











EMOTIONAL
EPICENTER

A deeply felt, emotionally-
based human need that
drives attitudes and
behavior in the brand
category. It is the
foundation for the message,
persona, and experience.

BRAND
EXPERIENCE

How a customer feels about
their actual experience with
the brand. It is based on
important customer
expectations and reflects
the Emotional Epicenter.

BRAND
MESSAGE

This is the primary idea

or thought a brand wishes
to communicate to its target
audience. It is what the
brand stands for. It is
rooted in the epicenter

and differentiates the brand
from competitors.

BRAND
PERSONA

The brand’s personality and
character. It defines the
qualities or attributes that
reflect the brand’s graphic
style and copy tone.

Using what we learn from market research, a
“Brand Concept” is developed. This is a
strategic brand model designed to connect
more deeply with your audience and thereby
increase sales and brand equity. It is based on
deeply felt human needs. It includes the core
messages and images that represent the
brand and identifies the strategic focus that
is critical to your brand’s success.




PERSONA BUILDS AWARENESS

Famous brands have charisma. They have a persona that attracts the spotlight. And
the spotlight creates fame (which, in marketing terms, is awareness). And that is
how a likable and charismatic brand persona directly impacts brand equity.

MESSAGE BUILDS UNDERSTANDING

A relevant message impacts awareness to some degree. But a relevant

message makes its most significant impaect in the area of understanding. By clearly
communicating a relevant message, with emotional power, people understand what
the brand stands for. It becomes clearly positioned in their minds. The brand is no
longer just a name — it also represents something meaningful. Research has shown
that both awareness and understanding impact brand preference.

EXPERIENCE BUILDS COMMITMENT

People’s actual experience with a brand will quickly supercede all other

branding issues. This is, of course, clearly seen in human relationships. Physical
attractiveness and charisma can be very important when it comes to that initial
connection. But as you get to know someone, other issues become more important —
common interests, shared values, a feeling of emotional support, ete. It is the user
experience that creates deep commitment and brand loyalty. Which means that
branding is a business strategy, not simply a marketing strategy.

Developing a Brand Concept is
not a theoretical exercise. It is the
thoughtful application of brand
equity drivers. It is a disciplined
process leading to a definable and

measurable end.

This brochure briefly describes steps two and three of Richter7’s Full Circle Branding™ process. Full
Circle Branding is a seven-step approach to higher sales and brand equity. Richter7 offers workshops
and presentations on the concepts described here. For more information, contact Dave Newbold, pres-
ident of Richter7. Ph: 801 521.2903. email: dnewbold@richter7.com
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