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THE ROLE OF BRANDS 
IN HUMAN CULTURE 

More than a logo, a tagline or a slogan, a brand is the
vehicle for the way we want to be perceived in the world: 
time can change a consumer’s habits but there will always 
be demand for a brand that makes a difference in the world.



THE ROLE OF BRANDS IN HUMAN CULT

“Symbolism is a culturally-determined activity, more 
as a totality than as the arithmetic sum of a group of 
symbols”, in the modern world brands have the ability 
to create their own symbols, stories, myths and create 
a unique identity that impact people’s lives. 

In stressful environments such as wars, when we experience 
financial difficulties or when stress comes through a society, 
we have a stronger crave for belonging. In such times we 
seek a safe and reliable space or group that can be called 
a “tribe”.

Cults and tribes have the same characteristics as when 
a brand has a strong, vibrant and unique relationship with 
its consumers.

1.1 A NEW 
MEANING OF TRIBES



“The brand gathers 
passionate consumers 
in a structured social
 relationship, binding 
members together 
through a shared social 
and interpersonal 
experience”.
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We can say that we now “approach brands 

as vessels of symbolic meanings that evoke 

personalities and emotion through myth, 

rituals, symbolism and ethos”.

Nowadays, marketing’s mission is to pursue 

thessence of each contemporary tribe and 

create space for them to express their shared 

passions and emotions. What consumers seek 

in brands is “self-expression, self-fulfillment, 

and shared experiences with the brands, 

products, and leisure experiences they 

favor” rather than a utilitarian or hedonistic 

value of the product or service.



Meaning is a manifestation of words, so in a certain way 

language is the greatest metaphor for brands.  Words 

are worth very little by themselves, when not followed 

by actions: “Words themselves are nothing, in truth they 

exist as thoughts with their physical manifestations simply 

being a relatively organized clump of shapes on a given 

substrate”.

 
“The act of thinking itself creates meaning to the 
various sensory and emotional inputs our biological 
system receives”. 

Creating a brand is giving meaning to words through 

actions in the physical world that creates space for 

emotional bonding to occur. In other words: “A brand

is really an emotional connection you have with a product 

or service. It’s so emotional in fact that you become fairly 

irrational in the way you try to justify why you’re using it”. 

  “The power of words is not a metaphor; 
it’s in our brain wiring”.

-Lisa Feldman Barrett PhD
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 “People don’t buy what you do. 
They buy why you do it.” 

- Simon Sinek, in “Start with Why” 

Humans tend to connect with the “why” behind 

the existence of a brand rather than the product by itself.

Brands are a shortcut between the product and the dream 

the product is selling. They are dependent on multiple good 

interactions and a strong brand purpose. This is what 

ultimately influences the success of a brand.

“Thus Coca-Cola is a brand name and it may be accompanied 

with a logo and even an expression such as “The Pause that 

Refreshes.” But today the word “brand” carries much more 

importance as a platform and a set of promises to the buyer”. 

- Kotler 

1.2 A STRONG BRAND
IS MADE OF REAL DREAMS
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“Loyalty”, “trust”, “engagement” have been keywords 

for marketers for many years. But recently, marketers 

introduced “love”. In fact, research has shown that 87% 

of people are craving meaningful interactions with brands 

and 81% of brands, in Europe, could disappear and people 

would not even notice.

THE STATE OF BRAND TRUST

Top-performing brands including Amazon and Google

are more well-trusted than many other instittutions, public

figures and ideas.

The share of Americans who say they trust each of the following “a lot” to do the right thing.

Your primary doctor

The military

Amazon

Google

Extreme weather warnings

Teachers

Tom Hanks

The police

Oprah

Scientific studiest

50%

44%

39%

38%

36%

35%

34%

30%

27%

26%

Health warnings or advisories

Donald Trump

Labels on food packaging

Warren Buffet

Religious leaders

Capitalism

The news media

The U.S. government

Wall Street

Hollywood

23%

20%

17%

16%

15%

14%

8%

7%

5%

4%

The state of consumer trust | Morning consult’s most trusted brands 2020

1.3 BRAND HEAVEN,
ARE YOU FOR REAL?
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Successful brands such as Amazon or Google 

are now considered more trustful than the 

police and even the U.S Government. This 

can be both seen as scary and fascinating. 

We are transferring the concept of “trust” 

to new entities and we do this because of the 

trust-based relationship that we have with 

these if we feel that they have consistently 

delivered on their brand promise.

SO, HOW CAN WE CREATE SPACE 
FOR EMOTIONS TO EMERGE? 

Love brands start their journey “by giving love, 

demonstrating that they love the people who 

buy them”. For brands, change comes when 

customers start to be seen as “us” and not 

as “them”.



