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As CEO Worldwide of Saatchi & Saatchi, Ideas Company, Kevin Roberts 
leads an international team of 6,500 creative people. A dedicated trav-
eler and sought-after speaker, he is a source of inspiration to thousands 
of people through his business vision, clarity of purpose, and inimi-
table, straight-talking style. Roberts is CEO in Residence at Cambridge 
University’s Judge Institute of Management, and Professor of Sustainable 
Enterprise at both the University of Limerick in Ireland and at the 
University of Waikato Management School in New Zealand. He has 
homes in New York, St. Tropez, and Auckland. With staff in 132 offices 
and 82 countries, Saatchi & Saatchi works with several of the world’s 
most successful companies. Saatchi & Saatchi transforms brands, busi-
nesses, and reputations by drawing upon the power of world-changing 
creative ideas.

Love/Respect Axis 
The Love/Respect Axis is a fantastic way 
to separate Lovemarks from brands, fads, 
and commodities. Remember—to be a 
Lovemark you must have high Respect. No 
Respect, no Lovemark. 

Introducing 
Kevin Roberts

1. L IS FOR LOVEMARKS   

An introduction to the transforming 

potential of Lovemarks—how they have 

been taken up, their emotional impact, 

and what comes next in the Lovemarks 

story. Featuring Alan Webber, Co-

founder, Fast Company; and Maurice 

Lévy, Chairman and CEO, Publicis 

Groupe.

2. CREATING CONSUMER DREAMS  

To attract the new consumer we need 

new ways of thinking and acting. A guide 

to how to win consumer hearts by 

attraction. Featuring Jim Stengel, Global 

Marketing Officer, Procter & Gamble.

3. PLANET LOVEMARKS   

A look at Lovemarks through the eyes 

of Inspirational Consumers around 

the world. Featuring Richard Hytner, 

Chairman, Europe, Middle East and 

Africa, Saatchi & Saatchi; and Malcolm 

Gladwell, author.

4. CREATING LOVEMARKS   

A guide to putting Lovemark principles 

into practice featuring comments from 

28 Inspirational Owners, CEOs and 

senior marketers. Included are AVEDA, 

Benetton, Ben & Jerry’s, Camper, 

Dansko, Kiehl’s, Montblanc, REMO 

General Store, Segway, Silhouette, and 

Victorinox.

5. ROMANCING THE SHOPPER   

An investigation into wooing the shopper 

with Mystery, Sensuality, and Intimacy. 

Featuring John Fleming, Chief Marketing 

Officer, Wal-Mart; and Andy Murray, 

Global CEO, Saatchi & Saatchi X.

6. FORM FOLLOWS FEELING   

How design can create objects to fall 

in love with. Featuring Tom Peters, 

CEO, Tom Peters Company; Renzo 

Rosso, CEO, Diesel; Inoue Masao, 

Chief Engineer of the Toyota Prius; 

Mary Quant, designer; Arno Penzias, 

Nobel Laureate; Derek Lockwood, 

Worldwide Director of Design, Saatchi 

& Saatchi.

7. LOVE ONE DAY AT A TIME  

Sustainability is the bottom line and 

Lovemarks are a way to realize this 

dream. Featuring Mary Robinson, 

former President of Ireland; Professors 

Mike Pratt, Waikato Management 

School, and Roger Downer, University 

of  Limerick; John Wareham, business 

mentor and author; and Mika, dancer 

and performer.

8. HEARTBEATS   

Measuring the ripples of Lovemarks 

on the world stage required market 

research as we knew it to be 

reinvented. Featuring Kevin Dundas, 

Worldwide Strategy Director, Saatchi 

& Saatchi; and Peter Cooper, CEO and 

John Pawle, Managing Director, QiQ 

International.

9. LOVE GOES TO WORK   

Saatchi & Saatchi people use Lovemarks 

to inspire, create, and innovate. Eight of 

Saatchi & Saatchi’s ideas people share 

their insights for creating emotional 

connections and making Lovemarks 

live in the world. Featuring 26 pages of 

examples of Lovemarks at Work.
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We first presented Lovemarks in the September, 2000 issue of Fast Company. 
Back then I was talking Trustmarks, but a bottle of great Bordeaux turned 
Trust into Love. We’ve never looked back. 

Taking the first Lovemarks book to the world has been a fantastic ride—the 
response has been unbelievable. In China I talked with students who grabbed 
at Lovemarks like a life jacket. China is changing and these kids got it right 
away. Any real change will come from new ideas like Lovemarks, not rehashed 
versions of old ones. They saw that Lovemarks means transformation, not 
incremental improvement. 

Their response was echoed everywhere. We’ll have editions of Lovemarks: the 
future beyond brands (powerHouse Books, New York, 2004) in 16 languages 
by the time you read this and we have people from 149 countries registered at 
lovemarks.com. I was so energized by the whole experience, and the response 
was building so swiftly, that I knew we had to publish a new book fast, one that 
showcased what had been happening since we published Lovemarks.

The big news is that Lovemarks work in the marketplace. You can see it in the 
growing community on lovemarks.com, you can feel it in the responses we 
get from clients, and you can taste it in the numbers crunched in Lovemarks 
research. We have proven, once and for all, that Lovemarks are guaranteed 
profit generators and unbeatable consumer attractors. Tools like the Love/
Respect Axis enable Inspirational Owners to examine their businesses 
and develop transformational ideas. They can help ideas people create the 
astonishing iPod out of the MP3 player and the magical Cirque du Soleil out of 
the traditional three ring circus. To find out how Lovemarks can transform real 

in the UK and working with many creative partners to create astonishing 
experiences like the Lexus interactive billboard in Times Square.

Lovemarks in business
It’s not only Saatchi & Saatchi who have been putting the Lovemarks philosophy 
to work. I have been delighted to see Love become a welcome guest in the 
world of marketing. This is a big step up from when I used to mention the 
“L-word” and CEOs slid under their boardroom tables. Love is here to stay. 
Emotional connections with consumers are an irrefutable differentiator in the 
market.

Early on in the story I took the three vital Lovemarks elements—Mystery, 
Sensuality, and Intimacy—to the auto industry. For Lovemarks to work it had 
to be able to survive in one of the toughest, most macho businesses in the 
world. I looked out at a sea of guys at J.D. Powers 12th Annual Automotive 
Advertising Strategy Conference in California and told them that “moving 
metal” was an abysmal description of selling cars. “Don’t tell your customers 
how much metal you move,” I said. “Tell them how much the metal moves 
you.” Suddenly these tough car guys realized that what they felt for the beautiful 
creatures they sold was Love. 

I’ve seen the auto industry, more than any other, take up the powerful imagery 
and messages of Love and Lovemarks. Take a look at their most recent car 
advertisements—the emotions of ownership have replaced the conventional 
listing of benefits. Everywhere I see the word Love—on billboards, in 
television commercials, and in print. At one stage there were so many hearts 

Make way for  consumers!
businesses we talked with a wide range of Inspirational Owners. The stories 
of these CEOs and senior marketers show a deep understanding of their 
consumers and an unwavering belief in the power of emotional connections.

