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			for the consumer

			“It’s time to accept our blindness when facing the consumer. Open your eyes through my ten basic principles for understanding consumers, interpreting them and discovering their behavior, in order to innovate effectively and make fewer mistakes.”

			—Jürgen Klarić

		


		
			thank you!

			
				
					
					
				
				
					
							
							WE ARE BLIND

							is one of those books that you can’t write on your own. This book concentrates all the experiences, beliefs, life lessons and everyday contributions of a great team and family. That’s where its value lies.

							I especially wish to thank:

							Eduardo Caccia,

							Ricardo Perret,

							Rodrigo Arguello,
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							Zohe Vinasco,

							Verónica Ospina,

							Liliana Alvarado,

							Jenny Sierra

							and the entire

							Mindcode family in 

							the USA, Mexico, 

							Argentina, Colombia,

							Peru, Brazil,

							Indonesia and 

							Bolivia family.

						
							
							To Teresita, the best person in the world: thank you. None of this would exist if it were not for you. Thank you for the values you instilled in me and the abundance of self-esteem you gifted me.

							And to my beautiful family—I still don’t know how to make up for all the valuable time and moments I stole from you in order to make this book a reality. I’m aware that you suffered with the birth of this volume, but you’ll see that it was worth it.

							Last but not least—and with the utmost sincerity—I especially wish to thank all my discerning clients and the brilliant academics and enlightened scientists that were my best teachers from the very first days of my career.

						
					

				
			

		



    
      
        
      
    

  


		
			foreword

			I’ve been studying the mysteries of the human mind for the past fifteen years, and every day I’m more aware of how little I know and how much there is to learn.

			I’m a non-conformist, an anarchist when it comes to regular, mediocre ways, and I disagree with the way research is carried out and marketing is done in our day and age. I publically complain about academia because it’s frustrating for me to see young people studying marketing for four to six years. Most of the time, their parents make a huge effort to pay for their college tuition—and, sadly, as soon as they reach their first job, they realize that what they learned will be of little use when fending for themselves. Even worse, they see for themselves that they’ll have a hard time getting hired for the first time with the knowledge and experience they have.

			This book will doubtlessly create many fans and a few enemies. When you think differently and speak clearly, you’re always exposed to that. But you’ll see that this book’s objective is much nobler than you can imagine.

			I wish to speak transparently and directly, without any hidden agendas, about all the mistakes this generation of businesspeople, publicists and marketing executives has made, and hence contribute to a new form of marketing and innovation that will not only be healthier and more effective, but also more human and noble.

			Let me hasten to say that these concepts won’t be easy to digest. Unlearning the traditional method will be even more difficult, but you must open your minds, break a few paradigms and try to reprogram yourselves to welcome this new knowledge that will unquestionably make a difference in your careers and results.

			It must be said—this method would never have been created had I not been a non-conformist and full of curiosity regarding the human mind. I guarantee that, after reading We Are Blind, you will never see consumers and methods of research and innovation the same way again.
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			That’s why I welcome you in joining this new “blind to consumers” revolution.

			There’s only one principle for healing: accepting that you’re sick. In our case, we have to accept we’re in the wrong—yes, we’re sick and blind in our ways of seeing life and understanding the mysterious processes of the consumer’s mind.
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			This list sums up in-depth data research we carried out in the second quarter of 2011. I should explain that by “dead” I mean brands that aren’t in the market anymore. When I say “blind,” it’s because I have evidence that these businesses don’t know their consumers, or don’t connect with them. And when I say “zombie,” it’s because they’re still struggling out there, but as long as they’re not clear on how consumers process and think, they’re facing the impending risk of disappearing.

			“IT’S THE BEST POSSIBLE TIME TO BE ALIVE, WHEN ALMOST EVERYTHING YOU THOUGHT YOU KNEW IS WRONG.”

			—Tom Stoppard
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			“I don’t think that we did go blind, I think we are blind, Blind but seeing, Blind people who can see, but do not see.” 

