The most direct way to predict the future is to create it yourself:
to develop a point of view about where technology is going, how markets
are evolving, and how people’s values and interests are changing,
and then to build a business strategy around that point of view.
Insights from two visionaries—one a biologist whose company is uncovering
the secret of life, the other an advertising maverick who is unraveling the
mysteries of the marketplace—can help you create your future.
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KE¥IN RDOBERTS DDESN'T DRESS LIKE AN ORDINARY AD-AGENCY CED, HE FAVORS
Black T=shirls and black jeans as his regular outfit,

e daesn’t talk like an ardinary ad-ageney exceutive cither. He
speaks with a vigorous New Zealand accenl, says exaclly what he
thinks, and peppers his speceh with a zesty dose of enthusiastic
profanities and energelic exclormalions,

Most important, he doesn’t think like an ordinury ad man, A
lew short years ago, according to advertising erthodoxs, hrands were
evervthing. The combination ol rising global competition, prolif
crating produet offerings, and mulfiplying Web sites puta prenmam
on o company’s ability to establish its brand as a recognized mark,
lexday, savs Roberts, go,chiel excoutive edficer worldwide of Suatehi
& Sautehi PLC, Brands are history. Loeking forsard, companics need
toeslabilish e products and services firstas “trustmarks” and then,
11])pi|‘|,|_1 the ante even |'|Eg| e, as lovemarks.”

A g small test of the concept, Rebeds produces o prinded list of

the top e global brands: from MeDenald's, Coca-Cala, [Jisnes,
Radak, Somy, Gilletle, and Mercedes-Bene, all the way to Benetton,
Suinsbury, and Dr. Martens. On Roberts’s Tisl, only a lew of the
names are in bokdice type. These are the hrands that have Tgured
out liew b make the leap from being o brand to being a trustmark.
The transfermation, Roberts savs, requires a new sel of ideas—
ol only about brunels, advertising, and marketing, but also abonl
leadership, anthenticily, and the homan spint. Listening to Roberts
lalk openly, cnergetically, and convincingly aboul his career und
abont his work at Saatehi nakes this
mind fip sound self-evident. “The
greatest connections are built on
lewe,”

[ says, " Lstil] love every brand

I've worked with” That lisl inchodes
sonne of the most impressive hrands
ancl the mast well-known COTPHINLES
in the waorld: Cilletle, Pepsi-Cola,
Procter & Gamble, and now Saatehi
& Raalchi, one ol the world’s leading
advertising agencies, which Roberls
joined as CEO i 1gg7. He has con-
linued i a leadership role with
saatchi since the &,500-person company was purchased by French
ageney giunt Publicis a for neacly %2 billion gl fune

The Saaleln & Saatehi Web site makes immedialely clem
Roheris’s inflluence oo the bron “ldeas are the currency of the

future,” it says, “They solve problems. They create opporunitics.
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kevin roberts
o - CED, Saatchi & Saatchi
. “A trademark plays defense.
It s the way that you protect what you've

already built up. It’s your copyright,
your patents, your table stakes. But a

- trustmatrk plays offense. It's the
emotional connection that lets you go out
and conguer the world!"

They entertain. They hreak down barries. They eorich lives”

Raberts™s own bost idea: " To make the New Zealand Aag black with
a silver fern™ —his design for s beloved nation, In order to find
out ore about his ideas on the Pibure ol marketing, adverlsing, and

Lramels, Fast Compawy visited Boberts at his office in New Yok,

Flat your product on o love-respect axis. | uscd Lo work i Procter
& Gamble and Pve alwaes loved that company. Historically, i been
the mother, fther, aunl, and onele of brand managenment. But
urfortunately, succeeding in todays markel 150l abonl cither af
(hose bweo words: Tisi'tabeut brads, and itisn'tabost managenenl.

We've already moved from management o leadership  and
woe'e about teoge beyvond leadership Lo insprration. Tn the 215t
cenbury, organisations have to achieve peak pedformance throngh
inspiration by unleashmg the power of their people — nethy leading
them, not by managing Hiem, bl by inspiniong e,

Ancd its not about brands anvmore. We live inoan allenlion
econonmy where people are bornbarded with messages dav in, day
out, and brands don'teutit, Go back in time, Fistwe had products —
which were the cquivalent obmmmagement. Nextwe added tracdemarks
and developed brands —whch were the equivalent of leadership. Now
wve got b move bevond brands to fmstsarks, Bot why?

