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Abstract 
 

This paper brings together the latest thinking on the power of emotions as the 
key to decision making and proposes a new model for brands called brandEQ, 

using the key principles of emotional intelligence as set out by Daniel Goleman in 
his book “Emotional Intelligence – Why it can matter more than IQ”  

  
An overview of research into the minds mental processes, the physical biological 

structure of the brain and the way humans communicate within groups 
establishes the importance of emotional intelligence (EQ) as a key set of 

behaviours in predicting success and potentially even more important than IQ. 
 

The paper then takes Daniel Goleman’s EQ model, containing 5 key 
behaviours, Self awareness, Managing emotions, Self-motivation and 

Recognising emotions in others Handling relationships and evolves and applies 
these to brand behaviour, creating the brandEQ model. 

 
Through applying these behaviours, key techniques & principles are 

identified, illustrated and demonstrated for each which can be implemented 
and applied by brands to drive proven competitive advantage.  These are 
Interconnectivity and Chain Correlations, Tactical Course Correction, Brand 

Optimism and Staff as Advocates, Contextual Empathy and Appropriate 
Synchronicity 

 
The Final section of the paper directly applies the brandEQ model to two brands 
and discusses the implications of the model across three areas, brands, agencies 

and research 
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Does your brand have Emotional Intelligence?  I believe the future for 
brands relies on behaving in an emotionally intelligent manner as set 
out in a new model of brand behaviour “brandEQ” 
 

Introduction 
 
Several years ago my director told me that, whilst I was a good technical thinker 
and strategist, my management skills needed more work.  Several members of 
my team felt neglected or didn’t feel involved with the planning and account 
management process.  I needed, he said, to dial up my “blue soldiers” and I would 
become a more effective manager. 
 
I’m sure many of you reading this are now asking the same question as I did at 
the time: “What are blue soldiers?” 
 
Shortly after this conversation all staff took the Strengths Deployment Inventory 
(SDI)1 psychometric tests constructed by Elias Porter2 in an attempt to 
understand what gave us, as individuals, “a sense of self-worth and what’s 
important to them when relating with others”3.  The hopeful business outcome 
was that not only would we truly understand our own strengths and weaknesses 
but that we would all be able to understand those of others. This would allow us 
to tailor our interactions where appropriate in order to maximise the 
performance of our working relationships. 
 
I was classified as a Red/Green, and have marked myself on fig. 1 
 
 
Fig. 1 

 
Source: Personal strengths UK limited 
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It’s all about your blue soldiers 
 
This classification means that I have a strong analytical mind, coupled with the 
task-focused desire to “get things done”.  It is defined as a “concern for intelligent 
assertiveness, justice, leadership, order, and fairness in competition”4.   The 
model states that opposites find it harder to “understand” each other’s 
motivations, my direct opposite being “blues”.  “Blues” are typically more caring 
and defined by their “Concern for the protection, growth, and welfare of others”.  
By telling me that I needed to “dial up my blue soldiers” my director was 
suggesting that I needed to soften and flex my approach relative to others, 
understanding that not everyone responds to the same way of working.  I needed 
to understand how my behaviour was affecting others and change it accordingly. 
I had the IQ5 to be a success but my Emotional Intelligence (EQ6) was lacking. 
 
Although I understood what he was saying I struggled with the concept of 
improving my Emotional Intelligence, surely, I thought, what you’re born with is 
all you have!  
 
There is much debate around improving IQ, but as yet no one has conclusively 
proven whether it is possible7, 8 &9. Could EQ be any different?  Some people 
naturally have higher EQ than others however it has also been shown that we 
can develop our emotional brains through engaging and socialising10 more due 
to the phenomenon of ‘neuroplasticity’11, or “practice makes perfect”! 
 
This seemingly rational approach to improving my emotional skills, and through 
them my career, had a profound effect on me. Could this understanding of the 
importance of emotional intelligence help provide guidance for brands now and 
in the future? 
 
In his 1996 bestseller, “Emotional intelligence12, Daniel Goleman sets out his 
theory that the emotional quotient (EQ) of an individual is, at least if not more, 
important than an individual’s intelligence quotient (IQ) in determining their 
success whilst the power of softer interpersonal skills in driving success is the 
key outtake from David Brooks’ fascinating book ‘The Social Animal’13 where he 
concludes that EQ skills are more of a predictor and driver of success than pure 
IQ measures.   
 
 

I believe… 
 
I believe that certain successful brands have always implicitly understood the 
importance of interpersonal skills and have behaved accordingly (perhaps 
unconsciously). However, I also believe these behaviours can be grouped 
together to provide a set of directions to improve a brand’s effectiveness through 
application of a model I have devised and call brandEQ (Brand Emotional 
Intelligence).   
 
First, I will provide evidence supporting the need for more emotionally 
intelligent brands.  I will proceed to explain the brandEQ model, demonstrate its 
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applications with relevant behavioural recommendations and identify evidence 
proving the incremental competitive advantage these behaviours lead to.  Finally 
I will detail the specific implications for those brands and businesses that look to 
apply this new way of thinking. 
 
