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"“Today's marketplace confusion can only be sorted out one way: by brand
power. Daryl Travis's Emotional Branding sings, a book to savor and ponder.
And, if approached in the right spirit, a book to change your worldview and
renovate your bottom line. Hint: It's for finance and human resource folks
as much as for marketers, as much for three-person architectural studios as
for Virgin or GE execs.”

—ToM PETERS, coauthor of In Search of Excellence

“Every CEQ's job is to create value and build assets, and every company’s
most formidable asset is its brand. Daryl’s book is an important reminder
that brands must be protected and nurtured. Read it, take it to heart, and
expect some amazing things to happen in your business.”

—JAMES BERRIEN, president of Forbes magazine

"I've been in the business of building global brands for more than 25 years,
and I've yet to read a better account of what it takes to make a brand. Apply
all the analytics you want to a great company or brand and in the end you'll
find it comes down to how people feel about it. This book reveals why."

—THOMAS OLIVER, CEO of Bass Hotels & Resorts,
former executive VP of marketing, FedEx
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OW DO YOU LAUNCH A PRODUCT

in today's ultra-competitive and often

saturated markets, break through the
clutter, and develop strong and lasting
customer loyalty? Get in touch with your
customers' deepest emotions, of course.

Emotional Branding teaches. you the
how’'s and why's of, "How does our
product or service make our customers
feel?” Author Daryl Travis (with a little
help from Harry) leads you.on.a jouinj
filled with colorful ideas and-bottom-line
lessons that will teach you how-to instill
brand loyalty in your customers. Whether
you are a CEO, an advertising guru, or an
innovative businessperson, you will dis-
cover how to use a brand's mystique to
create powerful and lasting emotional
connections with your customers. Travis
also addresses:

®E BRANDING AS A PRODUCT
OF INTUITIVE THINKING

" HOw PEOPLE DEVELOP
EMOTIONAL RESPONSES
TO BRANDS

E BRINGING TOGETHER A
COMPANY’S ELEMENTS TO
FORM A BRAND '

® DEVELOPING SUCCESSFUL
OFFSHOOT BRANDS FROM
EXISTING ONES

" AND MUCH MORE!

(continues on back)



(continued from front)

Emotional Branding teaches you how
to identify and empower your product’s
appeal and-eonect it to your customers'’
experiences with your product. The
results unlock the secrets to emotional
branding, enhinee the brand-consumer
réiaﬁonsmp and-show you and your busi-
nes new prospenty—all from discovering
and applying these powerful new ways to
use the"F" word, F-E-E-L-I-N-G-S
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has.extensive~experience in advertising,
integrated Marketing, and brand building.
He is chancellor of Arian, Lowe & Travis,
a nationally recognized advertising agency
in Chicago, and CEO of Brandtrust, an
elite corps of brand consultants that
includes several of the leading brand
thinkers in the world.
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Author photo by Julie Mikos
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Chapter 12—MISSIONS AND MISSIONARIES

spread civilization. Of his own organization, he says, “Our mission
is to make intelligence accessible anywhere.”

He tells new recruits, “Call some friends tonight, and ask what
their company’s mission is. Then ask yourself, Would I follow that
organization to the end of the earth? Or is it a place to simply spend
40 hours a week?” Fast Company reports that he then regales the
recruits with “the story of the bridge in Alcantara, Spain that has
been standing since the days of the Roman Empire—nearly 2[,]000
years. As the bridge’s cornerstone attests, Caius Julius Lacer, the
architect, intended it to stand for all time. Now that’s an admirable
mission.”

USEFUL YARDSTICKS FOR SUCCESS

There are several useful yardsticks for a mission’s success. One
example can be simply an internal audit of how well a mission is
understood, how much it is endorsed, and how much it affects
esprit de corps and a willingness to innovate. Another long-term
measure is the degree of attitude change of the brand’s constituents,
both in and beyond the company. There’s nothing fatuous about
any of that, particularly if it contributes to a materially improved,
broad-based brand perception.

It occurs to me that a CEO charged with responsibility for a
brand’s financial health might be held equally accountable for a
measure of how clearly the brand’s mission is understood and acted
upon. Surely one has a bearing on the other.

If you’re faced with writing a mission statement, don’t despair.
Start thinking about the mission (purpose) rather than how it is to
be expressed. The words will come. Think about what the brand
wants to accomplish in the mind of its most important customer.
You might think your brand is a gift from God, but what is its value
to the customer?

Under the best of circumstances, what would your best customer
say about you—both the product and the people? If we’re talking
about business-to-business, what would she say is your core compe-
tency, and how would she describe it? What would be her best wish
for you as a supplier/collaborator? What is it about your brand that
makes your competitors nervous? Asking and answering some or all
of these questions will help, but writing your brand’s mission will
sometimes feel like a “mission impossible.” It’s not something you
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Part Four—BUILDING BRANDS WITH MEANING

dash off over a lunchtime martini. Some companies take months to
get it right. But the time and trouble will be worth it.

Another helpful step is to think of the ideal. Remember that a
mission is like a journey that never ends. A mission is what you
would wish for your brand, not what
your physical brand is. It is the brand’s
ultimate destination.

THINK OUTWARD, NOT INWARD

It is intended to guide the action of the
people responsible for the brand, to
help them think outward rather than
inward, so don’t work on it in isolation.
And certainly get it out of the board-
room. If you set the guideline that the
mission has to be actionable, that it has
to invoke the ideal meaning of the
brand’s work from the customer’s point of view, you can get every
member of your organization involved. After all, they have to
endorse it.

As Peter Drucker says in the Harvard Business Review (1989,
July-August), “Finally, a clearly defined mission will foster innova-
tive ideas and help others understand why they need to be imple-
mented. . . .” Nothing helps understanding more than involvement
in the process of discovery.

Harry Beckwith says that a mission statement should be for
internal consumption only. I agree with him to the degree that I
don’t think a company should take out a full-page ad in the New
York Times to tell everybody its mission statement. But I also see no
reason to keep it a dark secret. Any member of a company should
be able to proudly tell you what its brands stand for—the feeling, as
well as the fact.

ONLY PREACH IT IF YOU BELIEVE IT

Senior Chairman of Vanguard mutual funds John Bogle (Forbes,
1999) will eagerly tell you, “The mission of Vanguard is not very
complicated[,] but anybody who preaches it had better believe it . . .
The business of managing other people’s money—no matter how an
enterprise is structured—must be focused on the human being it
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