			—José Saramago

			I think it’s hard to speak about oneself. I find it’s easier to say who I’m not so I can explain who I am. I’m not really an anthropologist; I’m not a scientist, nor do I belong to the social sciences. My grounding and experience are actually publicity-based. I’ve always liked and enjoyed communicating and trying to understand the human mind. My knowledge is based on having worked with hundreds of professionals and academics from different disciplines, as well as always being around extremely capable people in the world of anthropology, sociology and semiotics. I have been—and continue to be—an attentive student. If there’s something that characterizes me, it’s having the ability to learn quickly and absorb knowledge like a sponge.

			At the same time, though, I’m extremely pragmatic and objective. I focus on business; I consider myself to be an intuitive salesman, a scholar of methods for encrypting, communicating and selling in the most effective way. I like to investigate how to connect with people on an emotional level in order to conquer their hearts, therefore attaining openness and acceptance of the sales pitch and dialogue—all of this with the aim of letting consumers acquire the products and services they desire. Being an anthropologist would have limited my way of seeing things—an anthropologist’s social spirit never would have led me to understand that anthropology is also useful for generating sales processes. What would have become of my career had I studied neurology or biology? Not being a scientific specialist helps bring out the most valuable aspects of each specialty, in order to create a process of effective emotional connection. By not being a neuroscientist, but rather a pragmatist, you can be more effective and freer when creating a methodology that can interpret and seduce consumers. It lets you garner knowledge from these sciences for the matter that interests us—knowing how to really use them to conquer consumers.

			I’ll tell you a bit of the story about how this knowledge came about, as well as the inspiration for creating, promoting and leading this ambitious, transcendental philosophical and marketing movement.

			My parents aren’t American. They were simply doing their master’s degrees in San Francisco, where I was born. When I was eight we left the U.S., and after graduating from high school, my journey as a nomad began. Because of that, I’ve lived in different countries and learned from different cultures.

			All these experiences open your mind and help you discover there are many ways of seeing the world and doing things. It saddens me to know that there are so many Americans that have never gone past their borders and believe the best is where they are. How can you understand and buy if you don’t know what’s beyond? When you travel, you accept there is something beyond your frontiers.

			Also, with each country and culture I had an instinctive need for survival, so as to be socially accepted and able to coexist adequately in each environment. That’s how I grew up to be an extremely open person with very few taboos. That’s how I managed to be very happy in all of these countries and came to feel them my own. Living in five countries—and especially in the U.S.—gave me an opportunity for connecting with many subcultures. Living with people that were German, Mexican, Italian, Chinese and French was mind-opening. I understood the importance of knowing how to interpret cultural codes. It made me aware and intuitive, and made it possible for me to establish important friendships and long-term business relationships.
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			From a young age, when my dad would bring people home for lunch or dinner and would introduce them to us, I unconsciously began the process of reading each personality. Many of them were friends; some were future associates or business partners. Since I was very young I discovered I had the ability to read behaviors, gestures and body movements. I think I may have even had special abilities for interpreting which words they used and which they did not. I was surprised by my acute ability to interpret when it came to what people didn’t say but did feel. On several occasions I told my father not to associate with certain people, and he’d tell me I was too young. As time went by, what I had sensed—or had been able to read—simply happened. Yesterday it was an intuition; today I have a technique.

			It was all part of a game that later became the basis and raison d’être of a career that fills me with passion and satisfaction.

			I feel fortunate to have the capacity and sensitivity for reading and interpreting people’s behaviors and emotions. Today it’s a proven technique, and I feel the need to share it with the greatest number of people possible.

			AN ADVERTISER FROM CHILDHOOD

			I started in the world of advertising at the age of 11, when my cousin Tonsi was the candidate for school president. He noticed my skills and let me to make the signs and leaflets that we’d hand out at school. That was how a long career as a communicator, researcher, and publicist began, and I realized that the best way of connecting emotionally through communication isn’t as simple as expressing what you want or believe. The effective aim is to communicate what people wish to hear: that’s what this whole process is based on.

