
Brands for Humans
A more holistic approach to improving customer experience



1.The Efficiency Challenge



“We can’t afford to invest 
in the brand at this 
point. We really just 
need to sell these units.”

Marketing Director
• Web	site	full	of	 sales	deals	+	prices
• No	communication	on	what	their	

philosophy	 was/why	them
• No	specific	target	audience	focus







WE ARE LIVING IN AN AGE WHERE 
CONSUMERS ARE EMPOWERED MORE THAN EVER 

TO TAKE CONTROL OF EVERY STEP OF THEIR 
BRAND PURCHASE DECISIONS



They Have So Many Ways To Connect 
With A Brand - Online & Off l ine
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CONSUMERS ARE LOOKING TO BRANDS TO
HELP SOLVE THEIR CHALLENGE OF COMPLEXITY



RESEARCH – PEOPLE NEED
MARKETING THAT HELPS

TOP 5 MOST APPEALING TYPES OF MARKETING

Helps me understand things 48%

Provides info that helps me make decisions
46%

Allows me to personalize the brand 38%

Instructions on how to do things 46%

Gives me new ideas and information 38%

SERVICE PURPOSE ENGAGMENT



And brands need to deliver on this across 
every customer touch-point

WEB SITE
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No wonder brands are turning to 
new technology for the extra 

customer edge



o Chat Bots?
o Voice Search?
o Augmented Reality?
o Artificial Intelligence?
o Robotics/Automation?
o The list goes on…





Just because you can use 
automation to deliver faster and 
cheaper - it doesn’t mean this 
delivers on all the expectations 
of your customers



To be successful 
brands platforms need 
to deliver both 
convenience and 
connection, delivering 
more emotional 
customer experiences



The efficiency challenge 
applies to developing 
customer digital platforms…



… but also applies equally
to integrated digital 

communications



Marketing 
is under 

increasing 
pressure…



quick fix
digital first

simple/convenient
easy to measure

sales driven
efficient

Timelines are getting shorter…



But this comes at a significant cost…



But at what cost?



The data that Binet and Field have analysed is derived 
from the IPA Effectiveness Databank - the product of 30 
years of the IPA Effectiveness Awards covering more than 
700 brands in over 80 categories. At the time of the 
analysis, the Databank held data from 996 campaigns 
entered into the biennial national and international 
effectiveness competitions from 1980 to 2016.

"Les Binet and Peter Field are Godfathers of advertising 
effectiveness. Their studies with the IPA have re-shaped 
the industry's understanding of how advertising 
works." Lindsey Clay, Managing Director, Thinkbox

The Truth About Brand Growth











Focus on short-term activation vs brand growth



Efficiency is damaging CX across both…

Platforms Communications



2. Human Customer Experience



2 Important Annual Studies



The customer experience extends far beyond just the 
direct experience of the product 



2018 was a bad year for trust



Customer expects brand & brand leaders to 
lead change - even more than govt



People have a far broader expectation of what 
defines their customer experience…



… and a much greater expectation of brand 
leaders to deliver on meaningful change



Understanding the movement from…

customer-centric > human-centric
efficiency effectiveness



Human-Centric Brands balance the need 
for product & technology innovation, 

with a more human customer experience



o Recent Brain

o Logical

o Rational Support

o Reptile Brain

o Emotional

o Decision Lead

NEOCORTEX
Center for reasoning

and language
(The Rational Mind)

LIMBIC BRAIN
Center for emotion, feelings,
behavior and decision making
(The Emotional Mind)

This reflects how human beings are wired



If we just focus on rational efficiency, it’s hard to create a longer 
term emotional connections that drive effective growth.





“People	may	think	that	the	thinking	part	of	themselves	is	in	
charge,	but	it’s	mostly	the	limbic	system	that’s	in	charge.	And	
the	cortex	is	just	trying	to	make	the	limbic	system	happy.”