 

Part 1 – Emotions as the drivers of decision-making  
 
“When dealing with people, remember you are not dealing with creatures of logic, 
but with creatures of emotion."  

- Dale Carnegie (1888 - 1955), American Writer and Lecturer”14 
 
Freud was convinced our unconscious governed our decision-making.15  He 
believed that real decisions were made below the surface, by the Id16 or reptile 
brain17.  Recent developments in behavioural theory have shone a light on this 
type of decision-making, further enhancing our understanding that many of our 
decisions are made without conscious thought.  Daniel Kahnemann and his 
colleague Amos Tversky are perhaps the most lauded of the canon but there are 
many others that sit within the field of behavioural economics18 including more 
popular academics/authors such as Lehrer19, Ariely20, Brooks21 and Gladwell22. 
 
One of the key leanings from Kahnemans’ lifelong pursuit of behavioural 
understanding is the construct that explains the two types of mind, System 1 and 
System 2.  Kahnemans’ details these systems in his book ‘Thinking Fast and 
Slow’23 which summarises his lifetime’s work into understanding how we make 
decisions and demonstrate the learnings that principally led a psychologist to 
win the Nobel Prize for economics24.  So influential is this book is that it has 
impacted upon fields as diverse as football analytics25 and city traders26 as well 
as advertising and economics.  System 1 is the intuitive, emotional, instinctive 
brain whilst System 2 is the rational ‘thinking’ mind; but contrary to previously 
perceived wisdom (and the foundations of modern economics) the mind that 
dominates is not the rational System 2 but the more emotional System 1.   

System 2 divests as much responsibility as possible in the quest for “cognitive 
ease”; Kahneman calls this the “law of least effort”.  System 2 “prefers” an easy 
life and leaves much of the work to System 1, which deals in simple relationships 
and uses general rules of thumb/heuristics27 to aid decision-making.   This 
“emotional”28 element of decision-making means that much of historic 
advertising theory is incorrect.  It is not the message but the contextual and 
emotional associations that the brain creates and/or the cultural influences e.g. 
herd behaviour29 that make a difference.  I believe Kahneman's learnings 
establish the first proof point towards utilising emotional intelligence at a brand 
level. 
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Part 2 - Why Human biology naturally favours the emotional  
 
“The solutions that we invent in the social arena are largely modelled on solutions 
that biology hit upon first.”  

- Antonio Damasio (1944), Professor of Neuroscience30 
 
Looking for answers in biology isn’t a new idea.  Pete Buckley’s recent IPA 
Excellence award winning essay31 that built on the Paid, Owned and Earned 
media spectrum spoke of implicit communication, a construct taken directly 
from the biological principal of signalling and non-verbal communication.  I 
believe the biological structure of the brain provides the second proof point for 
the brandEQ model of brand behaviour.   
 
“A brand exists only in the memory of people”  

- Giep Franzen & Margot Bouwman32 
 
Brands exist only in the memory of an individual33, in biological terms they are 
created when a network of neurons have fired together over a period of time to 
create an engram34.  An engram, when stimulated by a cue e.g. a context, sense or 
maybe even a piece of communication, is the emotional shortcut or heuristic 
attached to a certain feeling around a behaviour or attitude35.  Understanding 
this is important because the biological system that builds brands in the brain 
the limbic system (incorporating the amygdala and the hippocampus) is also the 
system that reveals the importance of emotions to decision-making, in fact this 
system is often called the “emotional centre”36 of the human mind. 
 
The pioneering work of Dr Antonio Damasio37 showed that damage to this 
emotional memory-making machine (the EQ brain), whilst having no detrimental 
effect to IQ, leads to catastrophically bad decision-making because individuals 
have lost access to their “emotional learning”.  Therefore, I believe that the 
brands that neglect their brandEQ in favour of brandIQ (the functional, finance-
led behaviours that enable a business to produce and sell goods/services) carry 
a risk of not fully engaging with people in a proven approach to establishing the 
memories, emotions and heuristics that are vital to creating a living brand. 
 
 

Part 3 – How emotions drive cultural influence  
 
“What was interesting…is the extent to which he seemed to be persuasive in a way 
quite different from the content of his words”  

–  Malcolm Gladwell38 (1963 - ) Journalist 
 
The final proof point for the brandEQ model comes from understanding why 
certain individuals in groups are so effective at communicating ideas and 
disseminating information. 
 
Ahonen's39 ‘alpha’ users or Gladwell's ‘salesmen’40 are these individuals.  They 
are the most effective communicators within a group and the blueprint for brand 
behaviour. Their effectiveness as communicators is not linked to intelligence or 
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knowledge (although they need to know enough); their skills are ‘softer’ in 
nature.  These ‘salesmen’ are influential because they have a higher degree of 
emotional intelligence and so are able to flex and communicate their message in 
the most appropriate manner in order to convince the group.  
 
These individuals have recently had their natural capabilities magnified through 
innovation in technology so that their reach is no longer limited by their 
geography.  Metcalfe’s law41 and the concept of hyperdyadic spread42 suggest as 
much as three degrees of influence43.  Recent research by Facebook has even 
suggested that moods can be communicated via social media!44  
 
The brandEQ model works because to be successful in this hyper connected 
world brands need to learn the “salesmen’s skills”, the skills of emotional 
intelligence.  
 

