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T h e  J  B e n j a m i n  G r o u p

Brand Relevance – creating 
genuine customer connections

Before people can choose you, 
they have to think they might 
possibly like you.

N o v e m b e r  1 8 ,  2 0 2 0
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Introduction

Brand Relevance – the concept

The “Curse of Knowledge”

Emotional Reactions

Building the Bridge Between Company and Consumer

The Relevance Platform Checklist

Agenda/Overview
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We are a creative 
advertising and marketing 
consultancy focused on 
Brand Relevance

W E  A R E :

T h e  a r c h e o l o g i s t s ,  a r c h i t e c t s  a n d  
e n g i n e e r s  t h a t  u n c o v e r ,  d e s i g n  a n d  
b u i l d  u p o n  t h a t  r e l e v a n c e .
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The Concept of Brand Relevance
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The “relevance” hypothesis:
Human behavior is rooted in an individual’s emotional reaction to stimuli. 
Consumer behavior is (or has emerged to become) the 
tangible/trackable action or process of an individual’s path to purchase.

We believe it has become common for organizations to overlook the 
priority of initial emotional stimuli and placed greater focus on ”inserting 
a message” at a timely point within the path to purchase.

In a fragmented, crowded and personalized channel environment, 
triggers necessary for consumer attention can lead to diminished long-
term advocacy (i.e. coupon dependency, ratings dependency, etc.). 

Therefore, the focus on generating a desired emotional reaction before 
stimulating a path to purchase increases the likelihood of positive 
identification and association while decreasing the need for incentivizing 
engagement.
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Human Behavior
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Consumer Behavior
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In a Nutshell, we hypothesize:

Before Leads to more
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Now that that’s out of the way, let’s talk 
about developing brand relevancy
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Finding relevance begins by:
Identifying and understanding barriers we may not be aware of (or take 
for granted).

Navigating through the barriers.

Applying the rationale used to navigate barriers to reformulate our 
message approach.
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may not know about  
- or take for granted

A c c e p t  t h e  t h i n g s  w e  
c a n n o t  c h a n g e
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Relevance process:
Step 1: Understand that our desired audience doesn’t know what we know, 
or doesn’t know what we are about to tell them and why they should care.

Step 2: Assume our message will create an emotional reaction and then 
imagine – in the most simplest of ways – what that reaction will be and 
what it will feel like. 

Step 3: Look to verbalize the reaction so that it connects back to the 
message in a positive/desired outcome.

Step 4: Build connection points of justification (reasons to believe) that 
reinforce our message that the consumer will find to solidify his/her 
opinion of our message and brand. 
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Knowledge” 

Barrier
T h e  u n i n t e n t i o n a l  

e n e m y  o f  g e n u i n e  
c o n n e c t i o n s
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In 1990, 
Elizabeth Newton earned 
a Ph.D. in psychology at 
Stanford University by 
studying a simple game in 
which she assigned 
people one of two roles: 

“tappers” and “listeners.”

Source: Made To Stick: Why Some Ideas Survive and Others Die; Chip and Dan Heath, 2007
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Once we know 
something, we 
find it hard to 
imagine what it is 
like to not know it.

Source: Made To Stick: Why Some Ideas Survive and Others Die; Chip and Dan Heath, 2007



17

T h e  J  B e n j a m i n  G r o u p

You can’t 
unlearn what 
you already 
know.

T H I N K  A B O U T  I T
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Emotional 
Reactions

T h e y  a r e  r e a l ,  a n d  
t h e y  a r e  s p e c t a c u l a r
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Relevance process:
Step 1: Understand that our desired audience doesn’t know what we know, 
or doesn’t know what we are about to tell them and why they should care.

Step 2: Assume our message will create an emotional reaction and then 
imagine – in the most simplest of ways – what that reaction will be and 
what it will feel like. 

Step 3: Look to verbalize the reaction so that it connects back to the 
message in a positive/desired outcome.