Because people todoy are cynical, savvy, and selective. Tou have
a famons brand? 1 eonldn’t care Tess? You™ve gol three scoonds to
mupress me, to connect with me, to
make e ull lewe with wour
produel. Pretty much evervlhing
tecliy can be seen in relation o a
lewve-respueel axis, You cun plat any
relationship—with a person, with a
brand — by whether it's based on love
or based on respect, Jewsed o be that
i high respect rating woold win, Bl
these davs, a high love rating wins.
IET elesdt loee whiat vou're offering
me, ' net even interesled .

Everyane knows everything. Here's suother thing that’s different
about brands todav. 1Fused 1o be hal iFvon wenl Lo e slore as
cansurmer, andyou boughta boxofdeterzent ora tube ol foothpaste
o any ather |‘Jrf:t|L|t:L chanees weere that you had ne clue about the
company that was behined the prodoct. Yoo dide’t know —anmil, o
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‘atrustmark is a distinctive name or symbol that emotionally

binds a company with the desires and

ASPIRATIONS OF ITS CUSTOMERS.”

b completely honest, von probably dido’l even care.

Tocluy, vou wanl lo kuow evervthing—anid you can know
anvthiiog, Inlormation is access bl Lo cveryone. We didn't know all
af that st in e post because nobedy lold ws. But nos — s whul?
Yo et hide anvthang, | know where vour tactory is; | kness how
el vour pay vour workees in Indenesia —and 1 have g point of
vicw an these issues. They inflience how | Urink aheutsonr company
el alacat Vo Lrsnel . Aol Iu(l;::;-.', I alzo bave g meredible amay of

choizes, all of which perform up o my level of expectation

[zed bo be that vor would build o bend en performance, not
anvinformtion. [nteda’s werld theres nosnch thing as sustainahle
competilive advantage. Fovervbody knows what ¢

vervbody else s

eloitig, and iFvon've goba lead vonr competitors will be nght here
willy vou three months Later Todas, the Fast beat the slow —and

Eemmorvon the List will Beat the b,

Trademarks ploy defense. Trustmuarks play offense. Al of that is why
we'te moving from frademarks to lrustmarks, We all knew what a
traclesnack iz 10 whal differentiates. 5 a distinetive name, sembal,
madel, ar design that legally identifies a company o its praducts.
Busk what's o ushmack? A tonshmack s distinetive same or svimbal
that emetionally binds o company with Hhe desires and aspirations
ol its customers, 1P an einelional connection —and its nmch
bigrer and more powerfnl than the uses that we raditionally
assoctate with a lnedemnnck,

Think of it this wav: A ademark plays defense. Its the way thal
voul profect what vou've already buslt ap, I8 vour copyright, vonr
petlents, vour lable slakes, Bot a trostimark pluws offense. 115 e

cinehianal connection thal lets v g ot il COnguLT the warled!

You don't own your trustmark—! do. " iostinatks don'l |‘J<’!|nng o
compamies Trostmarks |:t:||l||g Lex the peopla. | owae Fagr Commany
magazine. wanl i every mentle Twant to read it to lake it apart,
anel lospread il arood o ve Fricnds The editons of Wallherper don’y
ot el magazine. [ osn 1I-'||r':|'llnll.ir|{|';|'JE|'_ 1% et Hheis, 105 mine — and
hen'd better nod fuck with me.

Take the ibac: the mast sensual product since the dildo. L
absolntely does not belong 1o Sleve Jobs. 1 belongs loome. L wanl
e brolel the ivdac, Twant to choose e avar of it 1 wand (o love i,
Tl iblae |]C|i?|1gh lee e —aned T gel lo choose e favor,

Richand Branson, head ol the Virgin Gronp, alsolutely noder-
shunels this principle, Virgin belongs o the people. The whole
epilome of Virgin s penple power. I8 von had fo do the frushnark
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shorthand, vou'd sav, " British Asrways: big, horible, monepalistic
aarrier. Virgin: liltle serappy guy, on the side of the peaple, totally
fantastic.” Virgin enters e telephone market, Straighibaway, vou
ke whal that move means: fower rates for te freoffe. Dwill buy
anything thal has “Virgin” an if, because [ st that mome, 10 not
& bz, s nota corparalion, IFs not even Richard Branson, ['s me,