Elon Musk,	Tesla



How we use technology 
to show more humanity

Applying The Human-Centric Brand Approach

How communication can create 
better human connection

Customer Platform Development Integrated Digital Communication



3. A More Human Approach 
to Platform Development



Some	lingo	…



An	explanation	…

• What	are	Platforms?
• What	is	this	UX,	UI,	CX	jibberish!?
• What	does	"Human	Approach"	mean?
• Why	is	this	important



Platforms



Digital	Platforms



UX	(User	Experience)

“User	experience (UX)	refers	to	a	person's	emotions	and	attitudes	
about	using	a	particular product, system or	service.”

https://en.wikipedia.org/wiki/User_experience

https://www.allaboutux.org/ux-definitions



UI	(User	Interface)	aka	Visual	Design

“Visual	design	(UI	=	User	Interface)	aims	to	shape	and	improve	the	
user	experience	through	considering	the	effects	of	illustrations,	

photography,	 typography,	space,	layouts,	and	colour	on	the usability of	
products	and	on	their aesthetic	appeal.”

https://www.interaction-design.org/literature/topics/visual-design



UX



CX	(Customer	Experience)

“The	perception	that	customers	have	of	their	interactions	
with	an	organization.”

Bruce	Temkin- Chair	of	 the	Customer	Experience	Professionals	Association	(CXPA.org)









Human	Approach



Importance	of	Human	Approach

• Customers	mention:	
• positive	experience	to	an	average	of	9	people
• negative	experience	to	an	average	of	16	people	:-/

• Customers	with	positive	experiences…
• Spend	140%	more
• They	are	likely	to	remain	a	customer	for	5	years	longer

• Positive	experiences	can	reduce	costs	by	up	to	33%

https://www2.deloitte.com/content/dam/Deloitte/us/Documents/process-and-operations/us-cons-the-true-value-of-customer-experiences.pdf



Tech	trends	in	brands	2018

• CRMs	– to	consolidate	customer	data
• Chatbots	– AI	/	NLP	Powered,	Voice	Recognition	(Google,	Amazon	etc)
• Improved	Experience	Design	(UX)
• Augmented	Reality	(Ecommerce)
• Digital	Integration



Challenges	for	CX

• Not	everyone	knows	how	to	collect	data
• Regulations	(Data	and	privacy	policies)
• Management	does	not	understand	the	benefits
• Requires	cross	dept	collaboration
• Some	tech	still	in	early	stages

https://econsultancy.com/the-future-of-customer-experience-trends-and-challenges-in-2018/



Some	examples	of	good	CX





• Online	website	with	product	
information
• Member	login/registration	for	
Starbucks	card	(Tiered	membership)
• Top-up	card	online
• Mobile	app
• Continuous	promotions
• SMS/Email	reminders
• Great	customer	experience	in-store









Agoda





• Website	UX	constantly	improved
• Supporting	mobile	app
• Easy	to	use	interface
• Pricing	updated	continuously
• Promotions
• Flash	sales
• Product	suggestions
• Good	customer	service	(Call	centre)
• Strong	UX/Design	team
• 20+	Data	Scientists



Polpa by	Dahmakan







• Excellent	UX	
• Desktop	and	Mobile
• Informative,	online	chat
• Pricing	is	clear
• Easy	to	order	and	set	delivery	times
• SMS/In-App	notifications	
(delivery,	late,	etc)
• SMS	instant	discount	if	delivery	is	late



Food	for	thought

• Audience	=	everyone!	

• Ethics

• US	Elections	=	Cambridge	Analytica

• Small	business?	No	problem

• Bake	brand	into	your	culture



Bake	brand	into	your	culture



4. Communication + Connection



Two Questions to Ask

1. What is the right mix of 
brand vs activation content?

2. What sort of human 
outcomes do we want?



1. What is the right mix of 
brand vs activation content?



1. What Content?  Sales Funnel Approach

Look at a 
customer 
acquisition 
focus for 
content



Inspire
Inform
Invoice



1. What Content? Brand vs Activation Content Matrix 
B
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Awareness Consideration Purchase
Consumer Purchase Journey  

Inspire
Emotionally connect with your 
human purpose in their lives

Inform
Help them discover your brand 

and consider their options

Invoice
Provide every opportunity to 

make a sale that’s right for them
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Product Sale
§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Inspire Inform Invoice

1. What Content? Brand vs Activation Content Matrix 

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels



Inspire
Inform
Invoice

Emotionally connect with your 
human purpose in their lives
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Inspire Inform Invoice
Product Sale