Lovemarks thinking has transformed Saatchi & Saatchi from an advertising 
agency into an Ideas Company. It inspires us to take our talents and passions 
in new directions. That’s why you find us creating and managing a live band 

in newspapers and magazines it was like a Valentine’s Day rash. Thank goodness 
people are now digging deeper and seeing that the heart is just one symbol of 
the Lovemarks connection.

Why would we discard emotions in business when they play such a central role 
in our daily lives? The same human inpulses that create passionate connections in 
families and friends are the very ones we also need at work.
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PIXAR Okay, those fish 
in Finding Nemo are the 
coolest characters ever cre-
ated. I am a fish fanatic who 
spends her days sculpting 
and painting my own hom-
age to everything that swims.  

I love Pixar for the genius that   
goes into everything they do! Edith, 

United States • BANG & OLUFSEN 
Truly an illustration of the beauty that can 

unite art and technology. Take the earphones: a 
simple object that s both functional and aesthetically 

pleasing. Great design and use of materials make these 
earphones a unique investment. If only all the objects in the 

world could be both innovative and inspirational. Liming, Canada   
CANON Canon is the clear leader in this race for digital imag-

ing. I’ve tried Sony and Nikon cameras, but when I look at the rich 
colors emanating from my Canon images, I go into sensory overload! 

They make memories technicolor. Chen Yen, New Zealand • SONAR 4 
When I was younger, I never dreamed I could now do the things that I’m 
doing now with this software. Ten to 15 years ago I would have needed 
tens of thousands of dollars to do the same things in a studio, and some 
things that SONAR enables were not even possible back then. The tools 
used by professionals are all available to me in my home studio. SONAR 
is like an extension of my creativity. I am realizing my dreams of creating 
professionally-recorded music, and I have just had my first success with 
music placement in a recent Hollywood movie. Mao, United States • 
KODAK How incredible is it to look at a picture of my child at 
one minute old, and compare it to a picture of myself at one min-

ute old? How incredible is it to look at the date on the back 
and notice the Kodak logo on both? George Eastman 

really knew what he was doing when he founded 
Kodak. It’s the only Lovemark I look for when 

I want to preserve the best moments 
of my life. Adrian, United States

L O V E M A R K S  N O M I N AT I O N S

Coleman camping products

My family and I spent countless 
childhood weekends and holidays 
camping in Alberta. We were 
exposed to all forms of weather—
usually on the same day. Sometimes 
the only ray of light on our trips 
was our boldly colored, highly 
reliable Coleman camping gear. 
From our coolers to our lantern 
to our two-burner portable stove, 
Coleman was there for us, never 
letting us down. My Coleman 
products have lasted as long as my 
uncompromising loyalty to them (I 
buy nothing else). How reliable is 
Coleman? Thirty years later I still 
have the cooler, the lantern, and 
the two-burner stove. They remind 
me of a special childhood full of 
memories and are still around to 
create new memories with each 
trip—now that’s a Lovemark. 

Craig, CANADA

Chanel No.5 

This was my first perfume—my 
mum gave me one of those small 
sample bottles when I was eight. 
Every time I smell it, it reminds me 
of how naughty and grown-up I felt 
the first time I carefully took off the 
lid and dabbed the scent, with my 
eyes closed, thinking that someone 
was going to fall in love with me the 
moment they smelled me. Romance, 
glamour, and hope  
in a bottle. 

June , SINGAPORE 

lovemarks stories 

LUXE city guides

Forget leafing through pages of 
outdated, uninspiring text, and 
arriving at your destination only 
to find it dreary, misrepresented, 
or shut. No longer will you have 
“tourist” slapped across your 
forehead as you dither around 
confused, frustrated, and lost. The 
LUXE guides contain secrets that 
even the sassiest folks about town 
don’t know. You will be cosseted, 
pampered, and revitalized, and you 
will laugh till your drawers drop. 
These guides condense each city 
into a glorious, golden nutshell. The 
LUXE guides are simply beyond the 
brand.  

Grant , UNITED KINGDOM
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Before you start out on the road to Lovemarks, you must have Respect. 
Too often I find businesses think of consumers as just another hurdle 
before making a sale. The first job then is to turn suspect into Respect.
Businesses have analyzed and measured Respect for decades. But it keeps 
slipping through their fingers. The trouble is that consumers keep changing 
and the stakes keep going up. Respect has to be earned again and again, just 
as Love can only be given. 

Here’s the crunch question I have asked business leaders everywhere— 
is it better to be respected, or loved and respected? There’s no contest. 
Everyone wants both.  

Consumers themselves treat Love and Respect as an indivisible whole.  
Try thinking of your favorite relative. Can you separate the emotions you 
have for them into neat Respect and Love boxes? Of course not. People 
forget that Respect itself carries emotional baggage. 

Just as we did for Love, we have worked out the most important elements 
of Respect. Use it as a guide to action, not an excuse for more analysis.

START WITH RESPECT1.

Take a long, hard look at the items on the list. Every one of them feels like a 
routine business expectation, until you wrap some personal emotion around 
it, and focus on your brand.  Continues...

PERFORMANCE

INNOVATION

QUALITY

SERVICE

IDENTITY

VALUE 

TRUST

RELIABILITY

COMMITMENT

EASE

OPENNESS

SECURITY 

REPUTATION

LEADERSHIP

HONESTY

RESPONSIBILITY

EFFICACY
A Lovemark is only as good as 
the people who love it. That’s 
why Lovemark companies attract 
communities. It’s all about family.  
If you can prove to consumers that 
you care about their well being, their 
future and their relationship with the 
brand, they will reward you with Loyalty 
Beyond Reason.

In the contributions by CEOs of 
Lovemark companies you will find 
some fantastic ideas to help you start 
your own Lovemark community_from 
Fluevog’s encouragement of consumers 
to help in the design of their shoes, 
to Remo’s infectious website that has 
taken on a life of its own as consumers 
revel in the ability to take control and 
have fun at the same time.

7.
CREATE A 
LOVEMARKS 
COMMUNITY 

LUSH 
First nominated by Veronica, 
ITALY

“Sometimes our products will 
start merely as words suggested by 
customers that inspire us to make 
products to match. How do I know? 
Because I often take part in our 
web-based customer forums. We 
have a fanzine called Lush Times and 
fans who call themselves Lushies. I 
attribute this level of loyalty to the 
fact that we wear our heart on our 
sleeve.

“My thoughts on what makes us a 
Lovemark are best captured by ten 
words: Provocative, Honest, Fresh, 
Innovative, Fair, Great Products, 
Safe, Fun, Teasing.”