What huppens when a company mistakenly believes that itowins
its trustomack? Lock st what happenad witll Roberto Gaoisneta while
he was mnning Coea-Coly, He created more sharchaolder valie T
Cooke than Jack Weleh did for General Electric, bl Goisucta was
nlsessed by one thing; taste tests. Pepsi beat Coke in taste lesls, whicly
drove Gorzueta ahsolulely craze—and, by the wiy, Popst knew 1hal
The tasle tests b no effect an e cmotional connestion thal
comstmers had with Coke, but they drove Goizueta eraze. So he put
his chemists to work, and Uhey came up with o product that would
win the Faste tests, Godrneta was eestatic. The eompany launched
thas New Coke. And what happened? The people said, You cannot
do s Coke 35 ours! We don’t care i the new ane tastes bettes
than Pepsiz this s our hrand. 11 helougs to us! Whal are vou idiats
hinking? Coke isan Asnerican rvstery. You connet make 1 belier "
And Goraeta and Coke were foreed to hack nght off,

Perfarmance is table stokes. Sensuality wins. Another kev dimension
of trustruarks: They ery oul 1o be tonched. Trustnarks are buill on
design. Think about products that are physically altractive. The
Zippo lighter. You want o held it, apen and shat its lid, handle it,
The origina] Coke hottle. [Us sensual. ust the shape of that bottle
nakes itan abject that vou want to have i vonr hand A Monthlane
pon s alse sensnal. [0 Black, if's smalh, ity ereat to fouch and to
look al. Diesizgn is more an just about how 2 product looks: 11
also aboul how o product feels. You want peaple to louch it to
experience its sensuality,

[ st sturted thinking about the touch and the feel of a praduct
abent 1w years ago. when Lexus gave us the task of establishing a
luxury car in the United States. We s e car, and it was an
ineredible vehicle. Ik performunee was nnbelievable, When we
talked fo consumers ahout what they wanted, they liked its
functionality —bul they foved its sensualile, They told us thal they
Live tna warlel that is cenel and heartless. Companies fre them; their
parents are divorced. They've gol noahere to tum, So they want (o
e surrenneed by sensualite by things that they can louel and
b things that touch them.

Look al the iMac, If vou've got one on your desk, people want
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lo tovehe st They want to lean on it They want to fondle o, You
neverseeanvone got lke tat with o con-odtheanill PCLOWe ve movesd
[ren ]::lT(;.-L:i]g{: l.l'.'ﬁi%:‘l L seefl-teaely 5:|_-n_'¢_1;|]j|}-_

s absolidely applios o seraces uswel] as 1o preclocts When
b comes to services. nat only de von aant somcthing thal voo like
tor teaeh, vou want semetiing that tonehes vau—anil that has »
posanal touch. Hallimark cards 1ouch vour Thal's emationg]
marketing, Or think about the epposite —a touel that is so e
soontal it o prac tralle drves vou eramy. These sl von Iny fo
callaneaithine to get imfomation aboot your Bight (s 0 an tme? Is
il delaved™, all vou rel s oan
endless mumber ol compu-
lerreed voices, You abselulely
canmnet lalk Lo s person, and in
the e, 18 desesn’ D matler whiat
indormgtion you're  actually
:{t:{:k;n,g bercanse vonr're totally
Frastrated by 1he ERPILTICY,
Moomatler what the conbent is,
e expenience s depersonal

vl el B hasi T oneled Wi,

Trustmarks are a mystery.
[rustinarks cant be proned
o They lave a sense ol
myslery. Branchinonagement al
Procler & Camble was Il
an espressing the fonclional
-:>i.‘l1i.‘ﬁl'w't:-l'<‘..i(:|r|:|c:L|u;'l|n 001
sy inoa clear, r:|:|:|}m||i1.|_§__;,
consistent, cormpetitive, medi-
intenze ware, [ elon't think that's
necded anvmore. Mo wlaat

}'tlll-'v'l.‘ ek fer do 05 creale

helief —aml a purl of having a

Belict is recognizing its sense of nvstery,

For canmple, [ have no sdes how the performance ol an ibae
compares wilh the performance of an 1RM PG Steve Jobs has never
sl e Bt won know what? When | was looking to purchase a
compuler, Apple made iy chorce really easy: hal pink, green,
perple, oeange, or blne, Apple changed all of the factors that T ose
gtk compler-purehusing decision — becanse m e reptilian

| Ao
fear.” |

brzin, the kew word that relites 1o the word “eompuler” s "
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arn seared shitless af computers, | don’ know how they work, 1
ot koo Hhe socabuola v, Dot even know how to b one, Fer,