“The essential difference 
between emotion and 
reason is that emotion 
leads to action while 
reason leads to conclusions.”
- Donald Calne, Neurologist  



1.4 WHY LOVE
BRANDS MATTER

Brands that matter have always a special place 

in the heart of consumers; the perception of 

quality and trust never gets old. 

The consistency of a love brand leads to loyalty, 

and loyalty buys a place in the heavens of the brand.

  

Let’s look at some of the top reasons true love 

brands make a difference in peoples’ lives. 
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THEY EVOKE A SAFE CHOICE

Love brands are top-of-mind brands, that become the 
automatic choice for consumers. They offer a sense of 
safety as you already know the brand you are buying.

Love brands create compelling reasons for purchase and 
their promise applies to different dimensions, all of which 
help define the brand’s personality in the consumer’s mind. 

Jennifer Aakers, author of the theoretical framework 
of the brand personality, defined brand personality 
in five dimensions: Sincerity, Excitement, Competence, 
Sophistication, and Ruggedness.  

BRAND PERSONALITY

SINCERITY

• down-to-earth

• honest

• wholesome

• cheerful

• daring

• spirited

• imaginative

• up-to-date

• reliable

• intelligent

• successful

• upper class

• charming

• outdoorsy

• tough

EXCITEMENT COMPETENCE SOPHISTICATION RUGGEDNESS
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THEY EVOKE HUMANITY & PURPOSE 
 
Love brands that really resonate with consumers often 
have an element of a mission as core to their DNA. 
Data from 2017 indicates that 70% of consumers said it’s 
important for brands to take a stand on social and political 
issues.

Now, more than ever brands need to stand up for what they 
believe, since “brands who are able to deliver purpose in 
an ethical way saw their value grow twice as much as average 
brands”.  It’s no longer enough to be trending and it’s time 
to act on what matters. 
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61%

Research an 
issue futher

Donate to
a cause

55%

Register 
to vote

53%

Vote for a specific 
candidate

42%

Participate in
a protest

39%

Contact a
politician

33%

Social/political actions consumers are likely 
to take when prompted by brands
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THEY EVOKE SENSE OF BELONGING  

 

When you choose a brand, you are also 

choosing which “tribe” you want to belong, 

consumers choose a brand that is aligned 

with their values, ambitions and lifestyle: 

“They do so because they want to align 

themselves - or their company - with that 

positive and impressive status.” 

A brand is perceived as a vehicle for 

self-expression, and it’s that expression 

that will differentiate a love brand from 

its competitors.



EMOTIONAL 
BRANDING
“People buy on emotion and justify with logic”



EMOTIONAL BRANDING

Emotion is such a strong force. It´s powerful in so many 
ways because it can influence decisions and urge people 
to act. This is why it is used as an effective marketing 
technique and can be crucial for a brand to achieve its goals.

According to Harvard Business School professor Gerald 
Zaltman, 95% of our purchasing decisions are unconscious 
decisions.

Emotional Marketing is the deliberate use of persuasive 
messages that trigger human emotions and help to form 
deep connections with the audience. Often it appeals to 
a single emotion only which can be fear, anger, joy or any 
other human emotion that is strong enough to influence 
decision-making and action.

Emotional branding is an extension of that, a strategy for 
businesses to connect with their customers on a personal 
level, appealing to their feelings with the aim of increasing 
consumer loyalty. Storytelling is a key vehicle used to 
connect a product or service with an appropriate audience. 



A successful emotional 
branding strategy is where 
a wide range of customers 
feel aligned with the brand’s 
mission or vision.



EMOTIONAL BRANDING

Emotional branding plays to our natural 
desire for love, power, emotional security, 
and ego gratification, all of which are 
subconscious and can be tapped into 
by emotionally triggered marketing.
 
Consumers want to feel emotionally 
connected to the brands they select because 
they’re an extension of their own personality, 
style and identity. Loyalty grows grows out 
of forming close emotional links to a brand.

Emotional branding establishes itself as 
a critical factor in developing brand loyalty.



Building a brand through emotional appeal is very 
similar to crafting a great story. Using emotion to persuade 
people is not a new thing. A successful narrative has the 
three modes of persuasion, as crafted by Aristotle:

EMOTIONAL BRANDING

ETHOS PATHOSLOGOS

The use 
of authority 
or credibility

The appeal 
to emotion

The appeal to 
logic (a way of 

convincing your 
audience using 

facts and figures)

When you are able to balance all three of them you 
have an emotionally powerful brand.



