %
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I HIGH-RISK PATIENT CARE

— GREATER ANXIETY/SKEPTICISM
REMOTE/DIGITAL ADOPTION
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SOMBER PIANO MUSIC PLAYS



COVID-19 responses have often fallen short too
[n effort to show empathy, brands have succumbed to sameness
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Ogilvy Consulting

* FOLLOW THE FEELING | NRC HEALTH SYMPOSIUM | @kaiwright | ©2020



In the last few months the hierarchy of needs has shifted
Physiological, Safety and Love & Belonging are the priority

EMPLOYMENT COMMUNITY

:
$

Self-actualization

Desire to become the most that one can be

Esteem

Respect, self-esteem, status, recognition, strength, freedom

oing

ense of connection

Safety Needs

Personal security, employment, resources, health, property \

Physiological needs

Air, water, food, shelter, sleep, clothing, reproduction
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Paywng ottention for Os

Smiling for 1s
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V  VISUAL STIMULI

9 FE EXPERIENCE DRIVERS
@
C CULTURAL CONNECTIONS

Community-based
Brand Building

L LEXICON TRIGGERS
@
@
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1900

fast-growing organizations from Aldi to Peloton
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| LEXICON TRIGGERS Branded Vocabulary IN-N-ouUT Southwest.

Sonic Signatures Ceegzly NETFLIX

VISUAL STIMULI Conversation Sparks INBA 2amazon

Community-based
Brand Building

® E EXPERIENCE DRIVERS Normative Behaviors [Tl

SEPHORA

C CULTURAL CONNECTIONS Culture-Ethics patagonia Davep
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BRANDED
VOCABULARY




™

THE NOT-SO-SECRET MENU

Four Weat &
ZGowr Chieese

FOUR-BY-FOUR
THREE-BY-THREE
FLYING DUTCHMA
ANIMAL STYLE:=
PROTEIN STYLE -

GRILLED CHEESE »---

Tinee Weat &
Tinee Cheecse

Hustand Fried
gdm S/mead

ITEMS THAT CAN BE ORDERED, BUT ARE NOT ON THE MENU

)

LARGE SHAKE -4 7o
NEAPOLITAN SHAKE

BLACK AND WHITE SHAKE €%z
ROOT BEER FLOAT

ARNOLD PALMER €7:2%.

LEMON-UP £7°%°
\: J

Bungen Toppings and Options
ONIONS

CHOPPED CHILIES

PICKLES RAW CHOPPED ONIONS
MUSTARD FRIED GRILLED ONIONS

COLD CHEESE WHOLE GRILLED ONION
KETCHUP AND MUSTARD EXTRA TOAST

CUT IN HALF LIGHT TOAST

TOMATO WRAP NO TOAST

French Fry Options

ANIMAL STYLE  WELL DONE LIGHT WELL
CHEESE FRIES ~ MEDIUM WELL  LIGHT

PAPER HAT STICKERS

\

\\7

Y
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® Popeyes Chicken & Y

@PopeyesChicken
Chicken. Brioche. Pickles. New. Sandwich. Popeyes. Chick-fil-A, Inc. &
Nationwide. So. Good. Forgot. How. Speak. In. Complete. @) achickia

Sandwiches. | mean, sentences.

Bun + Chicken + Pickles = all the ¥ for the original.

Bun
Chicken

4 Pickles
Love

v Popeyes Chicken @ v
@PopeyesChicken

Sounds like someone just ate one of our biscuits. Cause
y‘all looking thirsty.

£ WENDY'S SPICY NUGGETS ARE BACK!!! @ @Wendys . Aug 19

Y'all out here fighting about which of these fools has the second best chicken
sandwich.
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IHOb &
b v
IHO TR, ( Follow )

Dear Internet, we abbreciate your batience.

#IHODb

b
\/

553K views

8:10 AM - 11 Jun 2018
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ENJOY RESPONSIBLY, © 2017 A-B, BUD LIGHT® BEER, ST. LOUIS, MO.
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Branded What terms are commonly used in your company or
industry”? How can you reframe those terms so they trigger

VOCHbUIary an attributable association with your brand?
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‘ CULTURAL CONNECTIONS ‘ EXPERIENCE DRIVERS
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‘ AUDIO CUES

‘ VISUAL STIMULI
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100 BEST AUDIO BRANDS, sorted by their

audio brand ranking score.

AUDIO BRAND RANKING SCORE
AUDIO BRAND EFFICIENCY

_PLEASE FIND THE RANKING OF THE | ;}' 1 ‘*"ﬁi; 51,5
. . mf‘ ﬁgtnm 359%

i ;filffi*‘ij 408 : @ 4 384 m**m " 37.9
Bodh gl 906 ;T Bt ' i 59%

amazon @

fd

Source: 2020 Best Audio Brands, Amp Agency

Audio Brand Ranking Score

Audio Brand Efficiency

* FOLLOW THE FEELING | NRC HEALTH SYMPOSIUM | @kaiwright | ©2020




Triad of audio triggers

CREATE MOOD Audio can trigger behavioral

responses —create mood,

spread messages, and spur
behavior.




audible ORIGINAL

Meditate

\

All My @ Sleep Anxiety Available (

vy Train Your Mind

b+ LeBron James

MEDITATION

7 Days of

Yourselt

Guided by Diddy







1 AUDIO CUES

Engineering sound heuristics
for instant recognition through
sonic signatures.
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CONVERSATIONAL
BRANDING