And then Apple offered we o Billboard: [F showed o hotpink
sommpuler, an arnge one, and all of the other Baveres. And nder-
neath them was jus one word: “Yom.” (hunph;lg: sty (_'..r:-mr_ulc*:{-
sensuality. And [ said, "Right! P11 take the hol-pink one’™ Wiy?
Becanse the \hae s all about mvslery, Teet te 11 inwhal it noeans
toome — | gel ko give 1L ooy own interpretalion,

Whal dilferentiates Rav-Ban sunglasses from therr competitors?
[ dlom't ke i|-||li.'_'."r':.' really better shades or not— ane | don’t car,
[ jnst knov sl when |k on
Raw-Bansz, 'moa cooles oy, s
he weestery that captures Hhe
cmotional connection bebwean
a product and a costomer,

Too much information can Kifl the
remance. Brands are 2l abonl
j| ||.|-|11]|:||.1': kN ) | '.‘l'.l 1|'~'l'_"-"|'|:.' |'I'I.|.!1|{!I'{_!(|
Huat, Bl [ockay, the thing people
||<'I1r'L‘l'|1c|L"r1.'x'tf.\fiﬁ1|1||¢.'|'||L":,']]('.-
lomger have time to absorka lon
af informaztion, And the fact 5.
vou don’t have o amndate

people with information e

more. 1 vonr goul s to give
people mfarmalion, then send
Ehem to vour Wb zite — hecause
the information is ull there.
Wi are

process of launching a hacare

jusl nowe i Hie

product lar Procker & Gamble
called “Phasique” 15 o lage
ilea; s already gone national,
and it's going Lo go global. B
hese®s the thing: Instead of spending =% of oor monev on a 1elev-
stan plan, we spent 20% of il on v and vested the rest in a Web
site, Physignie is :]|:t::|1|_1,' e s mostvisibed Weh sile, Weve already
converbed more an sooooo peaple in the United Skates inlo mem-
bers aof the Phesigue club throngh the sile, But the best part is that
the average ammml ol bime that people spend an that Wels site is about
vermintes! Fat vonr heart oul, gemscoond v commergiall YW got
the consumers, We're talking to them; they're talking to us.

HRYYZ A3 Ha¥HIODLOHA
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“Most brands are built on €F° WOrds. faster, bigger, better, cleaner.

MYSTERY DOESN'T NEED THOSE WORDS.”

\']:-.' [reinil iz His: Tl mvstery Hizal mibragnes von sbout g :}r-:}dut*.
it b st place is meh more cpertand than tee information 4
vt gel aboul el prodoet, Look al e Talks al Harles=Davidsen,
Fhew are neredibly sroarl I performanee tenns, ieir Bike s

actually protty averase. Lagiee i someone from P&EC were al

Harley-Davidson —what wonld he do? Probable the Rest thing is 4
side-by-side con o helaecn [larley and its Gistest competiler.
Lal's say that compelitor is 13w And because they e wally s
in Bl al Flarley, theve fined 2wy o banlel o Bake that was faster,
Tlien ey v an ad thal shows g mee belaeen o | Larbey e o

B and the | larley wonkt win,

And indeng s, they wontld abselulely fuck o Flarlew-Divicdse
e
s ls signatore rombling sol The other s thal son can’ TR

s i Joweeark, As a lowemark, | Larley-Davidson bas bwe thin :

fast on o Flides, so vou have to ride inoa pack. As soon as venr can

wo basl, s all over, baln! Then its vou and the open moud —and a

|[:|:|x'}-‘ sl absont vo, aboot vour mates, and aboul tichig g

pack an the open raad, tooling around al Sz arin, The mystery of

the T

that e i “er” Most brandsare boalbon “or words — Fister, |:ig_g¢?,

s h v Hs pecformmes, aond 6 st in any ol e words

botter, cleanoer. Mustery docsn't need Those words
Actristinark connects with vou emationally —and then vou o

anel Tl et the information abont o at von need.