MARK CONSTANTINE,  
MANAGING DIRECTOR

3M POST-IT® NOTES 
First nominated by Andre, 
SOUTH AFRICA

“To be a loved brand means 
attracting loyalty—the dream of 
every marketer. The brand is in 
the consumer’s eyes and there’s an 
emotional connection.

“When Post-it® Notes were 
launched they changed the office 
environment. Now they have more 
than one important role in our end-
users’ lives. They allow people to 
be in touch with others—mothers 
sending notes in their children’s 
lunch boxes, spouses leaving notes 
in suitcases when their husband or 
wife travels, messages on bathroom 
mirrors.”

M. JEANNINE CURRIE, 
COMMUNICATIONS 
MANAGER , 3M OFFICE 
SUPPLIES DIVISION

HUFFER  
First nominated by Charles, 
AUSTRALIA

“My attitude is that life is a beautiful 
thing and being in business is a raw 
exercise. You learn a lot about 
yourself and the world around 
you. I love the idea of starting with 
nothing and making something.

“Everyone has something valuable 
to say, so listening intently is part 
of it. Mostly we try and please 
ourselves and our buddies and let 
the direction and the identity take 
their own shape.” 

DAN BUCKLEY, FOUNDER 

MANDARINA DUCK 
First nominated by Maite, 
SPAIN

“Our products respect the people 
who buy them in the sense that 
they’re functional and fresh, they’re 
worth the price, and they have a 
style that isn’t imposing. This adds 
up to a sensation of what I’d call 
‘wellness.’ That in turn creates a 
level of connection that is difficult 
to forget.

“We believe Respect can be the 
conduit for Love—Respect for 
colleagues, for clients, for all the 
people you connect with. The best 
way to show interest towards 
other people is do so with a duty of 
honesty and truth.” 

MATTEO ATTI ,  
BRAND MANAGER

EVIAN 
First nominated by Bonita, 
UNITED KINGDOM

“A Lovemark is not just a brand 
people love, but also a brand that 
loves people: answering their 
needs, making their life easier, 
fitting their way of life, acting for 
their well-being. 

“Recognized as a ‘source of 
youth,’ Evian believes youth is not 
a question of age, but of attitude: 
with Evian, keeping body and 
mind ‘young and healthy’ is within 
everyone’s reach!”

THOMAS KUNZ, 
EXECUTIVE VICE 
PRESIDENT BEVERAGES, 
GROUPE DANONE

The sensitivity Intimacy demands of 
us means that of the three elements 
of Lovemarks, Intimacy responds 
fastest to change. Take the mobile 
phone. What used to be the symbol 
of hard-charging business has become 
the closest companion of millions. This 
transformation alone shows the passion 
people have for emotional connection.

ONE: 
TAKE ACTION

One phrase that irritates the hell 
out of me is, “I hear what you say.” 
Hearing is one thing, but doing is 
another. How about taking a deep 
breath and saying, “I’m going to act 
on what you just said.” Too often 
priceless consumer insights sit 
forgotten on someone’s desk or 
hard drive until they are archived, 
then trashed. I remember a client 
showing me a stack of forms. They 
were from a survey done two years 
before, but never analyzed. I looked 
at the top sheet and there in careful 
handwriting was the comment, “You 
need to take more notice of your 
customers.” The key to Intimacy? 
Listen, listen, listen, and act.

TWO: 
BUILD IN LAYERS

Intimacy and Mystery have many 
connections. The special sense 
of belonging that Intimacy brings 
is created by revelation, not 
explanation. Explore your brand 
to find resonances consumers can 
uncover. It could be a thoughtful 
comfort like a luminescent drink 
holder for night driving or a bench 
in exactly the right place in the 
store.  

THREE :  
REMEMBER BIRTHDAYS

Relax. I’m not talking about printed 
messages in corporate greeting 
cards. Remember the times when 
a gift touched the sweet spot and 
fired up unforced enthusiasm?  
How does this happen? It’s simple. 
The perfect gift is all about the 
person who receives it, and it’s all 
about you at the same time. It is a 
great emotional connection tied up 
with a ribbon. Your consumers can’t 
love what you produce unless they 
can see you love it too.

FOUR: 
LEARN TO LET GO

Customization is the pragmatic face 
of Intimacy. The bar has certainly 
been raised in a world where 
people can customize anything from 
their sneakers to their automobiles. 
The big question to keep asking is: 
where can consumers get more 
involved? People like to participate 
when they have meaningful choices. 
The father who shows a son how to 
paint a wall, but never hands over 
the paint brush is missing the point

FIVE : 
GET INSPIRED BY 
FAMILY

Love is two-way. It’s as simple as 
that. When you forget this simple 
rule, people drift away. Use the 
idea of family as an inspiration in 
your business. Identify the stories 
and language that show why your 
organization needs to do what it 
does, rather than what must be 
achieved. Sharing is the foundation 
of family. Sharing is how you create 
a family that is emotional, proud, 
and fiercely loyal. Sharing is the 
essence of Intimacy. 

 

6.TRANSFORM WITH INTIMACY

Humans live through their five senses. 
They are the rich context that allow us 
to choose between the things we love 
and those we avoid. 

ONE: 
TURN UP THE MUSIC

List the songs that come closest 
to the relationship you want 
with consumers. Don’t just take 
lyrics into account. Pace, tone, 
rhythm, and volume all make music 
distinctive. I remember Microsoft 
astonished the world by using the 
Rolling Stones’ hit Start Me Up to 
launch Windows ‘95. What a big 
emotional promise! If they had 
kept that passion alive they could 
have become one of the most 
loved companies in the world. 
Today any brand can open the ears 
of consumers. Just make sure it’s 
about them, not you. You want 
to entertain them, not  put more 
marketing mash into their bowls

TWO.  
EMBRACE SCREENS

The hard, reflective screen is 
usually regarded as the opposite of 
the sensuality of Lovemarks. Your 
challenge is simple then: reinvent 
Sensuality so it includes the screen 
senses. After all, the screen is 
the marketplace for this century. 

5. TRANSFORM WITH SENSUALITY

Screens play to our senses of sight 
and sound everyday. Not only has 
the mobile phone elevated touch, 
deep in laboratories around the 
world scientists are working to 
capture taste and smell. Get there 
first. Ask the youngest people in 
your business how screens touch 
their senses. Believe them.

THREE :  
ASK FOR A HAND

From designing cars to designing 
shoes, consumers are doing it 
for themselves. To them it’s 
customization. To you it can be 
inspiration. Sensuality means 
getting physical. Don’t just ask a 
few questions and filter out the 
answers you don’t like. Get people 
to play with your product, let them 
get their hands into the packaging 
and encourage them to make 
prototypes that work for them, 
no matter how weird they seem 
to you. Their first attempts might 
look like Frankenstein’s monster, 
but if there is the germ of an idea in 
there their hybrid will be a thing of 
beauty. Never forget consumers are 
smart—that’s why they buy your 
brand.

