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How Behavioral Science Enables  
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Tell us 
where you 
are dialing 
in from!

What’s the weather 
like in your city?



Do you 
want this 
deck?

Global Ogilvy Website 

https://www.ogilvy.com/ideas

https://www.ogilvy.com/ideas
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A Walk Down 
Memory Lane
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1905
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1984
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2001
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It Wasn’t All 
Smooth Sailing…
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The Rise of Micro-
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Mass Marketing
Personalized
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MASS 
MARKETING

PERSONALIZED 
ADVERTISING



Meaningful  
1:1  

Marketing
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Shift from demographic
Behavioral marketing
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Behavioral Science
Cognitive Segmentation 



Cultural Cognition
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HIERARCHICAL

EGALITARIAN

INDIVIDUALIST COMMUNITARIAN

Source: Yale University Cultural Cognition Project

Believes community is 
most important, society is 
obliged to protect and lift 

those left behind. Open to 
change more than 
keeping tradition. 

Believes in strong leaders, 
clear social pecking order, 
free markets, low regulation  
and individual accountability. 
Respects law & order and 
tradition. 

Believes in traditional 
family and social values 

but places group interests 
as priority over that of 

individuals.

Believes in individual 
freedoms, competition and 
privacy without paternalistic 
oversight, hierarchy or 
subsidies.  Equal opportunity 
but not equal outcomes.



Personality Insights
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Big Five OCEAN 
Five universal human 
personality traits which help 
us understand what people 
care about, why they behave 
as they do, and what really 
drives decision-making. 

Openness– +

Conscient iousness– +

Extraversion– +

Agreeableness– +

Neurot ic ism– +

 Enjoy new experiences?

Prefer planning vs. impulse?

Like spending time with others?

Others’ needs before your own?

Tend to worry a lot?
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Segmentation ShiftGROWTH STRATEGY

Ogilvy Consulting 1*Water includes sparkling water and flavored water

CAFFEINE OR COFFEE SUBSTITUTE 
SAME SODA TASTE, WITH A  GUILT-FREE BOOST

REFRESH DIET COKE 
I LOVE MY DIET COKE AND I OWN IT

GLOBAL FLAVORED DRINK 
NEW TWIST IN FLAVOR, I WANT TO TASTE IT

HERBAL INFUSED DRINKS  
REFRESHING TASTE WITHOUT THE SIDE EFFECTS

FLAVORED SPARKLING DRINK 
AN UPLIFTING EXPERIENCE WITH SPARKLES

FLAVOR MIXERS  
NEW TWIST IN FLAVOR, I WANT TO TASTE IT

 C
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Segmentation Shift

Beautycounter  |  Recognition Innovation Hack 1

An Overview of Our Consultants

Personality 
• Highly Extraverted – more than general population and rises with BC title 
• More Agreeable than general population 
• More Open to Experience than general population and rises with title 
• More easily stressed out than general pop. Not as calm or laid back. 
• Takeaway: Very outgoing, conversation starters, fun, friendly, like to try 

new things, but can get stressed out and not laid back.

Worldview 
• Surprisingly Individualistic (and Libertarian) as opposed to being strongly 

Communitarian. They don’t want government intervention--with one notable 
exception: most agreed with the statement: “Sometimes the government 
needs to make laws that keep people from hurting themselves.”  About two-
thirds are Egalitarian. However at the Managing Director level, 34% are arch 
business types (Hierarchical Individualists) and 43% are diametrically 
opposed (Communitarian-Egalitarian). This is a surprising split as these two 
groups have little in common in Worldviews.  

• Takeaway: appeal to their egalitarian view but they are not rabid progressives.  

Self Descriptions 
• Stylish, well-dressed 
• Stand up for what they 

believe in 
• Intelligent 
• Helpful 
• Full of ideas 

Their Top Issues 
• Environmental conservation 
• Organic farming 
• Climate change 
• Ocean Sustainability 
• Pollution 
• (Least important = 

vegetarianism; LGBT; age 
discrimination)

Risk & Business 
• Most rated their own 

business skills as beginner 
or advanced beginner. Few 
described themselves as 
“entrepreneur.” Yet they all 
tested for high risk 
tolerance rising steeply 
with titles.

Interests 
• Travel 
• Entertain friends & family 
• Exercise 
• Music 
• Reading

Self Descriptions 
• Super concerned about 

social signaling—they want 
people to know what they 
do and where they stand on 
key issues.  They consider 
themselves brand activists, 
protesting or boycotting 
non-green brands.

