
Branding the Mind 
 
 
The practice of branding an animal places an imprint of the animal’s hide so that it will 
forever be associated with the herd and owner to which it belongs. In many ways 
branding is supposed to do the same thing, except it attempts to forever associate 
certain products with our buying habits so that we continue to purchase a specific brand. 
In this sense, perhaps it would be fair to say that branding brands us not in the hide, but 
in our minds.   
 
As consumers maybe we should wonder what voodoo the marketing people are 
imposing on us in order to brand our minds, but as marketers, we are more concerned, 
within the limits of ethics, with how we can do it to our targeted customers too. While it is 
not a simple process, and while it takes both time and financial resources, branding the 
mind is not as difficult as some may think. 
 
If, as we know, as brand is all about the relationship a product has with its users (and not 
about the products functions or features), then the branding of the mind process needs 
to focus on how to approach, establish and maintain the relationship. By focusing on 
position and promise (the 4 Ps of branding) you can begin to develop the foundation 
upon which this relationship can be built. Once you know what you’re going to build the 
relationship around, there are 2 elements you need to incorporate – (1) emotion as your 
method of connecting with people, and (2) reason as you way of validating your 
company and product. In other words, you will gain access to the consumer and create 
an interest in a relationship in the consumer by appealing to his or her emotions. 
However, you will be unable to grow or sustain the relationship of the reason – the logic 
– behind the use of your product is not sound. So you reel them in with emotion and you 
keep the relationship going with reason.  
 
There are traits you will need to have or acquire in order to succeed in your branding 
effort. There are also tasks you’ll have to correctly perform. In essence it is the 
combination of these traits and tasks that will enable you to effectively brand the mind of 
your consumers. Let’s review what it takes: 
 
Traits 
 
In order to be successful at branding the mind you’ll need to have three distinctive yet 
related traits. They are: 
 
 Commitment – branding in general, and branding the mind, which is a more 

complex branding process, takes time, effort and financial resources. You will not 
achieve your objectives if you do not have sufficient commitment to propel you 
forward, even during those times when progress seems to be dragging a bit. 
Commitment is necessary because it keeps you focused on the demands of the 
process while you have the end goal in sight. Without commitment you could 
revert back to strategizing for short term gains, while branding is a long term 
play. 

 Insight – a good understanding of the customers you want to brand is essential. 
You cannot brand a mind that you have no understanding of and you cannot 
develop an emotional connection to feelings you don’t know exist. You need to 
have insight into the wants, needs, hopes, dreams, points of happiness, and 



dislikes of your targets and you need to deploy these insights into the emotional 
appeal you use to attract the customer and the way you shape the logic you use 
to sustain the relationship. Branding the mind means leaving an imprint. Use your 
insight to determine where the imprint needs to be placed. 

 Imagination – to paraphrase Ben Gurion, if you can imagine it, it is not a dream. 
The idea of branding the mind requires the imagination to conceive of the path 
toward branding and the creativity to devise the methods of branding. The use of 
imagination will plug into the emotional tendencies of your targets and allow you 
to become distinctive in the minds of consumers. The task of sending the right 
message in an environment that is over crowded with messages means that the 
use of your imagination is critical to separate you out. 

 
Tasks 
 
The tasks described herein are not those you might expect in a traditional sense. Rather, 
we have elected to include the tasks you need in order to be positioned to be able to 
brand the mind. The standard tasks of exposure for awareness and actions designed to 
create and sustain interest are not included here. The tasks we wish to point out are: 
 
 Look at Challenges from all Sides – the appearance of challenges and 

interferences to your plans are all par for the course. You need to expect that 
there will be some resistance, after all you are attempting to brand people’s 
minds. This is not something that will draw a long line of eager participants. It is 
only after you have grabbed people emotionally and consolidated your position 
through logic that people will be willing to get branded. You need to view the 
bumps in the road from all different viewpoints, and only then will you discover 
the angle from which to approach to overcome the challenge. 

 Be Visual – your task is not simple when branding the mind. You need to take an 
abstract concept and make it visual enough for people to imagine and desire. 
This can be achieved by selecting both the right values and message to embrace 
(which emotions to tap into) and which channels to deploy (to gain credibility and 
appear as valid). Making things visual requires visual tools such as logo, colors, 
advertisements, copy that brings words to life and a brand image that people can 
opt-in on. 

 Introduce New Combinations – the use of combinations is a way to get people to 
broaden their view of a product and gain additional emotional experiences. By 
new combinations we do not mean combine your product with another in order to 
create a third product. Nor do we mean combine your product with other, 
compatible products to demonstrate nice mixes. Our intent is to encourage the 
expansion of product use by showing how your product – either alone or mixed 
with others – has broader uses than what the consumer might expect. 

 Execute – you cannot brand the mind if you do not execute the plan. You need to 
not only execute for your own purposes, but also because the reason component 
of the branding exercise will not have validity if you are seen in the market as 
being ineffectual. 

 Think Abstractly – the very notion of branding the mind is an abstract idea. It is 
enhanced when you think abstractly and allow yourself to try new tactics and 
approaches. The market is watching you and the people you have developed 
your emotional relationships with are responding to you. The more abstract you 
can be the more compelling you’ll become. 



Branding the mind is like carving a tattoo into someone’s brain. This is not an easy 
process but it is a very rewarding one. The ability to become – and remain – important (if 
not essential) in the lives of your customers is a skill that is critical to obtain in today’s 
marketplace as consumers are becoming less loyal and companies are abandoning high 
level customer care for mass merchandising options. If you can brand the mind of your 
core customer base, you will find that you can withstand much of the competitive 
onslaught, leaving you as one of the more meaningful players on the crowded business 
field.  
 


