
10/03/2005 07:15 AMOPINION: Being Rational On Emotional Benefits

Page 1 of 3http://www.brandweek.com/bw/magazine/features/article_display.jsp?vnu_content_id=1001220017

Related  Articles

  Monday,  October  3, 2005

  Advanced  |  Help

BRANDWEEK WEB

SAVE |  EMAIL |  PRINT |  MOST POPULAR |  RSS  |  REPRINTS  

OPINION:  Being  Rational  On  Emotional  Benefits

October  03,  2005
By  Marc  Babej

W E'VE heard  it  repeated so  often  that  we  have  almost
come  to  accept  it  as  gospel:  to  get  under  consumers'
skins,  you  need  to  make  an  "emotional  connection"  with
them.  It  seems  that  every  ad  agency  or  brand  consultancy
under  the  sun

champions  "emotional  connection,"  claiming  a unique
ability  to  tap  it,  create  it  and  leverage  it.  "Emotional,"  of
course,  as  opposed  to  "rational,"  which  is frowned  upon
as  a dŽclassŽ  relic  of  advertising  prehistory.

In  reality,  the  "rational  vs.  emotional"  dichotomy  is a
convenient  post - rationalization  (no  pun  intended)  in  a
marketplace  where:  a)  most  products  are  commodities,
without  a "rational"  differentiator  to  speak  of;  and  b)
marketing  services  company  revenues  depend  on
persuading  clients  that  communications  have  the  power  to
gloss  over  a lack  of  "rational"  differentiation.  

But  convenience  is not  the  same  as  truth.  In  actuality,
"emotional"  is a euphemism  for  "intangible,"  while
"rational"  serves  as  straw  man,  to  diminish  the
importance  of  tangible  benefits.  

Put  your  consumer  hat  on  for  a moment.  What  would  you
choose:  a company  that  offers  you  the  rather  postmodern
notion  of  "intangible  benefits"  or  one  that  offers  "tangible
benefits ?"  The  broker  who  really,  really  caresÑso  much
that  he  could  be  mistaken  for  a family  member ? Or  the
broker  who  gives  you  reason  to  believe  he'll  make  you
more  money ? With  gas  around  $3  a gallon,  the  midsize
car  that  gets  27  mpg,  or  a midsize  hybrid  that  gets  51
mpg ? The  insurance  firm  that  feels  your  pain,  or  the  one
that  saves  you  15%  in  15  minutes ? The  bank  that  proffers
fortune  cookie  wisdom  on  how  money  really  isn't that
important,  or  the  one  that  advertises  it  is open  on
weekends ? As a rule  of  thumb:  if  you  can  define  a
tangible  benefit  for  a category,  consumers  can,  too.

Orthodox  branding's  categorical  demand  for  "emotional
connection"  is based  on  a flawed  assumption:  that  brand
image  communications  have  the  power  to  substitute  for
product  differentiation.  That  an  "emotional  connection"
can  move  consumers  to  the  point  of  equating  imagery
with  a tangible  benefit  and,  ultimately,  manipulate  them
into  paying  a premium  for  commodity  products.  

Orthodox  branding  methodology,  then,  assumes  that
what's  true  for  a few  categories  in  which  image  really  is
the  main  benefit  (soft  drinks,  liquor,  perfume,  tobacco,  to
some  degree  also  entertainment),  can  be  applied  across
the  board.  No so  fast.  These  categories  offer  a rare
combination  of  high  interest  and  relatively  low  acquisition
cost.  Quirkiness  at  $1.50  a Snapple  is a bargain  (the  iced
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tea  is decent,  too).  Metropolitan chic  can  be  had  for  $12  in
a Grey  Goose  martini.  An  air  of  timeless  elegance  goes  for
$58  per  bottle  of  Guerlain's  L'Heure  Bleue.  There's  hardly
a tangible  benefit  in  sight.  But  more  importantly,  none  is
expected.  As Charlie  in  Tim  Burton's  Charlie  & The
Chocolate  Factory  puts  it  so  aptly:  "Candy  doesn't  have  to
have  a point.  That's  why  it's  candy."

Take  only  a half -step  away  from  truly  image -driven
categories,  to  luxury  accessories,  and  the  expectation  of  a
tangible  benefit  comes  into  play.  You  might  buy  one  Louis
Vuitton  bag  solely  because  it  conveys  status,  but  should  a
handle  rip  after  a year,  you'd  think  twice  about  buying
another.  It's  no  coincidence  that  Louis  Vuitton  submits  its
products  to  a testing  regimen  that  would  make  NASA
proud,  with  mechanical  arms  lifting  handbags  loaded  with
7- lb.  weights  and  then  dropping  them  onto  the  floorÑfor
four  straight  days.  The  result ? Bags  of  the  moment  come
and  go;  Louis  Vuitton  remains.  

Upstart  airline  JetBlue's  breakthrough  success  is also
rooted  in  tangible  benefits.  Leather  seats,  DirectTV  for
every  passenger,  snazzy  flight  attendant  uniforms  .  .  .
and  all  this  at  lower  fares  than  competitors.  These
tangible  benefits  have  not  only  made  JetBlue  a force  to  be
reckoned  with,  but  also  built  a powerful  brand.  JetBlue
has  reached  an  altitude  of  113  on  BrandKeys'  Customer
Loyalty  index.  Meanwhile,  established  competitors  such  as
American  (105)  and  United  (107)  are  caught  in  a
quagmire  of  commoditization.  