FOUR: 
GET IN TOUCH

Beware of blandness in this twenty-
first century! The brands that 
offer new sensual experiences 
will become leaders. Start simply. 
When you print business cards, add 
texture to the paper. Try embossing 
to leave a touch memory in anyone 
who holds one. Test all your 
packaging with texture in mind. Live 
with your products. A small but 
perfect change can make a product 
sing without adding cost. 

FIVE : 
DON’T GET HUNG UP 
ON TASTE

A lot of people find the sense of 
taste a challenge. If they are not in 
the food business they figure it is 
irrelevant to them. Use taste as a 
sure fire way to stretch your brain. 
Imagine you manufacture bricks. 
You might not want to eat one, but 
bricks don’t have to be tasteless. 
Start with a beautifully built wall 
with the caption “the sweet taste of 
success.” Consider sponsoring a fine 
food award or creating chocolates 
that look like bricks. The perfume 
creator Demeter have scents called 
Grass and Vinyl. I’m sure brick 
would be a breeze!

LONELY PLANET 
First nominated by Margarita, 
UNITED STATES

“Recently someone said Lonely 
Planet is about the ‘oh wow’ and the 
‘dammit!’ moments. That sums it up 
pretty well.

“‘Oh wow’ when the guidebook 
tells you about this amazing rock art 
and rocky plateau at Ubirr in Kadau 
National Park—so amazing that you 
almost have to sit down to absorb 
it all. And ‘dammit!’ when you’re 
suddenly lost in a strange place on 
a cold, wet, dark night where you 
can’t speak the language and your 
trusty guidebook helps you find that 
warm and safe bed!

“What makes Lonely Planet special 
for so many people? It helps 
them be brave, it helps them take 
the journey that they might not 
otherwise take, and it helps them 
connect with the world.” 

JUDY SLATYER , CEO

 
Lonely Planet cover image—young 
Aboriginal dancer from Cape York 
Peninsula, Australia.

Drowning people in information is 
a major turn-off. People love to be 
intrigued and to make discoveries 
for themselves. Why else are “secret 
formulas” so successful? Why else do 
we hang out for the surprise ending? 

ONE:  
UNDERSTAND THE 
POWER OF STORIES

Every brand has a story, and 
the best ones often come from 
consumers. Identify the key 
elements of a great story—
character, setting, conflict, 
plot, style, and so on. This is 
an important way to begin to 
understand why some stories are 
more powerful than others. Collect 
every story you can find about 
your brand and then go out and 
ask consumers for any stories they 
have. You will be amazed at the 
insights these stories will open up 
for you.  

TWO:  
START TELLING STORIES

Storytelling has come back into 
fashion so there’s a lot of hands-
on help out there. You may need 
an experienced storyteller to get 
you moving in the right direction 
but the bottom line is that these 

4.TRANSFORM WITH MYSTERY

are your stories. People can tell 
what’s authentic and what’s not 
in a heartbeat. The potential is 
huge to begin to tell your stories 
in innovative and exciting ways. 
Camper provides the story of its 
origins with every pair of shoes it 
sells. People love this connection 
of the past with the present that 
makes them feel part of the Camper 
story.

THREE : 
GET INTO ICONS

Great icons have always worked 
hard to bring a sense of Mystery 
to brands. The Pillsbury Doughboy 
with his charming giggle has 
delighted generations of consumers. 
Agree on the 10 most famous icons 
in the world, and then invent one 
of your own. It won’t be easy, but 
there’s no better way to get insight 
into the big truth about icons—they 
work when they connect with 
emotional truths. That’s a long way 
from a corporate graphic that no 
one can remember.

FOUR:  
BECOME DREAM 
MERCHANTS

Once you are not at the center 
laying down the law, there is room 

for consumers to participate.  
We know that every brand means 
something a little different to 
every consumer. Love lies in these 
differences, and one of the most 
dynamic differences is dreams. 
By getting in touch with what 
consumers dream about you can 
reveal profound insights into their 
needs and aspirations. How you get 
to those dreams is less important 
than what you do with them. 
Shoppers could have dreamt forever 
about somehow taking a relaxing 
break in the supermarket. This was 
all fantasy until some supermarkets 
responded by opening coffee shops 
in their stores. 

 

There are many different paths to 
becoming a Lovemark. This can be 
intimidating as well as inspiring.  
Enter the Love/Respect Axis.  
The Axis is ruthlessly simple, leaving no 
place to hide. 

INSPIRATION ONE: 
LOCATE

• Work through the Lovemarks 
elements and locate your brand 
on the Love/Respect Axis. In 
some cases it might help to 
separate the company from 
the brand, and it always makes 
sense to be clear about whose 
point of view you are taking. 
Usually it will be the consumer’s 
perspective, but you may 
want to check out investors 
or partners and see what 
differences this makes. 

• If you’re into metrics you can 
even use the Axis to award 
points for each Love and 
Respect quality, average them 
out and use the result to plot 
your position.

• Use the chart below of the Love 
and Respect qualities and get a 
sense of where you are strong 
and where work needs to be 
done.

FIND OUT WHERE YOU STAND

BRANDS
Low Love

LOVEMARKS
High Love

Low Love
Low Respect

High Love
Low Respect

BRANDS
Low Love

LOVEMARKS
High Love

Low Love
Low Respect

High Love
Low Respect

Low Love
High Respect

High Love
High Respect

PRODUCTS FADS

Low Love
High Respect

High Love
High Respect

PRODUCTS FADS
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where your competitors have 
out-Lovemarked you.

• Come up with 50 ideas that can 
help close the gap. Develop five.

• Leave the whiteboard behind 
and unleash your ideas in the 
marketplace.

INSPIRATION FOUR : 
STRETCH

• Use your inside knowledge 
of your industry. Select four 
brands, one for each quadrant 
of the Love/Respect Axis.

•  Develop specific, actionable 
strategies for how each brand 
could become a Lovemark.

• Focus on the differences in what 
is required to get out of the 
fad quadrant, the commodity 
quadrant, and the brand 
quadrant.
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INSPIRATION TWO: 
GENERATE

• Where would consumers put 
your brand on the Love/Respect 
Axis?

• Discuss the difference between 
the perception of your brands 
and business compared to 
your own thinking about your 
positioning. Go through the 
Lovemark qualities and test 
each one for ways to bring 
perceptions and reality closer 
together.

• Discuss how you can apply the 
Lovemark qualities to your 
brands or business to take you 
from your current position to 
the Lovemarks quadrant.

• Come up with at least five 
insights and convert them into 
action plans for people to take 
way and get started on.

INSPIRATION THREE :    
COMPETE

• You know where your brand 
sits on the Love/Respect Axis. 
Now locate your top five 
competitors.

• Working through the 
Lovemarks elements, decide 

3.
A fundamental of Lovemarks from 
the beginning was that consumers 
own the brand. What does this 
mean? For a start, it requires every 
Lovemark business to be more 
interested in what consumers have to 
say to them, than what they want to 
say to their consumers. Sounds easy, 
but plays hard.