Why should we take Brand Emotional Intelligence (brandEQ) seriously? 
 
Fig. 2 summarises the three proof points explaining why the brandEQ model is 
an effective model for brand behaviour45 
 
Fig. 2 
 
Emotions drive decision-making 
 
Biological shortcuts in our brain, 
linked to the “emotional brain” 
“creates” brands 
 
Emotional intelligence convinces 
 
Source: Author 
 
  

The power of emotional 
intelligence and brandEQ 
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Part 4 - The five key components of Emotional Intelligence 
 
In ‘Emotional Intelligence – why it can matter more than IQ’46 Goleman identifies 
five key components of EQ. I believe these can be amended in order to make 
them directly relevant and applicable to brand behaviour as the basis of the 
brandEQ model, they are:  
 

1. Self awareness – An on-going attention to ones internal states, the ability 
to “stand outside” oneself and view dispassionately 

2. Managing emotions – The ability to restrain emotional excess and not be 
governed by the flow of ones own emotions 

3. Self-motivation – The ability to focus your time and effort towards a long 
term goal 

4. Recognising emotions in others – Understanding how others see the world 
and the attunement of behaviour to take this into account 

5. Handling relationships – using the appropriate behaviour in any given 
situation 

 
brandEQ behaviour 1 - Creating brand self-awareness  
 
“We’re moving away from the age-old search for causality”  

– May-Schonberger and Cukier47 
 
Goleman defines this as an “on-going attention to one’s own internal states” 
when applied to brands however I define it as “a real-time understanding of how 
a brand is perceived”.   
 
In a business, I see the brand as the ‘second self’48, watching, understanding and 
correcting behaviour constantly.  There is an important distinction here between 
personal self-awareness and brand self-awareness.  Brands only ‘live’ in the 
minds of consumers as a collection of perceptions49 therefore it is an 
understanding of their emotions towards the brand that are required50. This 
behavioural element of brandEQ requires the brand team to invest, understand 
and have access to the latest information on what people are thinking and saying 
about the brand.  
 
To many marketing people this means consumer tracking, with maybe a bit of 
social listening thrown in for good measure.  The market research industry is set 
up to tell brand managers and businesses what people think of them, how many 
people are aware of their brand, what percentage of people ‘love’ the brand and 
how the brand rates against terms such as ‘trusted’ or ‘innovative’.  
 
The problem here is that most tracking is delayed by several months (some 
agencies such as MESH51 have begun to use mobile to overcome this52).  This 
research doesn’t actually give you “a real-time understanding of how a brand is 
perceived”; it gives you a single picture, typically based on admitted information.  
As we’ve shown the majority of purchase decisions are made at the unconscious 
System 1 level53. How then can we rely upon people to know what they truly 
feel?  The brandEQ model needs a more fluid approach. 
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All industries are currently struggling to understand the opportunities that Big 
Data unlocks54 and I believe the solution to brand self-awareness is linked to this 
opportunity.  Some may say that social listening provides a direct line to this 
type of understanding and this is true, to a certain extent.  An always-on program 
of social listening is one way that brands can constantly listen and attempt to 
understand what is being said about the brand online and react55 accordingly, 
but as only 5% of brand conversations happen online this leaves 95% 
unknown56.  
 
What we need is a fuller and more rounded understanding of the connections 
between our different research methodologies based on the principle of a 
balanced scorecard57.   I believe the answer to live self-awareness lies behind the 
May-Schonberger & Cukier quote in the realms of correlations58.  This is not to 
say we should ignore causality and continue to strive to prove the value of 
brands and brand communications, rather that we understand the limits to 
techniques such as econometrics and acknowledge the power of 
representativeness that correlations provide.   To demonstrate my point a great 
example is the correlation of ice cream sales and drownings59. One does not 
cause the other but by looking at one you can predict the likelihood of the other. 
This predictiveness is a powerful tool in delivering brand self-awareness. 
 
Interconnectivity, representativeness and the application of “chain correlations” 
analysis  
 
For brands this means that understanding the relationships between all your 
various data sources is more important than ever. Does awareness truly link to 
consideration?  Is consideration a predictor of increased sales?  What does 
‘brand love’ represent?  In the world of ecosystem planning60, this approach 
allows brands to understand the links in the chain or how different connections 
could be contributing to the consumption journey based on their specific roles 
through the development of ‘chain correlations’. 
 
‘Chain correlations’ use live time-series data feeds (typically digital) to provide 
performance signals.  This approach can be applied to brands no matter how 
much data they have access to.   At its most basic e.g. a small online business, the 
simple chain correlation could be the understanding and measurement of the 
relationship between communications and brand searches (correlation 1) and 
brand searches and sales (correlation 2).  This isn’t about causality but 
representative correlation. 
 
An FMCG brand like Heinz or Coca-Cola (not typically known for their usage of 
live data) could apply the chain correlation methodology to show that certain 
brand love scores are highly correlated with sales (with time lags included) and 
that these brand love scores are also highly correlated with a variety of different 
digital metrics across owned and earned platforms.   
 
