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A 2023 Emotional Intelligence Market study 
citing “heavy growth” of $49.93 billion USD by 
2027 exemplifies the extent to which mastering 
“EQ” versus IQ is taking brands to exciting new 
levels of success … and why not embracing EQ 
can result in extreme opportunity loss or, far 
worse, be an outright brand buster. This as to-
day’s highly discriminating and demanding fash-
ion marketplace is seemingly rife with substitut-
able solutions. Modern day savvy shoppers nearly 
always have alternate options—and they know it.
 
Although there is tremendous buzz advocating 
the power and e!cacy of emotional intelligence 
in modern fashion marketing and branding en-
deavors, there is little consistency and clarity on 
fundamental best practices and methodologies 
that can serve as a baseline catalyst. Fundamen-
tals that, when further honed and refined, can 
result in highly sophisticated and emotive brand 
building that wholly resonates with the intend-
ed audiences and compels them into the desired 
action.

As importantly, that same clarity is needed on 
things to avoid—pitfalls that can impede prog-
ress as a fashion brand seeks to engage and truly 
connect with the hearts and minds of their in-
tended audience—not just their wallets. Doing 
so breeds the kind of loyalty that can sustain con-
sumer relationships for a lifetime.

Below, Martha Marchesi, CEO of JK Design—a 
full-service creative agency with a powerhouse 
roster that includes Ti"any & Co., Johnson & 
Johnson, Philips, Priceline, Prudential, ADP and 
more—provides insights on five telltale signs 
that a fashion brand may lack emotional intelli-
gence and how to ensure EQ is employed e"ec-
tively in marketing strategies:
 
Lack of empathy in messaging: An emotional-
ly intelligent brand demonstrates empathy by un-
derstanding and addressing the emotions, con-
cerns, and needs of its customers. A brand that 
lacks empathy may come across as cold, indi"er-
ent or out-of-touch in its messaging, which often 
creates a disconnect between the brand and its 
audience. This can not only lead to a weakened 
brand image, but also outright customer dissatis-
faction. Egregious and extreme cases of brands 

being emotionally “tone deaf” can cause a brand 
to be publicly “flamed” on social media and else-
where. 

One great way to exhibit empathy in brand mes-
saging is by addressing common and specific 
customer pain points like that related to produc-
tivity, financial, processes and support. Another 
approach is to use storytelling that highlights 
relatable customer experiences like that related 
to cost savings, productivity, e!ciencies and cus-
tomer support. These types of tactics can create 
a more deeply engrained bond with the audi-
ence. It’s also imperative to ensure that empathy 
is conveyed in an authentic, believable way that 
will resonate with the intended audience. One 
easy way to achieve this is for public communica-
tions from company executives, or that represent 
the brand as a whole, to display vulnerability, 
which fosters relatability and trust. 

In the post-COVID marketplace, there has been 
a profound and pivotal cultural shift toward em-
pathy and engagement that is requiring business 
leaders, and companies at large, enhance these 
kinds of EQ skillsets to meet new expectations. 
Another e"ective method to demonstrate empa-
thy is to utilize genuine customer testimonials, 
stories and case studies that articulate those 
first-hand brand experiences.
 
One-size-fits-all communication: Emotionally 
intelligent brands tailor their messaging to dif-
ferent customer segments. Brands that rely on 
generic, cookie-cutter and impersonal communi-
cation might not resonate with, or address, their 
audience’s specific needs. EQ enlightened brands 
consider more targeted messaging. 

As one example, if your brand serves both young 
professionals and retirees, then entirely separate, 
targeted messaging and visuals for each of those 
groups is in order. But, try to dig deeper and 
discern what else beyond demographics makes 
those in your customer base distinct such that 
you can use language and imagery that will res-
onate on a more individual level. Of course, even 
before crafting audience-specific messaging, a 
brand must first wholly understand what makes 
each segment tick. What are their values? What 
inspires them to action? What notoriously upsets 

them? A fully formed profile of each customer 
category must be developed and continuously 
honed to ensure your brand’s messaging keeps 
pace with ever-evolving sensibilities and cultural 
shifts.
 
Overemphasis on features, not benefits: Emo-
tionally intelligent brands understand that cus-
tomers care more about the benefits of a prod-
uct or service—the WIIFM (what’s in it for me) 
factor—then its nuts and bolts features. Brands 
that focus too heavily on product attributes and 
technical specifications should shift their focus 
to how those features will improve customers’ 
lives. A great way to so this is by using clear and 
concise benefit statements like that related to a 
product’s usability, safety, environmental respon-
sibility, a"ordability, durability and more. 

Or, that a service will save you time, make you 
more e!cient and productive, enhance the qual-
ity of your work or make an experience more 
enjoyable. Cite as many user benefits as possi-
ble to make an unequivocal case as to why your 
solution is THE solution. Another tried and true 
approach is creating relatable use-case scenarios 
that detail how clients or customers have specifi-
cally benefitted by working with your brand. 

All the better if this use-case can include met-
rics data and analytics. Emotionally intelligent 
brands actively seek, value and actually utilize 
customer feedback in sustained e"orts to im-
prove their products and services, and fine-tune 
future messaging. Brands that dismiss or out-
right ignore customer feedback may struggle to 
develop a loyal customer base. Endeavor to prior-
itize incorporating customer insights into brand 
strategy. 
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