It’s easy to surround consumers with 
your images and messages, but it’s 
tough to connect with them. Here are 
five ways to get started.

ONE:  
FORGET WHAT YOU 
THINK YOU KNOW

Every business is convinced it 
knows its consumers. But dig 
deeper. From what I can see, most 
of that knowledge can be found 
on a driver’s license. You know 
where they live, but not how they 
live or who they live next to. You 
know their age, but have no idea 
of their dreams. You can know 
more about global CEOs from 
business magazines than most 
companies know about their own 
consumers. Make a commitment 
to do far better. Start asking them 
what keeps them awake at night, 
what they would do if they won 
the lottery and how they celebrate 
good news. 

TWO: 
CREATE A CRUSADER

You’ll need a consumer advocate. 
Raise the temperature and call 
them a crusader. This accelerates 
them straight out of being a moans-
and-complaints collector into 
someone who sees consumers as 
their mission. This will always be 
a difficult job because it is about 
creating change. Pay them well and 
unleash them on your business. 

THREE :  
GET OUT OF THE 
OFFICE

When I talk about inviting 
consumers into the heart of your 
business, I’m not talking focus 
groups with pizzas and two-way 
mirrors. I’m talking genuine two-
way conversations. Here’s an idea:. 
try talking to people on their own 
territory, not on yours. And give 
them control. Let them set the 
agenda, decide on the menu, and 
write the rules. There might be time 
for the factory tour once you get to 
know one another.

FOUR:  
DON’T KEEP SECRETS

The one big truth—forget about 
winning in the battle for attention. 
Turns out that it’s impossible to be 
invisible. Blogs are alert to every 
misstep. They have the power 
to amplify problems faster than 
any corporate communications 
department can control them. 
A Lovemarks relationship with 
consumers sets the same demanding 
standards as a love affair. Lie and 
you die. 

FIVE :  
SHARE THE PLEASURE, 
SUCK UP THE PAIN

People love to be part of a success. 
They want to feel that they made 
the right choice, whether it’s the 
suburb they decided to live, in or 
the shampoo they picked up at the 
store. They want their Lovemarks 
to be admired and emulated. If 
there are problems they will stand 
by you because that’s what Loyalty 
Beyond Reason is all about. But as 
for complaints about hard times, 
injustices, and cruel twists of fate? 
Suck it up.

GET CLOSE TO CONSUMERS2.

THE LOVEMARKS EFFECT

C R E AT I N G  L O V E M A R K S  
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People love shoes. Many of them 
have shoes as their Lovemarks—and 
some great companies have been 
created on the soles of the world’s 
feet. In the story of shoes Camper 
has a special place. I think their 
company catchphrase “walk don’t 
run” says a lot. Slow down and enjoy 
what you experience. This spirit has 
taken Camper from a small Spanish 
island to the world. Here founder 
Lorenzo Fluxa reveals the heart of 
Camper. KR

“Being from the Mediterranean is 
the source of our authenticity. The 
rural atmosphere, history, culture, 
and landscape all influence Camper’s 
aesthetic and values.  
I would say that if good solid values 
have been the foundation that has 
kept us on the right track, the 
dream and the passion are what has 
kept the fire lit through the years.

“Our way of understanding freedom 
and respecting personal identity is 
to apply creativity in a spontaneous 
way. We group our products by 
concepts—some evolve over time 
in almost imperceptible ways and 
others change more frequently, 
exploring new, surprising routes. 

“We like to evaluate Camper not 

only by profits but also by how 
we invest our profits and how we 
follow good business ethics. For 
example our Wabi shoe respects 
the natural shape of the foot and 
also respects the environment.  
The three components—shoe, 
insole, and sock—can be separated 
and independently recycled.  
The materials used are 100 percent 
recyclable and the insole is  
bio-degradable.

“Most of all we base what we do 
on love and passion. We have a 
mind-set that we share with our 
customers. We don’t impose it, we 
share it. We enjoy making our shoes 
and we feel lucky and blessed that 
we have a following of  
Camper fans.” Lorenzo Fluxa

Camper was founded on the island 
of Majorca in 1975 by Lorenzo Fluxa 
using the skills of generations of local 
shoe-makers. The name Camper is 
Catalan for “peasant”—early designs 
were modeled on peasant footwear. 
In 2004 Camper sales topped €135 
million with more than 3 million pairs 
sold worldwide.

Artistic Twins, a Camper shoe where the 
design starts on one foot and continues 
on the other. Art by Pep Rossellò, a 
Majorcan painter.

CAMPER Looking out on 
the mountains of Majorca 

“...the dream 
and the 
passion are 
what has 
kept the fire 
lit through 
the years.”

C R E AT I N G  L O V E M A R K S  
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I ’ve always appreciated the way Tom Peters has helped spread the 
Lovemarks message around the world. Tom and I started talking 
Lovemarks when he sent me a note after buying the book at a store 
in Edinburgh on a rainy Scottish day. We share a great love of design; 
here he holds forth on the subject . KR

Lovemarks and design
I would argue, because I’m a design fanatic, that the key to creating a 
Lovemark is design writ large. Design and Lovemarks, absolutely. To me, for 
instance, design has as much to do with the process of selling and marketing 
a car as it does with the actual creation of its shape. 

Somebody once asked me, “How did you get into design?” I said, “Well, I 
don’t have an artistic bone in my body,” which is really the case. “I got into 
design not because I thought it was useful from a strategic standpoint to 
establish a competitive advantage, I got into design because I think cool stuff 
is cooler than not cool stuff.” And that’s fundamentally the point.

We use the expression “design-driven” with great regularity, but companies 
don’t have much more of an idea as to what it means than they did five years 
ago. How do we get beyond the use of the words to a truly design-driven or 
a design-cultured company? Now that the sexy part of awareness is done, 
it’s 10 years of hard work ahead. It is going to be hard work to establish a 
design ethos, just like it was hard work 20 years ago to get beyond the idea 
that quality is cool.

Design and culture
Design has to be a corporate culture. A friend of mine wrote a book about 
design long before it was a hot topic, and he talked about Olivetti. There 
design was a cultural given and the CEO was a guy who loved designers. On 
the one hand design was the cultural ethos of the corporation, while on the 
other hand they went out of their way to hunt for design stars. Design is 
both a collective and an individual process. 

coolstuff
Now that 
the sexy 
part of 
awareness 
is done, it’s 
10 years of 
hard work 
ahead.
TOM PETERS

“

”

Tom Peters—described by Business 
Week as “Business’s best friend and 
worst nightmare.”

Suppose you have a dull and dreary company. Bring in a design superstar and 
you may get a couple of good products, but you’re not going to change the 
company. If you are serious about design Apple-style, then it has to be a way 
of life that will necessarily encompass some seriously cool designers. But it’s 
the cultural dimension that’s the glue.