In  the  majority  of  categories,  marketing  (and  brand)
success  is built  on  a foundation  of  tangible  benefits.
Examples  include  H&M,  Commerce  Bank  and  Washington
Mutual,  Geico  and  Progressive  .  .  .  and  of  course,  the
iPod.  Long  before  its  white  headphones  achieved  iconic
status,  iPod  had  already  built  its  reputation as  a tangibly
differentiated  offering,  combining  user - friendly  design
inside  and  out  with  sufficient  capacity  to  make  music
libraries  mobile.

In  an  increasingly  transparent,  consumer -empowered
world,  marketers  face  a choice:  either  follow  branding
orthodoxy  and  capitulate  to  commoditizationÑor  build  a
real  connection,  one  that  is rooted  in  tangible  benefits  and
amounts  to  a reason  to  choose  your  offering,  not  your
rival's.  

Babej  is president  at  marketing  strategy  consultancy
Reason  Inc.,  New  York,  which  serves  technology,  financial
services,  healthcare  and  media  clients.  Contact:
m.babej@reason - inc.com.  Blog:  www.being -
reasonable.com.  

SAVE |  EMAIL |  PRINT |  MOST POPULAR |  RSS  |  REPRINTS  
SUBSCRIBE  TO BRANDWEEK  È

Related  Articles

È  "It's  not  just  sponsoring  a  brand  of  fashion,   
Aug  22,  2005   Ð  Adweek

È  Go  Figure   
Aug  1, 2005   Ð  Adweek
È  Kanoodle,  Turner  Sports  Ink  Sponsorship  Deal  
Aug  11,  2005   Ð  Adweek

È  As  Diesel  continues  to  push  itself  as  a   
Aug  1, 2005   Ð  Adweek

È  Letters   
Jul  25,  2005   Ð  Adweek

View  more  related  articles  

Wal - Mart  Hires  McD  Exec  For  Marketing  Role

Mitsubishi  Boosts  Profile  With  Gasoline  Incentive,  New  Truck

Kodak  EasyShare  Finally  Hits  Stores

TECH  /  HARDWARE  
 Sprint,  RealNetworks  Play  a  Different  Tune  
 Saatchi's  Roberts  Advised  DOD  on  Rebranding  

ÔWarÕ 
 Connection  Remains  as  Deutsche  Telekom  Decides

to  Keep  T- Mobile  

PHARMACEUTICAL  
 Let's  Eat:  ÔNo Free  LunchÕ  Gets  a  Place  at  the  Table
 ÒNo  Free  LunchÓ  Gets  No  Free  Ride  
 Sweet  Dreams:  FDA  Approves  Ambien  CR  

LEISURE  &  TRAVEL  
 ÒEverybody  Into  The  Pool!Ó  
 Continental  Airlines  Lands  in  NY's  Bryant  Park  
 Tailspin:  Delta,  Northwest  File  Chapter  11  as  Fuel,

Other  Costs  Rise  

È  American  Civil  Liberties
Union  
È  Arizona  Lottery  
È  Cavender's  Boot  City  

Ads  by  Google

Film  Scanning  Experts
35mm - Medium - Large Format Film Everything
Photo & Digital
www.aandi.com

Magazine  Subscriptions
Over 1300 magazines. 2 year subscriptions at a
1 year price.
www.landofmags.com



10/03/2005 07:15 AMOPINION: Being Rational On Emotional Benefits

Page 3 of 3http://www.brandweek.com/bw/magazine/features/article_display.jsp?vnu_content_id=1001220017

Daffy's  Unleashes  Triple - Mannequin  Campaign

Welch's  Signs  TV  Icon  as  Next  Spokesman

Measure  for  Measure  on
Store  Shelves:  The  Myths
and  Dangers  of  ACV  

The  Expectation  Epidemic

Spending  Freely,  Again  

Life  Savers  Moves  to  BBDO  From  FCB

BollorŽ's  Stake  in  Aegis  Group  Hits  9%

Lee  Enlists  AAR  for  Review

L.L.  Bean  Selects  JWT

NBC  Draws  CPM  Queries;  Top  Rank  at
Risk

ABC,  CBS  and  NBC  Inch  Closer  to
Launching  Entertainment  VOD  on
Cable

Reader's Digest  Assoc.  Dips  Into  the
Fountain  of  Youth

FCC to  Ease  License  Snarl:  Martin  to
Extend  Stations'  Indecency  Liability

CLICK  TO  SUBSCRIBE  È CLICK  TO  SUBSCRIBE  È

VNU EMEDIA  GROUP:    ADWEEK   BRANDWEEK   MEDIAWEEK    EDITOR  & PUBLISHER   MARKETING  Y MEDIOS    PHOTO DISTRICT  NEWS

SUBSCRIBE    AD  OPPORTUNITIES    ABOUT US   CONTACT US 

© 2005  VNU eMedia  Inc.  All  rights  reserved.  Terms  Of  Use and  Privacy  Policy.
 


