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Basic Human Needs

Susfainability, PurRose
SELF-ACTUALISATI
Happfness, Fulfilment, Experignces
EGO NEEDS
Status, Achievement
BELONGING
Trust, Relationships, Community
SAFETY
Security, Control, Choice
PHYSIOLOGICAL
Water, Food, Sex, Sleep
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Personalisation

Personalising tone of voice to customer’s personality
makes the message more persuadable (Moon, 2002)

The more effort a customer expenses on personalising
their product, the higher the emotional bond with that
product (Mugge at al, 2008)

Motivators for product personalisation include
functionality, self-expression and complexity of
personalisation; Product connection impacted by strong
emotions/memories, amount of time and effort, and
sense of achievement (Grant et al, 2013)

Personalisation impacts on affective customer
satisfaction and perceived usability and value of a
product/service (Torriko & Frank, 2017)

Personalisation showed to positively impact customer
interaction with smart technologies and loyalty; privacy
concerns did not impact it (Ameen et al, 2022)
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63% Of customers believe thev can cet a
Y 3
brand to change almost anything.

78% Of customers believe they can force
brands to change its company’s societal impact.

FEdelman, 2021



6 1% Of customers advocate for brands
they trust.

57% Of customers will purchase from
brands they trust.

‘Highly trusted brands are 7 times more likely
to be purchased’.

FEdelman, 2021
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Purpose—driven companies witness higher

market share gains and gI’OW on average

three times faster than their
competitors.

Delortte, 2019



Purpose—é

riven consumers now make 44% of

the glo.

pal consumers (the largest group).

IBM, 2022



86% Of customers expect brands to take

one or more actions beyond their product and
business.

63% Of customers are more attracted to

brands that focus on making the world a better
place.

FEdelman, 2021



Looking for me in brands



Personality Congruence
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v Conscientious customers prefer trusted (
brands to reflect their reliable 4
characteristics
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v Extroverts prefer sociable brands to reflect
their outgoing nature

v Highly neurotic customers prefer trusted
brands to reduce their anxiety

!
v' Males are more self-expressive in their ~ “‘
brand preferences compared to the female {’ v' \
/ ‘ )

{

consumers. Female consumers prefer a
trusted brand to express their conscientious
(reliable) personality while male consumers
prefer a trusted brand to reduce their
anxiety

Source: Mulyanegara et al., 2007 ©humanisingbrands



Value Congruence

v 62% of respondents desired a match between their values and a brand
values and were prepared to discard brands whose values were
incongruent with their own (Accenture, 2018)

v Self-congruence theory proposes that consumers choose brands
based on perceived functional congruence as well as personality trait
congruence

v Values are more enduring than attitudes, stable over time, act as a
compass for life decisions and focus on ideals

v Value congruence plays a key role as a significant predictor of re-
purchase intentions along with trait and functional congruence,
specifically in the case of durables and services, but the relationship
was weak for consumables. The case of durables and services might
be linked to the relative influence of time -> it can be argued that the
longer one interacts with a brand, the more important fundamental
values become in that relationship.

Source: Voorn et al., 2021 ©humanisingbrands



58% Of customers buy or advocate for
brands based on their beliefs and values.

60% Of people choose a place to work

based on their beliefs and values.

FEdelman, 2021



‘Brands are Human too.’



Brand Personality

Brand personality — the set
of human characteristics
assoclated with a brand

(Aaker, 1997)
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Factors of Brand Personality

1. Excitement 2. Competence 3. Sincerity 4. Ruggedness 5. Sophistication
v'Daring v'Reliable v' Down-to- v’ Outdoorsy v'Upper Class
v Spirited v Intelligent earth v'Tough v Charming
vImaginative v Successful v Honest
v Up-to-date v Wholesome

v'Cheerful
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Source: Aaker, 1997; Chen, Nelson, & Hsu, 2015 ©humanisingbrands



Brand Personality & Brand Trust

v" Brand Personality influences Brand
Trust

v Sincere & Competent Brand
Personality increases brand attachment

v" Brand Trust and attachment influence
consumers commitment

v" Both brand trust and commitment
positively impact on purchase intention

Source: Bouhlel et al., 2011 ©humanisingbrands



Social Isolation & Anthropomorphism

v" Socially isolated customers have
a preference for
anthropomorphised brands,
which 1s mediated by their need
for social affiliation (Chen et al,
2017) \

v" Anthropomorphised brands have ( / O
better perception of their CSR SN
(Jeong & Kim, 2021) @%,

v" Sustainability ads using ‘why’
logic are more effective when
using anthropomorphism and

first person copy (Han et al.,
20 19) Image Source: https://www.youtube.com/watch?v=JdpsplIWI2o
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https://www.youtube.com/watch?v=JdpspllWI2o

(Radical) Transparency

Brand transparency increases consumer

hope, which in turn increases sales and rop urimeest Gursen maafrio "AD
purchase satisfaction (Fazal-e-Hasan et R |} @

al., 2018) < 4‘W > Add 1o Bag

Brand transparency increases brand 3 S

trust, which in turn increases purchase s,

intention and positive WoM (Kang & ' O -

Hustvedt, 2013) A U

Brand transparency is likely to make O Y & v

customers more willing to pay higher e

price and even compromise on the
quality a bit (Bhaduri et aL) 201 1) Image Source: https://maemofashion.com/products/un-dyed-copy-of-

] colour-blocked-sweatpants
Self-disclosure helps brands create

brand intimacy and trust, leading to
higher willingness to buy (Huaman-

Ramirez et al., 2022)
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https://maemofashion.com/products/un-dyed-copy-of-colour-blocked-sweatpants

81% Of customers say CEOs should be

personally visible when discussing public policy
with external stakeholders or work their company
has done to benetit society.

FEdelman, 2022



Are you a Human Brand?
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Thank You

25 Horsell Road, London, N5 1XL

Www.humanising—brands.com

Kate Nightingale | kate@humanising-brands.com &
kate@stylepsychology.co.uk | +44 789 1305 176
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