Emotional Passionate Marketing
In considering the question, what is next for marketing, I recently tried to develop a vision for marketing practice.  With the confluence of major trends such as advances in technology, lack of time, greater fears, and a desire for closeness, I have prepared some thoughts.

As a precursor, let’s look back to the late 1980’s.  With the development of Total Quality Management, the response from marketing was something called customer satisfaction.  As president of the American Marketing Association at the time, I spoke widely on the subject.  At the time I posited the idea of a different set of four P’s necessary to the commitment of a firm to the philosophy of business called customer satisfaction.   Those P’s were People, Process, Progress and Product.  Key to this approach was the idea of relationship building between the people of the firm and the target market.  More easily said then done, this paper attempts to push the concept forward with a method to develop and strengthen relationships.

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

This paradigm of marketing is based upon relationships, emotions, experiences, community and communications.  Using the process of FACE will give us relationships that will bind customers to companies.

Familiar

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

· Fear

· Deprivation

· Danger

· Insecurity

· Inadequacy

· Dissatisfaction

· Jealousy

· Guilt

· Anger

· Embarrassment

Such emotional disturbances are not unusual to marketing but do make for a potential void to be filled by the marketer. Tension created is tension requiring resolution.
Once the platform is clear, the marketer can now use positive emotions to gain the 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 and more intense emotions tied to higher level motives, down to lower or weaker emotions and motives…but take care, sometimes the list changes with special or particular circumstances.  To be familiar is to be reflective and relevant to the needs of consumers.  Early adopters should be cared for specially 
Adoption
A little trust goes a long way.  We have broken the bonds and created the base for adoption.  We invite the customer to come in and participate.  The consumer is prepared to accept our communications, at this point in a one-way to the consumer approach. To gain adoption use the following steps:
· Acceptance of one-way communications with occasional two way

· Share ideas

· Share support

· Share information

· Share interest

· Create good times and great memories (fests)

· Gain trust

· Begin the process of gaining involvement

· Demonstrate culture (create a culture)
· Symbols

· Traditions

· Beliefs

· History

· Rituals

· Values

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 passionate marketing.  Some of the aspects of promoting community involvement include:

Communications

· List serves and electronic community devices

· Listening by employees of the firm... active known passionate  participation…create constant dialogue
· Share comments

Governance

· Governance of clubs  (organic local growth)

· Governance of electronic communities

· Participate with assistance of employees…employees tour to participate and to listen
Investment (become a part of one’s life and identity)

· Time

· Money 

· Effort

· Emotion

Co-production (participate in productions) can we get the consumer to add value

Emotional Commitment
We have reached the highest level of ownership and total emotional involvement on the customer.  

· Loyalest segments should receive favorable treatment

· Bring in the loyalists into the firm

· Have customers sustain the culture

· Promote to heighten and maintain frenzy of interest using specials, exclusives, rewards, and gifts

· Offer to keep on cutting edge…first come for new products

To gain a high emotional state our products need to be:

· Customizable

· Have significant differentiation

· Contain high value

· Evoke total competence 

· Involve service value added

· Dynamically changeable to market needs

Web sites need to provide the FACE to the consumer and include fast and effective involvement processes.  Sites should be designed to gain emotions and ties that are useful to gaining familiarity, adoption, connectedness and emotional commitment.  One suggestion is to make the community aspect come to life in the virtual world…for instance, for a college, to create a virtual administrator (guide); virtual functional staff including academic advisors and financial aid advisors; virtual registrar.  All would be pictured of individuals bringing a person through the process using question banks and logic processes.  Interactivity and gamesmanship might be one way to tie younger Americans to a site.  
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