





YOUR GOAL

Your goal is to move people to the best
possible outcome. That means you need to
understand WHY PEOPLE MOVE



What am | in service of?
What is my assignment?
What do | see?



THE BIG 3 of BRAND STRATEGY.

Know what you sell.
Know what you believe.
Know who you are.



Know what you sell.



Hello World.



Take a good look at me.
| mean a really good look.



TAKE A GOOD LOOK

Notice my eyes and my gaze.
Notice how | hold and move my body.



TAKE A GOOD LOOK

Notice if you think you like me.
Thi nk youol | | earn soc
Or are planning an escape.



TAKE A GOOD LOOK

How do | make you feel?
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| Om going to give you t\
like you to vote on the option you think
MOST describes me.
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lk now you dondot know me,
Justgo with your gut .

Ready?



GAME ON

Do you think | am generally:

CRITICALor OPTIMISTIC?



VOTING TIME

CRITICAL
(Raise hand)



VOTING TIME

OPTIMISTIC
(Raise hand)



GAME ON

Do you think | am most likely:

EASILY SATISFIEW PUSH FOR MORE



VOTING TIME

EASILY SATISFIED
(Raise hands)



VOTING TIME

PUSH FOR MORE
(Raise hands)



GAME ON

Do you think | am most likely:

RESERVEDr A PARTY IN A PERSON



VOTING TIME

RESERVED
(Raise hands)



VOTING TIME

WHOO-HOOOOOOO
(Raise hands)



A) Shy B) Irreverent C) Sensitive D) Granola




A) Ditzy B) Rebel C) Sweet D) Frumpy




A) Trouble B) FashionistaC) Ladiesman D)The OG




HIGH-IMPACT MOTIVATORS

I am inspired by a desire to:

Stand out from the crowd
Have confidence in the future
Enjoy a sense of well-being
Feel a sense of freedom

Feel a sense of thrill

Feel a sense of belonging
Protect the environment

Be the person | want to be
Feel secure

Succeed in life

Brands can leverage this motivator by helping customers:

Project a unique social identity; be seen as special

Perceive the future as better than the past; have a positive mental picture of what’s to come

Feel that life measures up to expectations and that balance has been achieved; seek a stress-free
state without conflicts or threats

Act independently, without obligations or restrictions

Experience visceral, overwhelming pleasure and excitement; participate in exciting, fun events

Have an affiliation with people they relate to or aspire to be like; feel part of a group

Sustain the belief that the environment is sacred; take action to improve their surroundings

Fulfill a desire for ongoing self-improvement; live up to their ideal self-image

Believe that what they have today will be there tomorrow; pursue goals and dreams without worry

Feel that they lead meaningful lives; find worth that goes beyond financial or socioeconomic measures



Know what you believe.



WHY ARE BELIEFS SO IMPORTANT?

N\
OPeopIedonb’t buy what yol

they buy WHY you doit.

O
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O We believe people with passion can change

the world for the better. ,
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CORESSENCE VALUES



Steve Jobs
Apple
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O Building communities, helping people get
exposed to new perspectives, meeting new
people helps build common ground so people
can actually move forward together.
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CORESSENCE VALUES MYTH



Our mission:
Bring the world closer together.
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