Trustmarks offer you their eatire Mstory, Lrostmarks T @ way to
combine the past and the present inone sensual package. [F v
think of voursell as being locked in the past, its very hard to he
conl Bubwhenvonr brand combanes the pastand the preseat, at's
a trostoark Think of Mercedes-Beos, What does iF own? 11 mens
paission, and b owns prassion i away Had combines both the [rast
and the present. [V able o Lapots desizn, history, sensuabiy, Took,
feel, myvstery, conl 1t chilling,

i e the board of the New Pealand Rugly Foothall Union
e, fhie Al Blacks, [hnes lor o fuct that there s oo apposition
as intimidaling as yeur oppenent’s legacy, When von play aganst
the Al Blacks, von're gomg up against o leam Hhal bas o =4% win
record over the past 1oy vears, e ol sensatinonal WAL
percenlage inall of global spoct. You're vol just playvine azainst e
pplivers on the current team —you're plaving agamst all of the s
who ever pul on that jersev. And yvou're playing agansl Lhose

L

standards The Al Blacks wear all-black shivts and all-black shorls,
Phere’s o saving aboud the L rom the wogos: “The Al Blacks
come Lo dhe gme abready in moorming Tor the opposilion,”
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Weve just done a Sioo million deal with Adidas for it tosponso
the Al Blacks gean Adsddas told ns thal it's deinng the deal not becase
i wanls b be asseciateod will I'1:_‘;-_:_|J::.' b becase a|hi|1gl||u_‘ Al Blacks
jersey banilels its brand value by being associated wille the team's

Legacs, als teehilion, and s Bisless Adidas wants ta be aboul

authentic, competitive warrors [rom the pasl.
These cluvs, i vans don'l have o st then vou need to create JRRIRTY
ot lepends and oyths vers fast. We do bve o Internet vears, so

vour cullire can become o lezerclury msthical |||i|~.;__' s moah.,

ft’s the spirit, not the vafues. | nushnarks are suronnded by mvthical
stomies anel eharacters Brannds are obsessed with valees. Brand values,
companyg values —all crapd They e ot il completely wrong, which
i whs thew stay braneds, To mae, its all aboul sivns. not aboot valnes.
Wi krtomws selael the valoes of e Wild Wesl were? Who cares?
Bl wee all koo what he ot ol the Wild West was adventone,
ronanticism, mdivicualism, What see're Tocking [or are stories aned
charaeters tha commimaite the spiritofa lrnstmark, not the valoes
af o b, Weve moved From a passtve nolion ento semething hal
is el more eapressive. Look al Wike and Phil Fanght. Lere isa
gy who's mola swoosh tallooed on his ankle! That's Laotastic

anel s never going away. Nike was boill b atlileles Like Stewve
Prefontaine. He was an Oregon athlete, o greal competitor, whn
L] mannng. He wis [ul:|||_1.' authentie and he wore Nike L
shees, heenose e was that kingd of sy The Prefonlaine story 1 all
abwout spiril. 1t lells von that Nike isa company Bt was created for
athletes, by athletes, abontathletes, Uhere's a creation mpth thal goes

along wally Hhe LTI,

Yauearry anicon inyour heart. Tiostinarks arc surronmded by conic
characlers. The Marlbors Man The Nike swoosl, The Macintosh
Apple. Ronald MeDronald, 1P von can captore the sparil of o trust
mark g single ivonic charcter, _1,-r:.lfx-'c gl a |1:|;_-|L- [reael slard, An
icomic character s shorthand, When g company bas an ieonic
character, and they Bash b al Yo, Haes're .s||:':|x.|:.' inside, <I|-'L';Ii|_'.'
Lalkng tovou, And they're nol alking tovour head ol o vour heart,

somelines vou see eonic loeos il conngsnies don’buse. o me,
the Tide bulls-eve is o lowo thal P& has never exploned, A few
s aeo Dwns at a musie studio when Ml Young walked in
wearing a - Tshirt with the "Tide halls-eve onit Here’s Neil Young,
one of e most noncommmercial s incthe nsic world, aod he's
wandernng uronnd wearing the Uide Togo on bis shirt 185 cool
cnongh for Nel Young, but semehow i isn'l cool cnough for the
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“When you look at MOST Companies, it's clear that they're

NOT IN LOVE with their own brands.”

people i the company in Cinciati? When vou see somelling
like thal, won koo that vour logo has imoved from just a lego lo

sl hing thal evervone has embraced as 2 caltural syanhal,

MNowthot you've mastered trustmarks, graduate to lovemarks. ' | usl-
mavks come aller bronds: Toverarks come aller rosthimarks, [ s
ekl b shiesched by the computer viros known as e love Lang.” Wlest
ol ws e ancalert. Oor i1!rt'1|'111:1|it|||."|J||l(:-:_'.-is.-'ﬁ|:_'|'L|_-"(|L‘fm|_~;i\'L svslems
are deploved. Thenwe get arvemail thatsays, 1 ove You " und what
Lappens? Weall sav, “Somebody oulthere loves el Whois 77 And
Finzg! Youre dead! What dees that t2l] vou? There is an ineredible
untapped need for lave oot there And the question is, How do you
capbure Heat need az an adverliser or us a marketer?