			I was an advertiser for many years and got to be a member of the Ogilvy & Mather family in the glory days of Shelley Lazarus. Handling important accounts and living through all these extreme experiences led me to conclude that the end result of communication and advertising isn’t just based on intuition or on what you believe something should be, but also on in-depth knowledge of consumers in order to offer them what they’re looking for—even if they don’t know what they want.

			My career began to turn towards research and strategic planning, rather than creativity. Alongside my business partner—who is incredibly creative, and whose roots lie in strategic planning—we began to really emphasize the importance of studying consumers in depth so as to understand their emotional needs. This was more important than winning advertising prizes for TV ads that were shocking or made people laugh rather than buy. In the early 90s, speaking of emotional advertising or emotional branding was a discourse that was understood by few and applied by even fewer.

			This generated a new conflict within us: we wanted financial  results for our clients. Handling investments worth millions of dollars in advertising—and not knowing what to tell clients when they asked if the campaign would work and be successful—was very risky and difficult. The higher the budgets, the greater the ethical conflict I felt. In the vast majority of cases there was no other choice than to say yes. But later, at the end of the day, as I lay my head on my pillow, I’d begin to think: what would happen if that were my money? Would I really be willing to do it? I realized it wasn’t as easy as saying: “Yes, it will work. Let’s go ahead with the investment.”

			We knew and had established that advertisers’ great intuition is the key to their success, but we felt there had to be a more scientific model for discovering and supporting how people think, why they say one thing and do another. That’s what would help us deliver results. 

			That’s when we decided as a group of advertisers and marketers to leave the industry and embark a long journey of discovery for interpreting the human mind. It was an incredibly long process—getting the method to work took much longer than I’d thought it would. It took us over eight years to yield stable results. 

			IT WAS IMPOSSIBLE WITH ONLY ONE SCIENCE

			First we learned from anthropology, then we went in search of professionals in psychology, and later we realized that the answer lay beyond the social sciences. There was a lot of useful knowledge in neurology. We knew we could find that information in the United States, and we began to gather different elements from the United States and other countries.

			During this process, we met many brilliant people from different specialties and professions. Our work wasn’t just about creating the method, but also convincing them to create it with long-term compensation, in order to take the best of social and biological sciences to interpret the human mind and conduct. And after several trials and errors, that’s what we achieved with the immeasurable collaboration of hundreds of people.
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			Many people ask me if the method always worked, and I like to be honest: it failed a lot. From the beginning, however, it went above and beyond mediocre focus groups. The interpretation model for the collective unconscious of the masses was a very complicated process—we needed it to have even more safety locks so we could guarantee a much more scientific, credible and effective result for businesses.

			The Mindcode method is over 12 years old. It improves each and every day, thanks to its constant use and its participation in new challenges and experiences throughout eight different countries.

			The method has always been open to proposals—our clients are great collaborators, for example.

			Mindcode is the product of the joint creation of over three hundred professionals in eight countries, from three social sciences and a biological one.
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			THIS BLASTED EGO… 
IT WON’T LET US ACCEPT IT

			Acknowledging this can be rough, but if we begin a genuine, candid analysis of our situation as marketers and advertisers as compared to other professionals, we’ll realize that we really are absolute champions when it comes to the quantity of constant mistakes and failures in our professional work.

