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Branding with Brains
Storytelling by Design
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Ingredients of
a Great Story
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| find the concept of three brains in one
a really cool metaphor. The idea of a
hidden, unconscious, primal part of
the mind driving much of what we do
just turns me on.
-Kevin Roberts, Former CEO
Saatchi & Saatchi

FACTS FEELINGS INSTINCTS

The story makes sense It deeply touches the heart There’s irresistible passion
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Storytelling in
Equity Development
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or Company Audience Equities Metaphor Direction Toolkit All Touch-points

There is no perfect brand equity framework;
however, the above chart identifies components
to be considered as a “menu” of strategic tools.
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Brand
Equities

The equity pyramid is a classic visualization of the
distinct, ownable core elements that serve as the
skeletal foundation of leading consumer brands.
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By leveraging the nuances of neuroscience, a
brand pyramid can be constructed as to better
resonate with the way people make decisions.
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NEUROBRANDING
EQUITY PYRAMID

A brand blueprint is an essential item to
have in place prior to constructing any
form of creative expression. In our
industry, this tool has been visualized with
a variety of objects, such as a ladder
(Saatchi & Saatchi) or a pyramid (P&G).

The object is inconsequential. What
DOES matter is that the content builds
upon itself, leading to an overall brand
essence or Big Idea.

The equity pyramid to the right uses the
Triune Mind system to establish a set of
equities that are unique and ownable
for the Storytelling of a brand.
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ENERGIZER:
self-powered light

The Energizer brand developed a self-
powered lighting system to be launched
in the home accessories department.
While the technology and design were
forward thinking, no thought had been
given to strategy and positioning that
would support the invention.
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ENERGIZER:
self-powered light

In a 2-day workshop setting,
neuroscience was deployed
to discover the brand’s unique
rational, emotional, and primal
brand equities.

garywhitlock
Page = 23




ENERGIZER:
self-powered light

In a 2-day workshop setting,
neuroscience was deployed
to discover the brand’s unique
rational, emotional, and primal
brand equities.

(rational)

(emotional)

(primal)
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ENERGIZER:
self-powered light

In a 2-day workshop setting,
neuroscience was deployed
to discover the brand’s unique
rational, emotional, and primal
brand equities.

As the reasons to believe and
character were identified, it was
apparent that the brand wasn’t
just providing lighting . . .

any flashlight could do that.
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ENERGIZER:
self-powered light

In a 2-day workshop setting,
neuroscience was deployed
to discover the brand’s unique
rational, emotional, and primal
brand equities.

As the reasons to believe and
character were identified, it was
apparent that the brand wasn’t
just providing lighting . . .

any flashlight could do that.

No, it was offering AMBIANCE.
And the ability to have portable,
stylish ambiance without the
limitation of a physical electrical
cord became the root of a very
compelling story.
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ENERGIZER:
self-powered light

Having discovered the Big Idea —
Ambiance, anywhere — the next task
was to express the aesthetic of this

theme through moods and visual cues.
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ENERGIZER:
self-powered light

Finally, the equity work inspired a phase
two product design along with the name,
Lumee, followed by a packaging design
system that was informative yet evocative
of a lifestyle product.
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Storytelling in
Primary Packaging
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EXCEDRIN: GO!

Working in collaboration with Novartis,
Saatchi & Saatchi, and LPK, the global
brand team for Excedrin needed a new
logo and packaging system that would
better leverage the success of its national
ad campaign:

The Pain Stops. You Don’t. GO!

This delicate task of reverse engineering
necessitated the development of a set of
equities that would (a) foster a refreshed
design approach, (b) complement the ad
campaign and (c) establish a dotted-line
connection to the prior packaging and
visual language.

original logo
and packaging
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EXCEDRIN: GO!

To create a compelling story, the team
used neuroscience to dissect the existing
Saatchi & Saatchi brand equity ladder. In
reading between the lines, the following
traits were discovered:

Rational - Excedrin has superior science
and multi-ingredient formulations that the
competition doesn't.

Emotional - With Excedrin, you will
always have the assurance that pain
will be met with comfort and nurture,
giving you the confidence that you're
able to embrace your life again.

Primal - With Excedrin, you have the
power to defeat pain fast, formidable
strength that dominates any obstacle.
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EXCEDRIN: GO! RATIONAL

Three different design themes were
developed to help visualize the subtle
nuances of the rational, emotional, and
primal stories. The design team was
mandated that each theme needed to
emphasize one of the drivers, but they
were still to show secondary awareness
of all three neuroscience components.

Color palettes, textural cues, shapes
and patterns were explored in an
extensive effort to find just the right
tools to achieve the subliminal design
objective as chartered by Novartis.

Prior to logo and packaging design
development, these themes were
presented to a sampling from the
primary targeted audience to help
ascertain the way in which they
resonated with the demographic.

EMOTIONAL

PRIMAL
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EXCEDRIN: GO!

The final design theme represented a
convergence of the most relevant key
visuals, striking an effective balance
between rational, emotional, and primal
design cues: (a) a flowing textural green
to connote forward motion and vitality,
and (b) a refreshed wordmark with its
bold italics to indicate the efficacy and
speed of recovery from a pain state.

The new identity and packaging design
system was launched with an instant,
overwhelming sales response that
matched the mood and message of
the national ad campaign, giving the
brand a fresh, contemporary facelift.
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Storytelling to
the Shopper
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Meijer:
Baby Dept. Reinvention

The Meijer grocery chain recognized that
their baby Shopper had evolved beyond
the American stereotype of the nuclear
family, and as such, wanted to offer a
more modern, relevant presentation.

First we gave our Shopper a name and
personality: Jenny, a divorced, working
Mom with a toddler and another on the
way. She has a good job, but really has to
watch her pennies. Her Triune traits were
identified as:

Rational: She really seeks information
and wants organization in her life.

Emotional: Needs comforting, enriching
experiences because her life is stressful.

Primal: Has to control her environment
and demands quality, enduring products.
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Meijer:
Baby Dept. Reinvention

Rational: She really seeks information
and wants organization in her life.

Emotional: Needs comforting, enriching
experiences because her life is stressful.

Primal: Has to control her environment
and demands quality, enduring products.

In distilling the above traits, a Big Idea began

to emerge. Jenny is completely out of time. She
doesn’t have time to be with her child. She has

no time to comparison shop to ensure that she’s
found the very best products or prices. Most of all,
she has no time to relax. Her retailer needs to help
her get back the time that’s being taken away from
her as a single Mom.

Our Time became the Storyteller’s tale.
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Meijer:
Baby Dept. Reinvention

The look and feel of the department
deployed time as the Storytelling
metaphor of those special moments
in Jenny’s life that she is missing.
Through a delicate balance of
information, enrichment, and
organizational control, she now

has a shopping environment that
meets both her conscious and
unconscious needs.
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My Story

(why we should get together)
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Let’'s make
some music!
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