Another application for larger service industries such as Personal Banking or 
Energy where NPS is a KPI, could be understanding whether there is relationship 
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between NPS61 and inbound calls or website visits so that there is an instant 
update rather than waiting for the consumer research.  Live continuous data is 
key here, and to remember it’s less about causality and more about statistically 
valid representativeness.   
 
The final step is that once collated and the relationships validated the application 
of norms and bands of performance can be used to give a live read of 
performance. Coupled with the more qualitative social listening data the two 
types can provide brands with an instant update on their brand self-awareness 
and provide useful insights to help guide behaviour. 

 
brandEQ behaviour 2 - Managing a brands emotions 
 
“It's not at all uncommon to find a person's desires compelling him to go against 
his reason, and to see him cursing himself and venting his passion on the source of 
the compulsion within him”  

- Plato62 (427 – 347 BC) Philosopher  
 
Shakespeare believed all men are susceptible to their emotions but brands, in 
short, must not be.  When I talk about brands “managing their emotions” what I 
mean is that successful brands have to provide and demonstrate consistency 
over time63 & 64.  They should not lurch from one approach to another in the 
short term because in the long term, consistency rules.   
 
Brands, like the brain, don’t really have control of When an external event 
happens or What that event could be but they certainly have control of the How65 
they respond to it.  A longer-term approach with an established brand vision 
mean brands can and should remain calm under pressure.  A timely example is 
the state of affairs at Manchester United; a brand that is in it for the long term 
rather than making a swift knee-jerk reaction, i.e. sacking David Moyes, because 
there is a specific strategy and way of doing things at the club that is 
fundamental to its identity66.  
 
There is no doubt that on-going tactical optimisation is key to helping brands 
remain relevant, and helps to make communications efficient in the short term 
however vast changes in brand in short spaces of time are detrimental to growth.  
Whilst Pepsi is in no way considered a small brand, in comparison with the 
success of Coca-Cola one only has to wonder whether this is linked to their lack 
of consistency over time (fig. 3).  In ‘What becomes an icon most’67 the 
incremental changes over time are what makes Mountain Dew relevant, 
iconography is driven via this consistency; even if the visible explicit 
communications change the implicit signals remain the same. 
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Fig. 3 

 
Source: www.ultimate-uk.com 
 
When brands settle upon a strategy the business must invest fully to maintain 
this in the medium to long term as traditions take a while to establish68.  The 
brandEQ behaviour of managing brand emotions means not reacting too strongly 
to positive or negative changes and instead subtly responding through tactical 
course correction rather than strategic reinvention.   
 
A constant pressure to change creates time scarcity because you never have 
enough time to fully appreciate and respond to the core business challenge; 
instead you bounce from one firefight to another.   Research by Mullainathan and 
Shafir69 shows that this can impinge the effectiveness of an individual by more 
than the loss of a nights sleep!  Scaled up to a brand level the constant threat of 
change and the subsequent scarcity of time to respond to that change, combined 
with the lack of brand consistency, are likely to have a triple-negative effect on 
the performance of the brand.  Alternatively a sustainable long term approach to 
business has been shown to add 5% growth vs. brands who don’t apply this 
methodology70 
 
Tactical course correction helps manage brand emotions 
 
If consistency over time is key there are several techniques to help deliver this 
for brands.  The first method to help manage long-term thinking is suggested by 
Binet and Field in their recent (and already seminal) IPA publication ‘The long 
and the short of it’71.  Their analysis demonstrates that the most effective split 
between long and short term activity is represented by a 60:40 budget 
distribution, applying this naturally helps steer brands towards long term 
thinking as their investment is geared towards that specific task72. 
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 The second method is linked to the prime reason behind short term thinking; 
the lack of immediate success.  We’ve all been in meetings where brand 
managers and marketers have pulled campaigns or strategies before they have 
had time to resonate due to internal pressure.  
 
As shown in the section on  ‘brand self awareness’, a better understanding of live 
performance and the subsequent use of this information effectively will help 
brands make less ‘big swings’ in behaviour as on-going course correction can be 
applied.  Whilst many a direct response advertiser will understand this type of 
behaviour, with live performance stats and an always-on fluid approach to 
testing, it is now possible for non-direct brands to do the same.  Fig. 4 illustrates 
a theoretical approach where multiple ideas are developed and tested live as 
they perform or not (as the case may be), this agile behaviour is key to managing 
a brand’s emotions.  
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Fig. 4 

 
 
Source: Author 
 
The third and final fix for brands pre-empts tactical course correction through a 
better understanding of message performance.  The work of Decode73 and others 
who use neuroscience to understand the response of the implicit mind to brands, 
messages and contexts should allow marketers to tap into the unconscious 
response of consumers.  A response that cannot be faked provides a greater level 
of confidence in predicted performance.  The Brainjuicer COMotion technique74 
also leaves behind the old tracking model by correlating emotional responses 
against ROI to predict return on investment.   These new approaches provide 
clients with a more scientifically rigorous approach to testing communications 
that bypass conscious human thought meaning success is more predictable and 
therefore reducing the need for brands to ‘lurch’. 
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brandEQ behaviour 3 - Brand self-motivation and branding as more than a 
marketing concern 
  
“The ethics on which brands are built need to be ingrained in the business if the 
brand proposition is to be credible to consumers”  

– Paul Gaskell75  
 
“Brands should look to create living and breathing brand ambassadors in the 
people that matter most, their employees”  

– Carla Cringle & Imogen Pudduck of FizzPopBang76 
 
Termed the ‘Master Aptitude’ by Goleman it’s about being the best at one thing, 
or having expertise.   Gladwell's 10,000 hours77 represents this behaviour at an 
individual level whilst in Collins’ “Hedgehog concept”78 is it writ large at brand 
level.   
 
