Use Emotional Marketing to 

Strengthen Customer Relationships
What is next for marketing?   Major trends such as advances in technology, time deprivation, greater fears, and a desire for closeness have us looking increasingly at the emotional side of buyer behavior.
Answering the Total Quality Management movement of the 90’s, marketing’s response was called “customer satisfaction”.   Key to this approach was the idea of relationship building between employees and the market.  This article provides a method to develop and strengthen relationships.

Marketing must have a F.A.C.E.

Today’s approach to marketing should be based upon relationships, emotions, experiences, community and communications.  We start with gaining Familiarity; move to Adoption; become Connected ; and finally be Emotionally committed.  F.A.C.E.  FACE will give us relationships that will bind customers to our company.

Familiarity
Companies must first gain a foothold with consumers by becoming familiar.  Attraction will become possible after creating an emotional break-up that will break bonds with other products or companies and allow for trial.  Marketers must create an emotional disturbance to allow for attraction to take place.  Disturbance emotions might include:

· Fear

· Anxiety/Worry

· Deprivation

· Danger

· Insecurity

· Inadequacy

· Dissatisfaction

· Jealousy

· Guilt

· Anger

· Embarrassment

The recent FedEx commercial tells us we are “doomed” if the package does not arrive overnight….doomed! This is a great example of playing on our fear of losing our job, our livelihood.  In order to avoid shutting the audience off with too much negative thought, the commercial uses some level of absurdity to lighten our load, but tension is created.
With the bonds broken, the way is clear for the marketer to use positive emotions to gain a foothold and become familiar to the customer.  Emotions to be focused on include:

· Self Esteem/Confidence/Image

· Specialness (exclusivity)

· Togetherness (involvement)

· Ease…calmness….tranquility (freedom and escape)

· Hope and Faith

· Attractiveness…wanted and needed
· Affirmation and Acceptance

· Energy…excitement
· Health and wellness

· Passion…pride…tenderness (masculinity and femininity)
· Success

· Trust….heritage…leadership
· Meet or exceed expectations (surprise)
· Customized and customerized (especially web site)

· Security and Control

· Pleasure

· Fun (laughter)

The above list is in relative order of strength from higher strength, intense emotions down to weaker emotions. The fact that FedEx will save us from being doomed, that’s a relief.  Iin business, we don’t want to make the mistake of having an important package arrive late (affirmation of our decision), so we use FedEx.  The time from disturbance to acceptance can be as short as a single commercial where the messages are layered or communicated over a longer period.
Another example is Citibank credit cards…the commercials regarding identity theft.  Playing on our fear of being compromised, they use the absurdity of some bizarre  situation, and then offer the solution that makes us feel good again.  From the negative and absurd to the positive outcome.  

Adoption
We have broken the bonds and created the base for adoption, for frequent use of our product or service.   We have gone through trial and the consumer is prepared to accept our communications.  To gain and solidify product or service adoption (repeated use), use the following steps:
· Develop significant one-way communications with occasional two way

· Share ideas, information and concepts of interest
· Create good times and great memories (fests, events, happenings)
· Gain trust by keeping promises
· Begin the process of gaining involvement; get the customer to do something from completing surveys to participating in a discussion group
· Demonstrate culture (create a culture through the use of symbols, traditions, beliefs, history, rituals and values)…something to believe in.
Congratulations, you’ve been adopted.  Now let’s see if we can move to connection.

Connected…getting connected and creating connections
Community and becoming a part of the community is the next level of involvement we gain through our approach to emotional marketing.  Some of the aspects of promoting community involvement include:

Communications….get everyone talking to each other through the use of list serves and other electronic community devices.  Help your employees to listen and to create dialogue with customers…and to share those comments back through the organization.  Your next great new product or service idea may come from listening to customers. 
Participation… think about how people can get more deeply involved.  Clubs are a way for richer involvement and participation opportunities.  Electronic communities require workers and leaders as well.   Committees can work to get people truly involved as well…see what might work for your firm. Plant tours, workshops, seminars, festivals all are part of the process of participation.
Investment…if you can get someone to invest their time, money, and effort and become a part of one’s life and identity, you are CONNECTED.
Emotional Commitment
Continuing with all we have done so far, customers can become fans, loyalists, and champions.  When we reach this level, customers feel they have ownership and total emotional involvement.  As a business, we need to segment these important customers;
· Loyalest segments should receive favorable treatment

· Loyalists are your best source of word of mouth marketing and should be cultivated by bringing them closer to employees as well as to other loyalists
· Treat loyalists well to manage a frenzy of interest using specials, exclusives, rewards, and gifts.  Offer to keep on cutting edge (exclusivity)…first come for new products. Etc.
Great marketing starts by giving a F.A.C.E. to your efforts…from the faces of your staff, to any way you can create an exceptional personal experience for your customer.   Create the emotional connection in addition to the rational reasoning for dealing with your firm and you have created a marketing platform that won’t be beat.
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