It’s interesting to contrast Apple with Harley-Davidson. In the case of 
Harley-Davidson you probably can’t name a single designer. Maybe you can, 
but I sure can’t. I’ve known two of the last three CEOs of Harley-Davidson 
and they couldn’t design their way out of a white paper bag. On the other 
hand they sure get the phenomenon of creating a company that’s driven by 
design in how it deals with its customers as well as with the product. 

The web as the design of 
participation
We’re beginning to buy an awful lot of things via the web. While the web 
certainly has a lot of technology behind it that allows us to increasingly do 
stuff, the web is a pure design medium. 

Like many others I’ve always broken design into two parts: cool per se and 
usability. Websites that people love have got high doses of both. The web is 
training people in design. I also think that customers are going to demand a 
world of “participation,” or at least joint ownership, and that plays directly 
into the hands of design.

Lovemarks in business
IBM is a a great example of a Lovemark. Here’s a company that has basically 
changed from being a hardware maker to doing consulting services. IBM’s 
goal, relative to their clients in that world, is to become a Lovemark. What 
IBM is offering people is an entirely new way of looking at their industry, 
their company, and how they organize themselves. By my definition that 
fits an awful lot of the parameters of Lovemarks. Lovemarks apply to 
professional services as much as to a motorcycle or a Nokia cellphone. It’s 
the same deal. Continues...

I N S I G H T  I N T E R V I E W  T O M  P E T E R S
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When Peter Cooper and John Pawle of QiQ International took up my 
challenge at ESOMAR, they started a fascinating journey with Saatchi & 
Saatchi. QiQ International have investigated Lovemarks theory by finding new 
ways to measure emotion, to measure Mystery, Sensuality, and Intimacy, and 
to measure Love and Respect—and to tie them all into measurable business 
results. Saatchi & Saatchi and QiQ International have now completed several 
Lovemarks research studies and have many more in progress with clients 
in industries ranging from consumer finance to pharmaceuticals, packaged 
goods to beverages. The most significant finding? “There is conclusive 
evidence that creating a Lovemark will increase sales.” Here is a paper on 
Lovemarks research  prepared by Peter Cooper and John Pawle. KR

The Lovemarks research challenge
To create a Lovemark, marketing strategy needs to focus on increasing 
Love and Respect for a brand by maximizing the consumer’s emotional 
connection with it. Our research focused on diagnosing how to achieve 
these emotional connections by obtaining an in-depth understanding of the 
brand-person relationship.

QUALITATIVE AND QUANTITATIVE TECHNIQUES 

Conventional research separates qualitative and quantitative approaches: 
qualitative for assessing emotion in depths or in groups and quantitative 
for measuring behavior and surface attitudes in questionnaires. To measure 
Lovemarks we combined implicit, emotional, and unconscious effects with 
explicit, conscious, rational effects, and produced metrics for both.

Specific evidence in favor of a radically holistic approach comes from 
contemporary neuroscience, which demonstrates that the brain itself 
functions holistically and that emotions play a previously unrecognized  
part in determining behavior. Neuropsychologist Antonio Damasio states 
that “over 85 percent of thought, emotions, and learning occur in the 
unconscious mind.

Measuring emotion and  
thevalidation of Lovemarks

Peter Cooper (top) and John Pawle  
(bottom)—putting numbers to emotion.

BETA TESTING OF LOVEMARKS

In 2003 we undertook the beta testing of Lovemarks theory based on our 
techniques. The sample was drawn from a panel with a US membership of 175,000. 
Three hundred respondents were selected to explore different aspects of car and 
food categories. 

The main objectives for the tests were:

• to establish for what proportion of users the brand being measured  
was a Lovemark;

• to estimate the increase in sales volume when the number of users for whom the 
brand is a Lovemark increased;

• to provide insight into critical dimensions on which the brand needs to 
strengthen the brand-person relationship. 

The beta test fieldwork was conducted entirely online. Our experience shows that 
computer self-completion interviewing has many advantages. Without an interviewer 
present, respondents feel more spontaneous, honest, and willing to explore sensitive 
issues. The Lovemark measures of emotion are adapted from qualitative in-depth 
techniques including word and picture associations, guided dreams, and “bubble” 
pictures. These work well with an interactive computer interface and give us rich 
detail through open-ended responses.

THE PATHWAYS MODEL

We developed the Pathways Model for understanding and measuring the role 
of emotion in brand-person relationships.1 The model demonstrates how brand 
messages are routed through a rational pathway and an emotional pathway, and 
shows how they are integrated through the “executive function” of the ego.

From this model the current brand-person relationship can be defined along with 
specific emotions which depend on socio-cultural codes.  
The methods we have described for understanding the process and which 

mechanisms they tap are shown in Fig.1. They are brought together in the 
analysis of the brand relationship and current consumer action. 

The output is the market research feeding back into the brand, indicating which 
emotional and rational factors need to be increased, and which factors need to 
be reduced, to enhance the brand relationship.

In measuring the emotional processes shown in the Pathways Model, we take 
two routes. First we ask respondents for emotional and visual associations 
with each brand being tested. These are fed into our structural equation model 
that tracks what is happening in the “executive function” of the ego. Secondly, 
we use projective techniques for a psychological analysis of what is driving the 
brand’s equity. 

THE PATHWAYS MODEL

Fig.1 QiQ International, 2005

How brand messages are routed through 
a rational pathway and an emotional 
pathway.

MEASURING THE BRAND-PERSON RELATIONSHIP 

Respondents first need to entertain the idea that brands are like people. Some 
people you are passionate about while you are indifferent to others. The 
relationship types we use are similar to those described by Susan Fournier.2

Respondents are asked to sort brands into the relationship categories and to 
rate the Respect they have for each brand. Visual association is then used to 
further diagnose the nature of the relationship. This generates a position for 
each brand on the “Love/Respect Axis” (see Fig.2). 

LOVE/RESPECT AXIS

Locations generated in the food category beta 
test clearly show that Brand A is a Lovemark 
because it is strongly loved and respected. 
Most other contenders in this market remain 
brands because they are respected but not 
yet loved, or products because they are 
neither strongly loved nor respected.

Fig.2 QiQ International, 2005

THE FACTORS THAT TRANSFORM A BRAND INTO A 
LOVEMARK

Current concepts of brands pay careful attention to the rational and symbolic 
aspects of brands, but often overlook their sensory, experiential, or synaesthetic 
aspects.3 After Intimacy and Mystery, Sensuality is critical in building a passionate 
relationship. All five senses influence how brands are perceived.

We use association techniques and guided dreams as powerful creative 
techniques that can be quantified. The analysis of the brand-person dialogue 
provides powerful insights into both left brain (cognition) and right brain 
(feelings). Storytelling is a fundamental means by which consumers make sense 
of the world. It is also integral to Lovemarks theory. 