Wohen von lock at moest companies, it's clear that they're nat in
lovee weitly thetr osen bznds T looked at J]c:w:-mnp;uu:::. Lalk ahout
their cown brangds, at the corespodenee that marketers have sent
b o, amed the all otk abeul product peformanes and prodoct
superiority. They all nse nhitury language and warfare metaphors,
Mol one Lalks about Tove. They wse bollshit words, and they gualily
everdthing. They say that they “like” sometling, Fyvervane’s afraid
ton say Hhal they actually Tove something,

Bt think about how vou meke the st ey, Yo make he
moshmoney when loyal users, heavy nsers, use your product all the
tine. Thal's where the meney is. 5o laving a long-lenm love affair

s oeven betler than having o Irosting relatonship, 71 conld gal iy

b e b vitheer lewed o trnsted, which would 1 rather have? I'm
Blocdy sure that vou can charge a preminm for brands that people
levver, Anvel o alse Bloaeds snge thal VEHRL £ (]||]_l, lhave ane love-

|]'|i-|]'k ENL dhinyy (Zil|k'L:(II':\x-

If you're nat in fove with your business, why should your employees
or customers be? || vl wank lo credale o Lo rk, }-‘(]u’\-‘c ol o

Ll

Ealles v love . don't expecl von emplovecs o vour costomers to

ssionately in love with vour own Business. And if vonr hivenn’t

Fall v Towe. Clomsumers con smell a ke Tean o naile off, The sane
vocs for conplovess What we should e doing ‘_r]:l;|:,r is lelling our
praopale lovse to be the best thal they can by And for them to do
that, thev've gal le love von. Most companies laday are pressing
the wrong buttons with then people. Emplovees aren’l going lo be
mitivnled by honoses or by perfonmance ineentives, They're golng
ter gzl betler and do better every day becanse Hhey Tave given von
Hreir fearls, ool just then mnds, They have o love what vou sland
o —anel that's o big cultural clange.
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[Freons weant to see where this clange i happening, jusl go o the
Inlemel, Beouuse maost cirend marketrescarch tools are 5o
complelely useless, the Internet is the most explosive toal for
developing products. Existing rescarch tools measure what von do
o wlial vou say youre going Lo do. Focus groups get daminated by
two or three leaders who take over, 8o hey den't measure whal
watters: They don'l measure what vour customers leel, Thev're
mesuring respeet; they've nol measuring love,

The Internetis the most cnabling toel 1o nnderstand feelings thal's
ever been vented. G the Web, people tell vou evervihing, because
there’s no threat, 1o intimidation, no prossure, s oneon-one. 1y
private. ' hene’s no ego,

Were ivalving consumers ona test basis in product develop-
menl They download an ides Tor o product, and they respond
straightavay. 11 nsed to tuke us a vear to get that kind of feedback,
Moo it takes 1s 30 davs. And weve completely reversed Hhe provess,
W nsed Lo make something

e

it, test it some more—and then, finally, al the back end, we'd ask

fest it moke some more, [rrokely e

consumers how they liked o We were asking them at the wrong enel’
Mowewe sk hem up frent, and when e product finally does come
out, iFs already gol word-ofmouth support. People leel that thevre
alreudy commected to it

The conneetion is, we love one enslomers, We want then 1o |u-||‘1
s design one products. And i yon love vour customers, talk to
e teal carly.

Being o lovemark means being witling to say you're sorry. | ovenmarks
aceepl the responsibilite thal goes along with being a lovemark, 10
like a love aflair You have a responsibilily 1o proteet the integrity
of that love alfaie The question is, Will voul sl love me temor
row? Love isn'ta ome-night stand, Love means that vou're wilh me
all the wary, And it's all right to change. bul baoth partners have 1o
be full participants. When vou're in love, voun don’l want ayone
Lo s with vour lover,

Wolhen vou're o lovemark, youdre ool allowed to fuck up. And if
oL dlo fuck wp, vou have to unfuck up real fast. 1t's just ke vour
lewee sifBair will venar wife. Youve got o apologize before vou L
aml The lights, You don't want to go lo sleep unhappy— so don'l
turnn et the light undil vou've made ap. 1Fvou lose vour status us a
lervemark, wou have fe regain il nomediately, and then make sore
that von never lose it again. *
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