			If we begin to compare our trade and industry with those of other professionals—such as airline pilots, doctors or civil engineers that build bridges and buildings, accountants or musicians—we’ll notice that we make more mistakes then they all do. We constantly fail to provide the results expected by our clients. That’s why so few long-term relationships are built.
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			It’s clear to me that our sector has also skyrocketed many enterprises and provided great support for their growth and success. However, our success is inconsistent and we keep on making many mistakes and investments that are a failure. In this industry, science and methodology have always been eyed with suspicion. Intuition and creativity are more valued. And let’s just say it—intuition has created great leaders and led them to become highly successful. Malcolm Gladwell says it in Blink: every leader is a leader because of his intuitive subconscious capacity for decision-making. Certainly, intuition has led great leaders and enterprises to success, but it has also led them to bankruptcy. Today, a strategy cannot only be based on a team’s intuition—there’s a lot of money at stake, and marketing and commercializing becomes increasingly difficult. Intuition must be founded on in-depth knowledge of the consumer’s mind and strategic planning that lets it become a reality so it can be more successful.
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			I left the advertising industry over 14 years ago, and now that I’m a coach for great companies and the top 10 advertising agencies, I’m surprised to see these international-level agencies working with the same techniques for the past twenty years. During this time, professionals have really focused on creating models and methods for interpreting consumers and covering the client’s subconscious demands.

			I don’t believe it’s all the advertisers’ fault. What’s more, I believe it’s the clients’ fault for not investing money and time in the process. Clients and advertisers are the keys to finding relevant information for the consumer.

			I constantly see that very important, million-dollar strategies of promotion, activation, publicity and communication are implemented without having the necessary information. All previous research processes carried out by advertising agency planners—if they have them—last no more than ten days to two weeks, and even from five to six days in the typical case. During these processes, researchers go out to walk, ask, interview and browse online, trying to garner knowledge about consumers in order to trigger a strategic creative process, usually with techniques that aren’t too deep and don’t have the time—and even less the budget—to attain something convincing. They do go out to see how things are working outside, however, and that’s better than doing nothing.

			I also think that in some cases, advertisers are to blame and are responsible, because they don’t demand that their clients devote the necessary time and attention to getting to know the consumer.

			We may have wonderful associates, allies and friends among advertisers; yet, in other cases, many of us researchers are looked at askew by them. Maybe they feel we’re a threat. It’s a way of protecting their business. Fortunately, more and more advertisers are understanding that getting to know other methods is worthwhile, that our methods in particular are aligned with their creative process—and that they’re useful for risking less.

			This prevailing need for achieving more sales and results and minimizing constant risks and failures has made clients hire research companies more frequently. Today, we can see great growth in the use of anthropological, ethnographic and neuromarketing capabilities that look for the insights and knowledge neccesary to align different activation and communications agents. But it can also happen that information isn’t received in the best possible way.

			Documents reach the hands of creatives; generally, they’re virtually forced to use this information—even if they don’t believe in it—to carry out the creative process. Many of them feel this limits creativity.

			I’ve heard creatives discredit research companies and the discoveries garnered over and over again, and it’s because of fear and mistaken paradigms. I simply see it like this:
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			“Anything new and different is usually uncomfortable, misunderstood 
and rejected.”

			Later in this book I’ll explain why it’s so important that people devoted to research, marketing, communications and advertising work jointly in the process of obtaining strategic information in order to generate the foundations of strategic planning for all business scenarios.

			Let’s face it, the conceptual communication development process hasn’t changed much today. All over the world, an advertising communications campaign for a big brand is very similar to how it was done ten or twenty years ago. I’m sure we’ve all been guilty of lacking inventiveness or being up-to-the-minute, and that’s why we’re complicit in the number of mistakes made and the money lost.

			WHAT IS THE METHOD MADE OF?

			From anthropology, we brought all this in-depth knowledge about what makes human beings transcendent or relevant—in other words, how we transcend through acts and processes.

			Today, anthropology and ethnography have achieved great spaces and credibility, especially in situations where it is necessary to interpret other cultures that are different from one’s own. For example, Intel studied Asians with anthropologists for years in order to innovate processors for those markets.

			Market anthropology studies human beings, what is relevant to them, their fears and traditions, in order to interpret their social and cultural constructs. It creates a key bridge between that which is relevant for humans’ lives, and brands, products and services.

			Psychology made it possible for us to understand why people feel what they feel, think what they think and do what they do.