Key to successful implementation of this behaviour is the setting of a BHG79; an 
objective that the brand can focus on achieving which reinforces the need for 
consistency in the pursuit of “mastery and success in the long term”80.  
 
Curry and Stubbing 81 echo this need for a clear purpose and commitment over 
time, however this is not enough. These goals are achieved because allied to this 
must be an underlying sense of hope or what I call ‘Brand Optimism’: a belief in 
the ability to succeed. Therefore, I believe, successful brand self-motivation is 
rooted in a brand’s culture.    
 
Brand self-motivation requires every member of staff to believe that success is 
achievable.  Brands must empower staff to believe and achieve, creating a high 
performance environment where they are challenged and encouraged to access 
flow82 through the application of a balanced approach to extrinsic and intrinsic 
reward83.    
 
‘Brand optimism’ is driven by the principle of “staff as brand advocates”.  
Engaged employees, whether they be marketers, brand managers or even 
agencies, must have a passion and desire for working and striving to achieve for 
the brand and take pleasure in this process. 
 
Evidence suggests that brands with engaged employees outperform those that 
don’t84.  The government even wrote a white paper in 2008 concluding that 
employee engagement is a “no-brainer” with multiple case studies 
demonstrating its efficacy85.  Each improvement provides an additional 
contribution towards competitive advantage to the extent that top decile 
companies show an EPS growth rate three times the average86.  
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Brand optimism and the power of the engaged employee 
 
Netflix are seen as the champions of this type of approach87 and detail seven key 
behaviors that govern their approach to developing an engaged and happy 
workforce.  Brands such as John Lewis, Toyota, Standard Chartered, Google and 
BAE systems have seen significant benefits from applying this approach88. 
 
Emotionally intelligent brands understand that they are only as good as the 
people that work within their organisations and that branding isn’t an isolated 
responsibility of the marketing department but reaches into every aspect of the 
business89&90.  This ranges from helping to define the strategy, detailing specific 
measurement criteria, setting the tone for efficient and effective internal 
communications and providing a framework for development and recruitment. 
Rather than land at the CEO’s feet, McCracken sets out the job description of a 
new type of senior exec - “the CCO”91 - who is responsible for bringing this all 
together. 
 
I have interviewed several businesses that aim to provide and instil this sort of 
‘brand optimism’ and belief.  The team FizzPopBang92 have developed a three-
stage methodology based on the work of Holbeck and Matthews93 that I believe 
fits precisely with the requirements of the brandEQ model: 

 
 A clear set of brand values that consistently guide behavior throughout 

the business 
 Engaged leadership at every level  
 Employees have a voice within “their business” 

 
Many brands have ‘brand values’ using platitudes such as ‘bravery’ or ‘honesty’ 
disconnected from the history or original purpose of the brand. The emotionally 
intelligent brand understands staff must believe in these values 
wholeheartedly94, in order to demonstrate them every day, communicating this 
effectively and continuously throughout the organisation.  An engaged 
leadership at every level of the business is what delivers this.  Leaders and 
managers show the way, they set the agenda communicating where the brand 
has come from and where it is going too and treat employees with appreciation 
and respect whilst providing a commitment to development in line with 
employee’s and brand’s needs. Finally, employees must feel as though they have 
a voice, that it’s heard, acknowledged and understood and that their opinions 
(and ideas) count towards the running of a business they are emotionally 
wedded to95.  
 
Gallup Consulting have summerised a systematic approach called ‘the 12 
elements of great managing’ which aims to measure this approach 96.  However, 
despite much research in this area proving its impact on business Sara Donohue 
of Pearl Metrics, says that “further datafication is needed to really sell this in to 
CEOs and finance directors”97 
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brandEQ behaviour 4 - How brands can recognise emotions in others 
 
“The ability to imagine events from another's point of view is the first qualifying 
talent of the would-be effective persuader”  

 - Jeremy Bullmore 98(1929 - ) Industry sage 
 
At a personal level this means tailoring one’s own behaviour in the context of 
another person, in essence empathy. 
 