THE ROLE OF BRANDS 
IN A POST-COVID-19 
SOCIETY 
“In a year of uncertainty, one thing is clear – consumers 
are willing to spend their money with companies that 
share their values” - NEXT Data & Insights



As the role of brands in society continues to evolve 
companies are called on to step up, be more engaged 
and concerned with people and our planet. Many have 
taken unconventional actions, some even completely 
changing production, to work together with competitors 
in furthering a cause that is more important than profit. 
Such actions are not going unnoticed; a vast majority of 
consumers admire companies that are taking action to 
help stop the spread of the coronavirus.

The global lockdown has given people time to reflect, 
and to reprioritize and reinforce their values. They have 
focused on the importance of community, on supporting 
of local enterprises, on the need for better public health 
regulations and on protecting future generations. All this 
means that brands and marketers cannot ignore these new 
consumer attitudes. Furthermore, the ability to respond 
quickly, pivot whole business models and help work towards 
a better future is crucial to enable brands to thrive in the 
new normal.
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VALUES MATTER:

of consumers expect brands 
to translate their values and 

promises into new and innovative 
products and services.

57%
of consumers want brands 
to stand up for the planet 

47%



The pandemic made the world realize that change 
can happen as fast as we want it. Since this pandemic 
arrived that we watched many industries changing their 
brands to what was needed at the moment.

THE MASLOW “UNCERTAINTY”
“Self-actualization” has given way to basic needs. 
Being aware of what is around us in real time will 
lead us to a better place. 

PURPOSE AS A REFLECTION OF BRAND’S HUMANITY 
The importance of purpose is not new but being driven 
to purpose is. COVID-19 tested our humanity to the 
maximum and has confirmed to us that purpose is the 
best way to face adversity.
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BE ADAPTIVE
IN ORDER TO BE PRESENT
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WHAT ARE CONSUMERS
LOOKING FOR?

EMPATHIZE, HELP & MAKE A DIFFERENCE 

Brands must focus their messaging on solutions, not selling.

84% of respondents said they want brand advertising 
to focus on how brands help people cope with pandemic-
related life challenges.

77% said they want brands only to speak about products 
in ways that show they are aware of the crisis and the impact 
on people’s lives.

54% said they are not paying attention to new products at 
present unless they are designed to help with their pandemic-
related life challenges. 

Consumers want brands that help them overcome coronavirus 
crisis. HP’s donation of 3-D printers to hospitals to produce 
masks is a perfect example.
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EDUCATION, EMOTIONAL CONNECTION & COMMUNITY 

85% want brands to use their power to educate. 
An example of this is Microsoft’s Healthcare bot offered 
on the CDC website, which enables people to ask questions 
about their symptoms. 

89% want to know that the brand is helping and how 
they can best access its product and services.

“Brands should bring us 
together at this difficult time”.

Club Med has done this by repurposing its talent to design 
sports fitness at home. 

83% of respondents want emotional connection, which 
means helping them stay close to people they are being 
forced to physically distance from.

83% want compassionate connection, including brand 
messaging that communicates empathy and support with 
the struggles they face. 
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Edelman conducted a study on the critical role brands 
are expected to play during the coronavirus pandemic, 
completed on March 26 featuring 12,000 people from 
Brazil, Canada, China, France, Germany, India, Italy, Japan, 
South Africa, South Korea, the UK and the U.S.

EDUCATION, EMOTIONAL CONNECTION & COMMUNITY 

84% want brand social channels to facilitate a sense 
of community and offer support to those in need.

65% said that hearing from brands what they are doing
in response to the pandemic is comforting and reassuring.

65% of respondents said that a brand’s response in the 
crisis will have a huge impact on their likelihood of purchasing 
it in the future. 

60% said that they are turning to brands that they absolutely 
can trust. 

Over one-third of consumers said that they have started using 
a new brand because of the innovative or compassionate way
that it responded. 



2020 will be the biggest world crisis we passed 
through, it changed how we think, behave, interact 
with ourselves and others and how we consume.

We will not return to normal again, the world has 
changed and it’s now time for companies and businesses 
do the same, they must demonstrate how they can adapt 
and help in their own creative way.

Brands will always be present, but only the ones that 
show their purpose through their actions will remain. 
Emotional connections are now more important than 
ever, much because people are afraid and so are business 
and governments.
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WRAP
UP



The public wants brands to step up, think of 
our safety, and make a difference by helping us all. 

Brands that act in the interest of people - employees, 
stakeholders and consumers, will reinforce trust and 
strengthen their bond with consumers. We must all work 
together and think altruistically to emerge from the crisis, 
stronger and above all connected. 

This is a moment when brands are challenged to prove 
that they put people first. Those that do will win.
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