§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels





Product	Hero

Brand	Hero







INSPIRE - BRAND HERO CAMPAIGN

TV/Online Video

Print/Online Ads

Social Media

Activation

OOH

PR



INSPIRE - OTHER PRODUCT HERO CAMPAIGNS

Volvo Mercedes-Benz
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Inspire Inform Invoice
Product Sale

§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels



Inspire
Inform
Invoice

Help people discover your brand 
and consider their options
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Inspire Inform Invoice
Product Sale

§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners



INFORM - BRAND DNA CONTENT

BRAND VOICE

BRAND COMMUNITY

BRAND HUB/SOCIAL SHARING

BRAND CONNECT



INFORM - PRODUCT DNA CONTENT

PRODUCT TALK

PRODUCT REVIEWS

CUSTOMER DIRECT

RE-TARGETED DIRECT
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Inspire Inform Invoice
Product Sale

§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners



Inspire
Inform
Invoice Provide every opportunity to 

make a sale that’s right for them
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Inspire Inform Invoice

1. What Content? Brand vs Activation Content Matrix 

Product Sale
§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels



INVOICE - BRAND HELP (PROMISE)



INVOICE - BRAND HELP (REALITY)



INVOICE - BRAND HELP



Sales Campaign Sales Activation Campaign

INVOICE - PRODUCT SALE



INVOICE - PRODUCT SALE (omni-channel sales promotion)
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Awareness Consideration Purchase

Brand Hero
§ Purpose: Establish main consumer benefit 

(emotional/rational) of product
§ Example: Brand Video/TVC/Commercial Advertorial/Social 

Content

Product Hero
§ Purpose: Establish/re-enforce what product is, how 

it works, key benefits
§ Example: Product Video/TVC/Commercial + 

Outdoor Event/Trial + PR

Inspire Inform Invoice

Brand vs Activation Content Matrix 

Product Sale
§ Purpose: Provide every option to make the sale
§ Digital Activation Campaign: Across all digital 

channels/media
§ Online Sales Platform: Brand Directed E-commerce via 

web site, mobile app,  social media platforms, etc
§ Partner Commerce: Product sales through all partner 

and social platforms

Brand Help
§ Purpose: Provide brand help during sales process
§ Brand Connection: Connect with brand via Customer 

Service, connect with partners

Product DNA
§ Purpose: Active 350 customer understanding of the 

product/service
§ Product Talk: How-to videos, product comparison
§ Product Review: 3rd party & Community reviews
§ Customer Direct: Direct contact for products with 

current customers and prospects
§ Re-Target Direct: Connect with brand via Customer 

Service, connect with partners

Brand DNA
§ Purpose: Active 360 customer understanding of the 

brand
§ Brand Voice: Blog, Podcast, Social Brand Content, etc.
§ Brand Hub: Related brand content for different 

audiences
§ Brand Community: Engage with brand via Customer & 

Fan Communities
§ Brand Connect:  Connect with brand customer service 

on all channels



5. Brand Purpose, Values & Behavior



Human-Centric Brands



Strong link between External CX and Internal Culture.

Purpose Matters.





Purpose

Values

Behaviors

What	human	purpose	does	your	brand	
serve	to	improve	customer’s	 lives?

What	values	define	 the	culture	of	 the	
team	to	achieve	this	purpose?

What	behaviors	enable	the	team	to	live	
those	values	and	build	a	great	culture?

Purpose, Values & Behaviors



Human-Centric Brands - Purpose



Human-Centric Brands - Values



Human-Centric Brands - Behaviors



It takes a inspired and motivated team of human 
beings to deliver a brilliant human experience.



Thank you!



Drew	Kamthong
Chief	Operating	Officer

Email:	drew@maqe.com
Mobile:	089	4990774

MAQE	Bangkok	Co.,	Ltd.
888/100-103	Mahaun Plaza	Bldg.,	
Ploenchit Rd,	Lumphini,
Pathumwan,	Bangkok	10330

About Us

Rob	Hall
Managing	Director

Email:	rob.h@dot360agency.com
Mobile:	+668	9892	5767

Dot360	Co.,	Ltd.
163	Rajapark Building,	 11th fl.	
Soi Sukumvit 21,
Sukhumvit Rd,	Watthana
Bangkok	10110