~ VISUAL STIMULI



Visual spectrum ranges from
basic visual elements, such
as an icon glyph that is
static, to interactive
elements, such as
augmented and virtual
reality.

color imagery videos

STATIC -+ RESPONSIVE

logo gifs avatars gaming
mark
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< VISUAL STIMULI

STARTED CATALOGS ENTRY COUNT NEW ENTRIES ANNUALLY
Merriam-Webster 1828 Words 500K 1K
Oxford Dictionaries 1870 Words M 1K
Urban Dictionary 1999 Words 7M 100K
Noun Project 2010 Symbols, Icons M 100K
Emojipedia 2013 Emojis 2,300 100
Giphy 2013 Gifs, Video 1M 100K

* FOLLOW THE FEELING | NRC HEALTH SYMPOSIUM | @kaiwright | ©2020



E GIPHY Reactions Entertainment Sports Stickers Artists Upload Create

17.5K
GIF Uploads

23.5B
GIF Views

This is the official NBA

/"L\"lr\r\f’nl ™M CIDLJV A” /"\{ fl"\l‘\

Login

£%)

NBA Auto Play » n

@nba &
STORIES ) )
-~
" T8
W A,

"All The LeBron ’Rﬂ"ﬂ\o Feels \! Kevin Durant

Gifs You Need T From D-Wade's .. IsYour'lS

PrepareFor ~ . ' Game-Winner 4 °  #NBAAlIStar 3AAIIS

TONIGHT! & MVP! § Reactions! §

8d ago 18d.ago 18d ago

1d ago
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UAL STIMULI
Nationwide Children’'s Hospital

@ nationwidechildrenshospital &

All the Nationwide Children's Hospital GIFs 1

1]
(K

Because Kids don't wear their
thoughts on their sleeves, share a
tattoo to help break stigmas by
starting conversations and
encouraging children to talk about
their mental health.

www.nationwidechildrens.o...

Follow on:
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NORMATIVE
BEHAVIOR

w' EXPERIENCE




SUPPORT
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Gustomer Expectation triad

MOTIVATE

Brands become valuable to
customers when they
exceed expectations by
demonstrating a triad of
brand behaviors that reward,
motivate, and support.



N Q Search

Home My Network Jobs Messaging

Diego Cabral - 3rd+ nun

Senior Transportation Analyst na The Coca-Cola Company

& 3w.@

Qual marca vocé lembra automaticamente ao ver a cor vermelho?

Rate this translation - @

Diego Cabral

Senior Transportation Analyst na Which mark do you automatically remember when you see the color red?
The Coca-Cola Company

View full profile

Coca-Cola kFC

McDonald's LEGO g NETFLIX
i

t

R
o

& O © 19,851 - 565 Comments
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You were genre-fluid.
© spotify

Welcome
to the

You refused to let one sound define you.

Ready for

@ Spotify

Welcome
to the

39 countries

JBavin .= Ready for
your

podcasts you've loved the most
: s
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9:547

| yrQ » Understanding Emotions Intro

AA & lyrahealth.com

B Activity Log

9:54« .
Depression

Before activity

3 O

0: none 10: extremely depressed

AA & lyrahealth.com

After activity

)| Stephanie - e O

0: none 10: extremely depressed
Pleasure
e Before act 4
Hi Arianna - | saw you completed et SR
: eview
the Intro to CBT video lesson. Don't O
0: none 10: extremely pleasurable
forget to complete the lesson
review and definitely let me know if After activity 8
you have any questions. O
! 0: none 10: extremely pleasurable L. S . h
4 sessions  As of: 1/8/20
Hi Stephanie, | actually really liked
the video (watched it twice). I'll g more aware of
make sure to complete the lesson s and coliclre S t H . t
review before we meet this week - cing self- ym p om ISTO ry
thanks for the reminder. _
tendencies.
PHQ9 - Depression Assessment
- Severe Mo}iglm-:-
Check for new messages 'Fo: zéo:emtsw' o . I'M A FAILURE
NOAH!! ‘ AT wom Moderate
[v‘ ] te *?'nw e :
i ni % Mild
Normal
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L LEXICON TRIGGERS

S CULTURAL CONNECTIONS
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AUDIO CUES

3

VISUAL STIMULI
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CULTURAL
CONNECTIONS
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Culture is a byproduct of
communities, and brands
active within culture-based
marketing have a
responsibility to be earnest,
express empathy, and
deliver empowerment.

DELIVER EMPOWERMENT

BE EARNEST

EXPRESS
EMPATHY
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EMEATHY § EARNESTN ESSt I

Culture-Ethics Test
L
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‘ LEXICON TRIGGERS AUDIO CUES

Amplifying identifiable and unifying Engineering sound heuristics
language of a community through for instant recognition through
branded vocabulary. sonic signatures.

a CULTURAL CONNECTIONS G EXPERIENCE DRIVERS e VISUAL STIMULI

Empowering community leaders Creating normative Supporting meaningful
and members through ethical behaviors through strong conversations through
cultural commitments. feedback loops. powerful glyphs.
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| LEXICON TRIGGERS Branded Vocabulary IN-N-ouUT Southwest.

Sonic Signatures Ceegzly NETFLIX

VISUAL STIMULI Conversation Sparks INBA 2amazon

Community-based
Brand Building

® E EXPERIENCE DRIVERS Normative Behaviors [Tl

SEPHORA

C CULTURAL CONNECTIONS Culture-Ethics patagonia Davep
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