			Hundreds of thousands of psychological models have been studied and proven to be the basis for the human mind’s modus operandi. Today, neuromarketing claims to know and discover many things that were actually discovered by great psychologists in the 1950s or 60s. For example, I firmly believe that in this second decade of the 21st century, we can state and prove that a psychologist knows more and can interpret things better than a state-of-the-art functional MRI can when used by a marketer. When it comes to emotional connections with products, contemporary psychologists are at least ten years ahead of neuromarketing. Today, however, we’re achieving a lot together.

			In the beginning, psychology was used for interpreting the consumer, particularly through projection exercises that are still valuable. 

			When human beings begin to interact with society and their tribes, however, their fears to social demands make them radically change their perceptions and meanings of things, and their responses to them.

			That’s why we decided to include sociological knowledge in our method, to understand that all decision-making has wide social influence.

			We later realized that there were many things that people wouldn’t say but did feel or think deep down. It was based on these things that the connection process or emotional relationship developed. So, we started to use psychoanalytical techniques to interpret human beings’ subconscious.

			AND THE JOURNEY DID NOT END THERE…

			We then discovered the power of the symbolic: We learned that human beings are the only species on the face of the Earth with symbolic capacity. That’s why we approached semiotics—the discipline that interprets signs and their structure, and the relationship between the signifier and the signified.

			But we still couldn’t interpret actions and reactions. Human behavior was still a mystery.

			That’s where we found big explanations for big hypotheses in biology and ethology. We became enthusiasts of biological readings and subconscious conducts. We invited experts in biology and ethologists that study animal behavior to be part of our team.

			Ethology (from the Greek ethos, ‘custom,’ and logos, ‘reasoning, study, science’) is the field of biology and experimental psychology that studies animal behavior in the wild or laboratory conditions, although they’re better known for their field studies. Scientists that study ethology are called ethologists. Ethology studies distinctive behavioral features within a specific group and how they evolve for its survival. The aim of ethology as a science is to study animal behavior, and human beings are also included in its field of study. This specialization is known as human ethology.

			We believe a biological stance is one of the best ways to answer questions about why we are the way we are. 

			Finally, we discovered neuroscience, which shows us how the brain and mind work—how the brain assimilates, interprets and reacts to stimuli, or why we’re so neurologically similar despite being so different from one culture to the next.

			Our task is to apply this fascinating science to the market’s latent needs. We didn’t invent anything; we simply integrated a method. There’s a huge difference between inventing and integrating. This method was created with an ability and sensitivy for gathering different techniques, sciences and models in order to interpret the subconscious-unconscious motive behind the product-emotion connection: the mystery of why there are things that people connect to, or don’t.

			We can’t rely on what people say but don’t do; we have to distance ourselves from what people say in order to interpret them better, and therefore better understand why and what makes a person become seduced by a stimulus, product or service, or connected to it.

			Our method promises the power of interpreting the consumer’s subconscious and unconscious meanings.

			This technique is also more effective and faster for obtaining information and knowledge.

			It’s quite frequent for the person we know as “the consumer” to not accept something because of prejudices—fearing that it won’t meet conscious, logical needs and requisites, or even emotional, illogical ones. That’s why this method has the power of interpreting the human mind in non-invasive ways, seeing the meaning and symbolism created over the years that makes someone connect to or disconnect from a promise of a product or service.
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			KEY PEOPLE

			The main pillar for this model is founded on the neuroscientific knowledge of Paul D. MacLean, who in 1952 explained that the brain is actually made of three interrelated brains. (We should note that this concept is now outdated—today, modern neuroscience explains with greater clarity that there are many more cerebral zones. The concept is practical, however, and valid for our case.)

			This was the first neuroscientific inspiration that Mindcode came across in the 90s for knowing how the brain works in decision-making processes. Further on, I’ll explain how the theory of the triune brain works.

			We also embraced the method and principles of psychoanalysis for studying the unconscious. We adopted
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