Values and Emotions as Drivers of Brand Affiliation
During our lessons, I have asked you to consider the pillars of branding as one or more of five elements:

1. Value….the ability to provide a unique relationship between pricing and benefits

2. Values…attaching your brand to things we hold dear

3. Attributes…the physical real things that define our product or service

4. Benefits…what attributes do for the customer

5. Persona….a personality attached to a brand; the ability to imbue human characteristics to the brand

When you think about values, and how we can get people more emotionally involved with our brand, consider what is important and relevant to the customer.   For AVON and women, it is breast cancer.   As we consider creating that emotional connection through certain values, consider these highly emotional ones;

1. Patriotism and Citizenship, especially when troops are deployed.  Citizenship can mean also how you treat people (Starbucks) or how you treat animals (Body Shop) or the environment.   Doing good is important  to some of us…and for some branding.

2. Freedom.    To be free, to do what you want, to break out and escape.   The thrill of being free.  So much of the rest of the day is proscribed to us that freedom is something highly prized and can be an emotional driver for a brand.   Look at the freedom evoked by many bands not only in their lyrics but in their lifestyles, dress and more.

3. Status.   Some of live for our station in life.  To aspire to something higher and to be in the spotlight.   Brands that come across as exclusive and of high quality give us a feeling of status and position in the world and for some this is important.   Something has to explain why people buy Prada!

4. Harmony.   The issues of love, family, friends and getting along.  The concept of sharing good times and conviviality.  Belonging and being a part of a whole in harmony with your world.   Some of us need to be a part of the main and we can look at brands like Coke and Disney as being main stream…not on  the fringe.

5. Trust.   The emotion of trusting someone or a brand.  We need something to believe in and to feel secure in…banks often seek to evoke trust.

So as you consider using VALUES as a basis for brand building, consider these highly emotionally charged drivers as examples of driving emotional branding through values.