Of course using the term empathy isn’t new and neither is suggesting brands 
need to empathise; the quote above comes from an amazingly prescient article 
from the early 90’s!  What makes this behaviour so important and relevant now 
is that there is no hiding place.  Transparency is a fact of life for business in the 
internet age and therefore demonstrating understanding is of paramount 
importance because a lack of it will travel.99 
 
Empathy and understanding are key to deepening the relationship with the 
consumer and driving real trust.  Fig. 5 is a useful model that brands should use 
to plot themselves on their route towards the ‘hallowed’ trusted status100.  
Breadth of provision on the y-axis represents the different number of products 
or services an individual will buy from a brand while the depth of relationship is 
on the x-axis. 
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Fig. 5 The angle of trust 
 
 
 
 

 
 
 
 

 
 

 
 
 
 
Source:  Adapted by author from  “The 
Trusted Advisor”101 
 
At this point it’s worth understanding the work of Simon Baron-Cohen who has 
shown that ‘evil’ is essentially a lack of empathy102 but in a very unusual way. 
Psychopaths have the ability to switch empathy on or off as and when required 
so that they can ‘appear’ charming in order to get what they require.  I believe 
the majority of brands behave in this ‘psychopathic’ manner i.e. they can appear 
empathetic when it suits them.103 
 
I suppose this shouldn’t be a surprise, most businesses and brands exist to serve 
the interests of the shareholders and investors as opposed to the wants and 
desires of consumers.  However, I believe that as part of the brandEQ model 
brands must take this further and truly demonstrate empathy all the time, and as 
Buckley has argued at every touch point104. 
 
Contextual empathy and the true application of ‘programmatic’ advertising 
 
I believe brand empathy is to understand the consumer and contextually tailor 
communication in an on-going manner.   Some would argue that the pursuit of 
true consumer insights enables brand empathy (see fig. 6 for the ABC2 model) 
and to a certain extent I agree.  Coke, for example, spent over an hour at Cannes 
demonstrating how they have repeatedly used cultural understanding in their 
communications105.   
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Fig. 6 – ABC2 model (Audience, Brand, Category and Culture)  
 
 
 
 
 
 
 
 
 
 
 
 
Source - Author 
 
However, what I propose is a movement away from the ‘psychopathic’ approach 
towards one where empathy is demonstrated at every touch point, taking into 
consideration the likely context of message consumption, I call this ‘contextual 
empathy’.  This ability to tailor and flex explicit and implicit communications 
signals not only the final death knell for a one-size-fits-all approach to 
communications but creates the need to truly understand the specific consumer 
context at every contact point.  This ensures that an appropriately empathetic 
message can be delivered.  In essence this means different messages for on-pack, 
TV, online, outdoor, a brand’s own website, and so on106.  All have different 
contexts and the brandEQ model demands that brands take this into account.   
 
Hirst suggests this in his essay “Why experience architecture is the future of 
planning”107 as this approach leads brands to naturally construct an experience 
through the varied and empathetic usage of multi-touchpoints.  At its heart this 
approach is programmatic buying108 writ large, but whereas programmatic 
buying has centred on DSPs109 to deliver online display advertising I believe the 
approach can and should be taken further. 
 
The Google voice campaign demonstrated this very effectively110 with multiple 
pieces of copy related to the specific location they were placed in. Whilst Suzuki 
recently developed a long form ad specifically for the final of Dancing on Ice111 
which featured the presenters Torvill and Dean precluding this from being used 
elsewhere!  HM revenue and customers are another recent example (see Fig. 7) 
placing a specific ‘offshore’ ad in CityAM vs. a broader message in outdoor; a 
build on this could include ‘self-employed’ or ‘accidental landlord’ type 
messaging in the correct contexts. 
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Fig. 7 
 

  
 

Source: Addynamix 
 
Brands such as Rightmove could maximise the impact of their outdoor ads by 
making them relate specifically to the location, mobile banners could replicate 
this further whilst technological developments such as Adsmart112 allow TV to 
also work in this way.  Brands such as Walkers crisps could change their copy 
dependent upon the time of day, linking to a specific mealtime or the location of 
specific stores and whether these stores were running price promotions.  As 
more media becomes digitised the opportunities become endless for multiple 
empathetic ads that leverage contextual relevance.  
 
Evidently not all clients can afford to be everywhere, but the key here is to use 
the neuro-insight from Decode113, which shows that for each specific context you 
have one favourite.  The concept of being “on the shopping list” disappears when 
you understand this, because being second is the first loser114.  Think about the 
“It has to be Heinz”115 campaign or the Lurpak ads that target those contexts 
when only rich satisfying food will do (fig. 8) to truly understand this approach.  
Our brains are wired to assign feelings to a specific context and if a brand can do 
this then they have a supreme advantage.  Flipping this thought is also an option 
using media to create context.  “Mood congruent media”116 can be used to take 
advantage of the Kahneman learning that happier people are more receptive 
than unhappy people.  A simple implementation of this could be a partnership 
with a radio station to play “happy” music before certain ads! 
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Fig. 8 

  
 

Source: Addynamix 
 
 
brandEQ behaviour 5 - Managing relationships as a brand 
 
“You now have to decide what 'image' you want for your brand. Image means 
personality. Products, like people, have personalities, and they can make or break 
them in the market place.”   