Psychologist David Schiffrin writes, “We dream in narrative, daydream in 
narrative, remember, anticipate, hope, despair, believe, doubt, plan, revise, 

The degree of correlation between 
the factors of Love and Respect 
in the food category beta test 
indicates the order of influence. Line 
thickness shows the strength of a 
correlation. Where there is no line 
between factors there is a negligible 
correlation.

Fig.3 QiQ International, 2005

criticize, gossip, learn, hate, and love by narrative.4”

We find that stories are major ways in which Lovemarks resonate with people’s 
everyday lives. Consumer stories about Lovemarks are often several hundred 
words long, indicating their rich and guiding roles. 

We use the skills and intuition of professional psychologists to diagnose our 
various interactive techniques. They produce a set of analyses based upon small 
sub-sets, which are then coded and quantified by trained analysts. For example, 
psychologists diagnose storytelling using archetypal story analysis (ASA) to 
identify brand archetypes.5

INTEGRATING THE EMOTIONAL AND FUNCTIONAL

Lovemarks research identifies functional processes mainly through rating scales. 
These determine how hot, warm, or cold respondents feel about brands in 
terms of trust, respect, performance, and category-specific attributes. We also 
include conventional behavioral questions on buying habits and future propensity 
to purchase. This data allows us to explore how emotional processes link to 
functional processes as set out in the Pathways Model (Fig.1).

The next stage is to show how these influences interact. Structural Equation 
Modeling (SEM) draws inferences about emotion from statistical analyses of 
verbal and non-verbal rating scales, and verbal and visual brand association 
techniques. SEM can be used to identify the quantitative contribution of 
functional and emotional factors, and to examine the effects of modifying 
components of each in “What if…?” creative  
scenario planning.

This analysis results in a description of the web of bonds that underpins the 
person-brand relationship. Typically, the main factors that drive Love for a brand 
are purely emotional, whereas the factors driving Respect are more functional, 
performance-related attributes. Percentages reflect the weight of each 

element in the total relationship in the 
food category beta test.

Fig.4 QiQ International, 2005

NETWORK OF INFLUENCES ON  
LOVE AND RESPECT

Our analysis shows that the dominant factors are Intimacy and Mystery, which 
influence both Love and Respect, and Trust, which mainly influences Respect. 
Intimacy is how closely in tune a respondent feels with the brand, how relevant and 
empathetic it is to them. Mystery also plays a part in influencing Love, and strong 
characters and symbols influence Trust.

Two functional factors, Trust (reputation, honest, and safe) and Performance 
(healthy and nutritious), influence Respect in the food category beta test. But as 
noted, Respect is also influenced by Intimacy.

Intimacy is invariably the most important influence on purchasing across all 
categories we have measured. Intimacy is, of course, highly emotional, and is in turn 
driven by another emotional factor: passion. Subsequent research has shown that 
passion is often a strong element of Intimacy or, as in this case, a strong underlying 
factor.

THE VALIDATION OF LOVEMARKS

Other Lovemarks research studies carried out across many different categories 
confirm the contention of Lovemarks that the key factors that influence Love are 
Intimacy, Mystery, and then Sensuality, and the key factors that influence Respect 
are Trust, Reputation, and Performance.

The major deviation from Lovemarks theory shown by the research is that 
consumers do not normally see Love and Respect as separate factors. They are 
correlated to various degrees according to the product category. The specific 
contribution of Love and Respect factors varies as we investigate more categories.

The Sensuality of a brand is worth noting. It is often a key factor as measured by the 
images it creates in consumers’ minds—sounds, music, texture, colors, tastes, and 
smells: the total sensory experience. Sensuality tends to have a direct influence on 
Intimacy and hence on Love. 

THE POWER OF EMOTION

Using multiple regression we can estimate the degree of influence of emotion. Figs.6 
and 7 show the extent to which emotional factors influence the closeness of the 
relationship. We can also see the degree of influence on rational factors, for the 
three beta-test studies.

This is strong evidence that the relationships people have with brands are much 
more heavily influenced by emotional than by rational factors. Our impression is that 
rational factors mainly help to justify decisions driven by emotions.

THE IMPACT OF EMOTION ON BRAND VOLUME

Does building Love and Respect for a brand increase its sales volume? Making this 
connection was a vital role of our beta test of the Lovemarks theory. From the 
following example and many others, our work has made this critical connection.

THE INFLUENCE OF EMOTIONAL AND FUNCTIONAL 
FACTORS ON BRAND-PERSON RELATIONSHIPS

Fig.5 QiQ International, 2005

RESULT OF BEING A LOVEMARK
Fig.6 and Fig.7 QiQ International, 2005

In the examples in Fig.6 and Fig.7, Lovemark consumers are between four 
and seven times more likely to purchase a Lovemark than a product, and 
between 1.6 and 2.3 times more likely to purchase a Lovemark than a brand. 
This effectively means that moving a brand from being highly respected to a 
Lovemark position, where it is both loved and highly Respected, can double 
volume. 

• Intimacy, Mystery, and Sensuality as well as Trust, Reputation, and 
Performance do exist and, furthermore, they emerge from multivariate 
analysis as the main influences on Love and Respect for brands. The factors 
that most influence buying intention are the emotional factors that drive 
Love—in particular Intimacy, followed closely by Mystery, and underpinned 
by Sensuality. 

• Consistently, the key emotional triggers in strengthening the brand-person 
relationship and creating brand intimacy are, across different product 
categories, the need to make the brand highly relevant and to invite 
consumers to feel more closely in tune with and passionate about a brand.

• The second most important factor is Mystery, which means the brand must 
tap consumer dreams by being iconic and having great stories associated 
with it.

• Sensuality, although less of a direct influence on buying intention, is a strong 
trigger for closer Intimacy and a stronger sense of Mystery. Sensuality is 
about creating a richer and fuller brand experience by developing brands 
that touch all the senses. 

• There is conclusive evidence that creating a Lovemark will increase sales. 
Growing Love and Respect can increase buying intention by as much as 
seven times. Once a product has built Respect and thus become a brand, it 
can increase its volume by up to two times by increasing Love and becoming 
a Lovemark.
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Imagine my delight when in January, 
2004 my favorite magazine, The 
New Yorker, agreed to become QiQ 
International’s first commercial 
client on a Lovemarks research 
project. Could there be a better 
Lovemark to endorse the power of 
the methodology? 

The New Yorker was first published 
in 1925 and over the decades has 
continued to be serious, funny, 
intelligent, penetrating, and relevant. 
Editor David Remnick describes The 
New Yorker as a collection of human 
voices, and this insight reveals much 
of the magazine’s long-lived appeal. 