Best Ambassadors
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Segmentation Shift

Beautycounter  |  Recognition Innovation Hack 2

World Views (Cultural Cognition): Conflicting Managing Directors

Examining the World Views 
of Managing Directors 

Amongst Managing Directors, a 
significant portion are Hierarchical-
Individualists (traditional business 
and free markets worldview). 

Just over half are Egalitarian and  a 
strong split toward toward 
Communitarian.  This is odd in that 
the Hierarchical-Individualists 
(upper left) and the Egalitarian-
Communitarians have nothing in 
shared world views.  

So it appears there are two MD 
tribes. note the sample is small.

Hierarchical

Egalitarian

CommunitarianIndividualist

43%

Believes in strong leaders, clear 
social pecking order, free markets, 

low regulation, and individual 
accountability. Respects law and 

order and tradition.

Believes community is most 
important, society is obliged to 

protect and lift those behind. 
Open to change more than 

keeping tradition.

Source: Yale University Cultural Cognition Project

34%
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Segmentation Shift

Beautycounter  |  Recognition Innovation Hack 3

What Does the Beautycounter Personality Tell Us About Recognition & Incentives?

Openness

Conscientiousness

Extraversion

Agreeableness

Neuroticism

Figure 6. An Overview of the 
Personality Trait Profile

• Beautycounter people are fairly high in 
Openness to Experience. They like 
discovering and trying new things.  

• Beautycounter people are very high in 
Extraversion. They crave being with 
others and in the limelight. 

• Beautycounter people are not as laid back 
and report they can get stressed out. But 
they are not overly moody or anxious.

Rewarding This  
Personality Trait Profile 

Discover new products, places, 
music, cuisine and experiences
—together. Learn to handle 
stress with others. 



How do you 
influence these 
segments in 
today’s world?
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Elements Needed to 
Drive Behavioral Change
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1. Credibility  
2. Legitimacy  
3. Strategic Complementary  
4. Emotional Contagion 
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Tribal Affinity 
& Strong Ties
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Dad of newborn 
Favorite Band: ARIZONA 
Favorite Food: Pho 
Diehard NY Jets Fan
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How can you 
leverage strong 
ties and bring 
credibility and 
legitimacy at 
scale?

Critical 
Points of 
Influence



The Power  
of Influence
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Influencer:  
Changing the Focus

Social 
Innovation

Influencer 
Strategy
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InfluencerBrand 

Influenced

Influenced

Influenced

Influencer:  
The Journey
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Influencer:  
Social Innovation 
Thinks About the 
Whole Network 
as a Team 



Brand voice  
is shrinking
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According to Google 
Think, millennials use 
more than 10 different 
sources of information 
each time they make a 
purchasing decision. 
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BRAND VOICE SHRINKING

Influencers are on the Rise
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Lindsay
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Johnny 
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Locating 
Influencers  
To Match



Millions of influencers
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AI tracks influencers based on the content they promote 

If they go from Hierarchical-Individualist to 
Communitarian-Egalitarian over time, the AI can sense 
that and classify appropriately  

Dynamic matching



Locating The Influencers
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• Demographics 
• Engagement Rate 
• % of sponsored content 
• Psychographics

Who The  
Influencer Is:

Who Their  
Audience Is:

What They  
Are Talking About

• Demographics 
• Psychographics 
• Brand affinities 

• Imagery 
• Copy 



Matching Content Types To Audience
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Up To 400% Greater Response Rate
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Beyond The Feed  
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Beyond The Feed  
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Which social media 
platforms are you 
planning to use for 
influencer marketing?

2020

2021
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Many Different Platforms 
Influence Takes Place



A new era in 
influencer 
marketing
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Types Of Influence By Worldview
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HIERARCHICAL

EGALITARIAN

INDIVIDUALIST COMMUNITARIAN

Community 
Influencer

Corporate  
Influencer

Entrepreneur  
Influencer

Environmental 
Influencer



New Lip Balm From A Legacy Company
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HIERARCHICAL

EGALITARIAN

INDIVIDUALIST COMMUNITARIAN

Recyclable 
packaging

Companies say this 
product is the best

Experts say this 
product is the best

Customized flavors 
and shades



Proven 
Results
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Three Olives

49



Foster Farms
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Beauty brand
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Sprits Brand 



QSR Brand
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5 Key 
Takeaways
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Use Cognitive 
Segmentation to 
Define Your Dynamic 
Audience Segments

1.
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Locate the 
Influencers Able to 
Connect with Your 
Dynamic Audiences

2.
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Empower those Selected 
Influencers to Create 
Authentic Content3.
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Repurpose Influencer 
Content Across the 
Entire Marketing Mix4.
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Measure True Impact and 
Learn from Insights5.



Questions?



Thank you.