- David Ogilvy 117(1911-1999) The father of advertising 
 
This final brandEQ behaviour is the application of the most appropriate actions, 
in a socially acceptable manner based on the contexts and social norms of 
society.  Goleman uses the word synchronicity to explain how individuals with 
high EQ respond unconsciously to the contexts around them, changing their 
behaviour to suit the person in front of them. 
 
 “Appropriate synchronicity” enables brands to deliver the brandEQ principle of 
handling relationships, through the use of appropriate actions consistent with the 
brands past, present and future, essentially setting the framework within which 
people can judge them.  It should however be noted that whilst brands can 
attempt to be social chameleons, emotional integrity needs to be maintained in 
order to avoid rejection.  People implicitly ‘know’ when people are lying or when 
brands try too hard118 and or they can also identify when that their behaviour is 
out of sync with their frame of reference.  The handling relationships behaviour is 
key because it demands consistency between a brand’s actions and its 
communication.  
 
Managing a brands relationships with appropriate behaviour 
 
 ‘Appropriate Synchronicity’ is analogous to authenticity.  The brands mission 
and subsequent values guide this based upon a brand’s past, present and future 
direction.  Firstly an origin story should emerge119, Patagonia120 and Huit121 are 
held up as prime examples.  However, even brands such as TSB122, Scottish 
Widows123 or even WPP124 have a history that creates authenticity, other brands 
need to identify and find theirs.  
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In addition to a passion and belief in achieving a goal and the ability (see brand 
self motivation) to understanding people and communicating in the most 
relevant way (see recognising emotions in others) Bhargava125 suggests further 
elements that enable brands to effectively manage relationships as part of the 
application of ‘Appropriate Synchronicit’y 
 

1. The power of the spokesperson/people 
2. A greater motive that profit 

 
Unleashing the power of staff brand advocates or developing/hiring official 
spokespeople126 and allowing them to engage in open dialogue with consumers 
forms part of a flexible customer service initiative like Zappo’s127 or the creation 
of a collaborative approach128 towards innovation with a reliable network129&130 
e.g. Dell131 or P&G132. 
 
The final element sets out a brands motive, creating the frame of reference a 
brands behaviour can be measured against whether it’s to put shoes upon the 
feet of disadvantaged children (TOMS), democratising good design (IKEA), 
helping athletes perform better (Nike), open information for all (Google) or 
merely humanising the insurance market (More Th>n).  When behaviour and 
intent do not match in the case of Google and their provision of personal 
information to the US spying agencies, this is when the backlash begins133.  
Follett has provided evidence that businesses that behave in this manner 
outperform those that don’t by up to four times134.   
 

Part 5 – Summarising the principles of the brandEQ model and 
the key applications 

 
Fig. 9 shows the brandEQ model as a pentagram with each behaviour linked to 
every other behaviour, representing the required interconnectivity and 
multiplicity of the model meanwhile fig. 10 groups then summarises the 
principle behaviours of brandEQ alongside the implementational tactics that 
directly linked to them. 
 
Fig. 9 
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Source: Author 
 
Fig. 10 
 

 
Source: Author 
 

Part 6 – Applying the brandEQ model using two case studies: A 
brand changing its ways and a brand at risk of alienation 
 
When applying the brandEQ model it’s interconnectivity becomes obvious 
however identifying the key problems therefore solutions for each behaviour is 
useful in developing a plan of action. 
 
Ryanair – Changing its ways? 
 
In 2013 Ryanair was forced to issue two profit warnings, which for a 
traditionally conservative predictor of net profit was very out of character.  The 
reasons for this under-performance at a time when prices were falling and the 
economy was beginning to recover can be explained by reviewing the typical 
behaviours of the Ryanair brand which can be summed up by this quote 
attributed to Michael O’Leary that read “You’re not getting a refund so f*** off. 
We don’t want to hear your sob stories.”135   
 
Applying the five principles of brandEQ in this context illustrates the reasons 
behind their declining profits.  
 

1. Brand self-awareness A lack of understanding of the 
relationships between the economy 
and budget air travel 

2. Managing a brands emotions A rigid approach that maintained its 
direction even when issuing profit 
warnings 

3. Brand self-motivation Are employees focused on penalty 
charges or customer service? Which is 
most important 

Principle of brandEQ Application 

Brand self-awareness Interconnectivity & Chain correlations 

Managing a brands emotions Tactical course correction 

Brand self motivation Brand optimism & staff as advocates 

Recognising emotions in others Contextual empathy 

Handling relationships Appropriate synchronicity 
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4. Recognising emotions in others An “our way or the highway” approach 
to customer service 

5. Managing relationships A continued focus on price when 
customers wanted better service 

 
In response Ryanair has demonstrated some self-awareness and there has been 
a softening of its behavior. The website has become significantly more user 
friendly with fewer stages to purchase.  O’Leary has made himself available to 
journalists and opened a twitter account whilst customer friendly product 
innovations such as the move to allocated seating have been instigated. Currently 
Ryanair shares are at a historic high but time will tell whether this is a long-term 
change in approach or not. 
 

 
Coca–Cola – Biting off more than it can chew? 
 
In 2013 Coca-Cola launched a new piece of creative136 that set out how the brand 
was attempting to help the world in its fight against obesity. A quick look at the 
“honest” version of this ad shows what people really think about the brand137!   
 