Step 4: Build connection points of justification (reasons to believe) that 
reinforce our message that the consumer will find to solidify his/her 
opinion of our message and brand. 
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We can discipline our minds and 
strengthen our wills,  but we – as 

human beings – struggle most with 
controlling the emotional 

reactions we have to stimuli.
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For example, imagine what it feels like when 
you hear:
“You Have Cancer.”

“Your child needs immediate surgery.”

“That is the best work I have ever seen; great job.”

“We are pleased to inform you that your application has been accepted.”
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T h e  J  B e n j a m i n  G r o u pBuilding the Bridge 
Between Our 

Organization and Our 
Consumer

A K A :  M e a n i n g f u l  
n a v e l - g a z i n g
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Relevance process:
Step 1: Understand that our desired audience doesn’t know what we know, 
or doesn’t know what we are about to tell them and why they should care.

Step 2: Assume our message will create an emotional reaction and then 
imagine – in the most simplest of ways – what that reaction will be and 
what it will feel like. 

Step 3: Look to verbalize the reaction so that it connects back to the 
message in a positive/desired outcome.

Step 4: Build connection points of justification (reasons to believe) that 
reinforce our message that the consumer will find to solidify his/her 
opinion of our message and brand. 
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WARNING: 
We are about to highlight two specific areas within the larger, 
overall process of Brand Relevance and, specifically, the stages of 
Brand Discovery and Insights. 

This is done for three reasons: 
• The first is because I believe these are very powerful and 

underutilized tools in creating effective customer connections.
• The second is for the sake of time.
• The third is because I think they are really cool and fun to do 

and talk about.
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Development of a central, meaningful 
connection is based on two ideas:
1) Getting to the root of a stated objective will yield a “human” 

connection point from which to build.

2) Profound simplicity is greater than a simple message.
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The “5 Whys” 
Exercise
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Business Objective:

Increase sales by 
X% YOY
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Did you see what 
happened?

Increase sales by X% YOY Because we have found a 
way to meaningfully 
contribute to society.
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Once a business understands its “humanity,” 
it then must look to communicate that 
essence to an audience in a way that the 
audience can understand and care about.
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Communication to an audience in a way 
that they will care about is not about 
“Keeping it Simple” but rather “Creating an 
Inspired Proverb.”

”Inspired Proverbs” go beyond stating a 
simple thought to communicate elegance 
and prioritization.

WARNING: An Inspired Proverb is not a 
tagline. It is, however, vital to the 
success of a great tagline.
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Examples of Inspired Proverbs

Simple Thought:
Flint Global equips partners to break cycles of poverty and 
financial dependency by developing businesses that ignite 
measurable and lasting change. 

Inspired Proverb:

The genesis spark of sustainability.
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Examples of Inspired Proverbs

Simple Thought:
MPower works to go beyond physical therapy to incorporate a 
more holistic approach to health and wellness. 

Inspired Proverb:

A clinical, holistic belief that you can 
perform better.”
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Examples of Inspired Proverbs

Simple Thought:
In an industry of cold, calculating tech, CyberMaxx is the most human.

Inspired Proverb:

Human meaning in Cybersecurity.
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to help Customers 

Engage 

G e t  t h e m  t o  c r o s s  t h e  
b r i d g e
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Relevance process:
Step 1: Understand that our desired audience doesn’t know what we know, 
or doesn’t know what we are about to tell them and why they should care.

Step 2: Assume our message will create an emotional reaction and then 
imagine – in the most simplest of ways – what that reaction will be and 
what it will feel like. 

Step 3: Look to verbalize the reaction so that it connects back to the 
message in a positive/desired outcome.

Step 4: Build connection points of justification (reasons to believe) that 
reinforce our message that the consumer will find to solidify his/her 
opinion of our message and brand. 
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The Relevance Framework

P e r f o r m a n c e  T a k e a w a y s

S t r a t e g i c  A p p r o a c h

I n s i g h t s

T h e  R e l e v a n c e  F r a m e w o r k

You are a seasoned professional. You know how to put a plan together and 
execute it. Consider this a checklist for finding relevance.
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Questions

Jeremi Griggs:
jgriggs@thejbenjamingroup.com

Thejbenjamingroup.com

D i s c u s s i o n  T i m e
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Thank You