Considered intuitively, The New  
Yorker tracks high on many 
Lovemarks characteristics, such as 
great stories and icons, inspiration, 
and empathy. The publishers wanted 
to get beyond intuition, however, 
to prove to their advertisers that 
The New Yorker was special, and 
to explain why. They wanted to 

identify the value of Lovemark 
status and to probe what they 
believed was an “emotional halo” 
around the magazine. Their goal 
was to understand more about their 
readers and to develop insights 
which would help differentiate The 
New Yorker, reinforce the loyalty 
of subscribers, and attract new 
readers. Finally, they wanted to 
compare The New Yorker with key 
competitive media. 

QiQ International conducted online 
research using its proprietary 
Lovemarks question bank and 
storytelling methodology. The 
sample was split between 300 The 
New Yorker readers, half of them 
subscribers. Both samples were 
representative of the reader profile.

The results were outstanding and 
clearly demonstrated that The 
New Yorker was a Lovemark to 
its subscribers. In fact the figures 
showed that subscribers read 

The New Yorker with 15 times the 
amount of love and five times the 
respect they applied to competitive 
titles. This result put The New Yorker 
into Lovemarks’ top right- hand 
quadrant of the Love/Respect Axis 
and competitive titles into the brand 
or commodity quadrants. 

The value of being a Lovemark was 
beyond dispute. The New Yorker’s 
Lovemarks status drives reading 
frequency. In media, the shift from 
brand to Lovemark increases 
readership by 155 percent.

A further useful finding was the 
fact that The New Yorker has a 
stronger “emotional halo” than 
its competition. Readers of other 
titles do not have the same intensity 
of relationship. This makes The 
New Yorker a unique medium with 
positive benefits for advertisers and 
other partners. KR 

THE  
NEW 
YORKER

FEB. 11, 2002PRICE $3.50

Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95

C M
Y K

C M
Y K

C M
Y K

C M
Y K

NOV. 25, 2002PRICE $3.50

Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95

C M
Y K

C M
Y K

C M
Y K

C M
Y K

FEB. 10, 2003PRICE $3.95

C M
Y K

C M
Y K

C M
Y K

C M
Y K

M

C Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

JAN. 26, 2004PRICE $3.95

Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95

C M
Y K

C M
Y K

C M
Y K

C M
Y K

C M
Y K

M

C Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

C M
Y K

C M
Y K

PRICE $4.95 SEPT. 27, 2004

C M
Y K

T
H

E
N

E
W

Y
O

R
K
E
R

S
T
Y

L
E
 S

P
E
C

IA
L

SEPT. 2
7, 2

0
0

4

JULY 25, 2005PRICE $3.95

M

C Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

C M
Y K

C M
Y K

C M
Y K

C M
Y K

RRD requests a safety margin of 5/16”
from image to trim

AUG. 1, 2005PRICE $3.95

M

C Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

C M
Y K

C M
Y K

C M
Y K

C M
Y K

RRD requests a safety margin of 5/16”
from image to trim

NOV. 21, 2005PRICE $3.95

M

C Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

C M
Y K

C M
Y K

C M
Y K

C M
Y K

JUNE 19 & 26, 2000PRICE $3.95

M

Y

K

The New Yorker Imaging Department

2 5 10 25 50 75 95 100 2 5 10 25 50 75 95 100

C M
Y K

C M
Y K

C M
Y K

C M
Y K

T
H

E
 
N

E
W

 
Y

O
R

K
E

R
S

U
M

M
E

R
F

IC
T

IO
N

 
IS

S
U

E
 

J
U

N
E

 19
 &

 2
6

,
2

0
0

0

L O V E M A R K S  C A S E  S T U D Y

Blad layout.indd   16-17 4/6/06   3:33:37 PM



THE LOVEMARKS EFFECT  THE LOVEMARKS EFFECT

F I V E  T H I N G S  T O  D O  T O M O R R O W

Saatchi & Saatchi used a deceptively 
simple solution to tackle a 
complex problem—the silencing 
of independent journalists and 
politicians in Belarus. Newspapers 
Gazeta Wyborcza and Rzeczpospolita 
were published with censored 
front pages and over 20,000 taped 
posters were put up in Polish 
streets, while two key internet 
portals similarly “censored” their 
news. Combining the sense of touch 
with the suppression of sound 
created a campaign that spoke 
volumes through silence.

Saatchi & Saatchi 
POLAND

L O V E M A R K S  AT  W O R K

Amnesty 
International
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featuring insights from

Silvano Cassano
CEO, Benetton

Roger downer
Limerick University

Carl Elsener
 CEO, Victorinox

John Fleming
Chief Marketing Officer,

Wal-Mart

Walt Freese
CEO, Ben & Jerry’s

MAURICE LÉV Y 
Chairman and CEO,  

Publicis Groupe 

NICOLAS MIRZAYANTZ
Senior Vice President,

International Flavors & 
Fragrances Inc.

Arno Penzias
 Nobel laureate

Tom Peters
CEO, Tom Peters Company

mike pratt
Peak Performance consultant

Mary Quant
Fashion designer

Mary Robinson
 Former President, Ireland

Renzo Rosso
 President and founder, Diesel

J im Stengel
Global Marketing Officer,

 Procter & Gamble

arnold schmied
President, Silhouette US 

John Wareham
Business mentor and author

Alan Webber
 Co-founder, Fast Company

Kevin Roberts ceo Worldwide, Saatchi & Saatchi, ideas company 
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effect
WINNING IN THE 
CONSUMER 
REVOLUTION
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Just
bloody
brilliant 
 tom peters 

“

”

A business revolution is changing all  
the rules of the marketplace. Power is  

shifting from manufacturers and retailers 
directly to consumers, freshly enabled  

with information, choice, and connectivity. 
Price, service, quality, and design advantages 

are no longer enough to win. 

How consumers feel about you—their  
emotional connection with you—is what 
determines success now.  This emotional 

phenomenon—called the Lovemarks Effect 
by Kevin Roberts, CEO Worldwide of Saatchi 

& Saatchi, Ideas Company —is changing 
everything from marketing to media, from 

product development to the ways companies 
are actually managed. 

Roberts’ first book, the ground-breaking  
Lovemarks: the future beyond brands,  

charted the way companies can connect 
emotionally with consumers at every level. 

The response was immediate.

“Roberts is a persuasive spokesman for change.” 
INTERNATIONAL HERALD TRIBUNE

“A philosophical challenge for  
companies to change the world.” 

THE AUSTRALIAN

The Lovemarks Effect:  Winning in the  
Consumer Revolution, is Roberts’ follow-up 

book, but this time the voices we hear are  
the people who already know the potential 

and power of Lovemarks—inspirational  
consumers, owners, designers, marketers,  

and innovators. They show the impact  
of Lovemarks on their lives, their  
businesses, and their aspirations.

Together Lovemarks and The Lovemarks  
Effect show how companies can create  

loyalty for a lifetime.

“The men and women who love Benetton love  
it because they feel part of something.”  

S ILVANO CASSANO 

CEO, Benetton

“Most of all we base what we  
do on love and passion.” 

LORENZO FLUXA

Founder, Camper
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