Applying the five principles of brandEQ highlights why this approach is likely to 
fail and cause Coca-Cola problem 
 

1. Brand self-awareness A lack of awareness about how people 
view Coke is shown in the honest 
version of the ad 

2. Managing a brands emotions From communicating happiness to 
talking about obesity seems like a big 
change in direction! 

3. Brand self-motivation Is the culture of Coke geared towards 
succeeding in this area across all its 
products? 

4. Recognising emotions in others What is the correct context this 
approach idea could be communicated 
in?  Is it about doing something about 
the obesity epidemic and 
demonstrating this effectively through 
non-paid channels? 

5. Managing relationships Is it appropriate for a sugared water 
manufacturer to be lecturing about 
obesity? 

 
It’s telling that little more has been seen of this approach.  If this is the direction 
that Coke wish to move in then a more systematic movement through the 
brandEQ model is vital, in particular concentrating on appropriate synchronicity 
through a demonstrable and empathetic approach to the obesity debate i.e. 
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demonstrating that they are seriously invested in combatting the issue through 
action. 
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Part 7 - Implications of applying brandEQ 
 
The brandEQ model has multiple implications for not only the way brands 
behave and as such touches upon all stakeholders within the brand sphere.  I 
have split these into three broad areas: - 

 
 Brands 
 Agencies 
 Research138 

 

Implications for brands 
 
The brandEQ model recommends a number of potentially wide ranging 
applications to brand behaviour including the need to broaden the remit of the 
brand to incorporate the development of brand optimism and staff as brand 
advocates meaning the development of significantly closer relationships 
between the brand guardians (typically Marketing) and HR.  The hiring of the 
right people with appropriate rewards, and training and development plans are 
key to delivering brand motivation.  The creation of a new leadership function 
the Chief Culture Officer is one such change that forces business to acknowledge 
the importance of this development. 
 
Long term approaches to marketing and an understanding of the long term 
benefits of advertising need to be communicated throughout the business, 
gaining traction and support at the highest levels in the pursuit of a consistent 
stretching goal.  This will deliver the consistency of communication that the best 
brands have always had, making it easy for consumers to identify and choose 
their product or service.  Investment in measurement and understanding the 
value of branding and brand behaviour needs to be budgeted in to every 
endeavour so that a monetary ‘payback’ can be calculated. 
 
The final implication for brands is one of “doing vs. saying”.  Brands can no 
longer get away with merely stating intentions; they must establish precedent 
through action so that they are seen to be behaving in an appropriate manner.  
Humans can detect falsehood almost immediately and through our 
interconnectedness this is now true of brands and business.  Those involved in 
managing the brand need to ask themselves whether their behaviour is 
appropriate not just in the context of their brand but also versus societal 
expectations as well. 
 
Implications for Agencies 
 
The need for a flexible approach to communication through on-going course 
correction and the demonstration of contextual empathy has significant impacts 
on the way agencies behave.  Creative agencies need to review their costs in the 
light of multiple creative requirements, understanding that their real challenge is 
the creation of flexible templates that provide brand consistency but can be 
changed to respond to context.  Media agencies on the other hand need to work 
with media owners to increase flexible buying parameters in line with contextual 
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requirements.  Both should also look to further develop their understanding of 
the impact of context on the individual message and construct rule-based 
guidance.  Essentially this means applying the programmatic or search 
marketing model to all media to communicate in an empathetic manner which 
will require a closer working relationship will as context will directly effect 
messaging. 
 

Implications for research139 
 
There are two broad implications for research within the brandEQ model.  The 
first is a better understanding of data  “representativeness” to provide 
behavioural probabilities (this happens, therefore this is likely to happen) that 
provide brand behaviour guidance through the development of methodologies 
and products that can deliver the information to guide live decision-making.  At 
the same time a more effective model for attribution that incorporates not just 
online but offline channels.  In the age of ecosystem planning where different 
media have different roles and responsibilities along with an understanding and 
ability to measure this type of contribution is key140 to developing more effective 
plans going forward. 
 
The second implication for research is the development of better models to 
predict behaviour.  Neuroscience techniques have come back into vogue after a 
few years in the wilderness following the publication of Kahneman's magnum 
opus and both agencies and clients need to embrace the applications of such 
analysis to reduce creative risk and provide greater predictability on 
performance in an area141 still viewed as a bit of a black box.  This isn’t about 
reducing creativity; it’s about measuring its impact. 
 
 

Part 8 - Conclusion 
 
The brandEQ model provides a comprehensive model of brand behaviour that 
works together with the more traditional functions of business to take advantage 
of the latest developments in human decision-making and the importance of 
emotions in this process.  The model aims to guide brands in -   

 
 Increasing a brands self-awareness through more effective use of data 
 Providing consistency of brand emotion through constant course 

correction to maintain relevance and improve effectiveness 
 Drive success brand self motivation through building brand optimism,  by 

utilising the brand to create and manage staff employees as brand 
advocates in the pursuit of a clear direction 

 Communicating empathetically through the understanding and utilisation 
of contextual relevant messaging at every touchpoint 
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