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Brands are wonderful phenomena. 
Located in our brain, they evoke 
all kinds of associations. These 
can be functional, describing the 
product category or quality. But 
also emotional, like feelings and 
values people experience when 
using the brand. Some brands are 
able to touch us. They just ‘feel’ 
good. We may even love them, 
although it is often hard to explain 
why. They have more ‘brand 
appeal’. Despite a substantive 
amount of research, limited insight 
exists into the way brands touch 
us and ignite our desire.

In 2006, Kim Cramer, PhD and Alexander Koene of 
BR-ND, in cooperation with market research company 
Metrixlab, started a scientific research on brand appeal. 
An extensive project, consisting of a literature study, 
the development of a measuring instrument, two pilot 
studies, and a large quantitative study. More than 8000 
Dutch respondents profiled over 195 brands in 23 
product categories. The central research question: ‘Why 
do some brands simply feel better than others?’.  

23plusone
The degree in which brands feel good (brand appeal) 
has to do with fundamental human drives, the things 
people find important life.  

An extensive literature study revealed that there 
are twenty-four (23plusone) fundamental human 
drives, like loyalty, status, and sexuality. When they 
are triggered, we experience a pleasant feeling of 
wellbeing or happiness. 

Every human being has all twenty-four drives. 
However, the degree in which drives are important is 
context dependent. What is very important to someone 
may be less important to someone else. And what is 
important today may not be very important tomorrow. 

The twenty-four drives can be divided into five 
groups: Vitality, Attraction, Self-development, 
Ambition and Basics.  

Results
The better 1 a brand touches the twenty-four 
fundamental human drives, the higher the brand 
appeal

The better a brand simultaneously triggers drives 
from the five groups (Vitality, Attraction, Self-
development, Ambition and Basics), the higher the 
brand appeal.

1 ’Better’ is indicated by the degree in which each drive is triggered by a brand, 
scored on a 5-point Likert scale.

The short 
version
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Overall, drives from the groups Vitality (Health and 
Sportive) and Attraction (Beauty and Sexuality) have 
the highest relative impact on brand appeal.

Brands which trigger ‘unexpected’ drives, deviating 
from category conformity, increase in brand appeal.

There are no universal mixing rules. The most 
effective ‘drive cocktail’ is category-dependent.   

Brand awareness (the degree in which a person 
knows the brand), brand expectations (the degree in 
which a person knows what to expect from the brand) 
and 23plusone are intertwined concepts influencing 
brand appeal.

Brand appeal is a sound marker of brand preference.

There are few truly appealing brands which exceed 
their category.

Conclusion
Besides being known and fulfilling expectations, brands 
have to make a conscious choice which drives they want 
to touch. The choice does not involve just one drive; the 
most appealing brands touch many drives, which do not 
always seem to fit logically. Due to such a paradoxical 
mix of drives, brands with tension arise. The right 
tension contributes to a higher brand appeal.  

The brands with the highest brand appeal  

The brands with the lowest brand appeal 

Top 10
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Creating appealing brands involves 
a fundamental understanding of 
the variables that explain brand 
appeal. In a large scale scientific 
study by Kim Cramer, PhD and 
Alexander Koene, both co-owners 
of BR-ND, it was investigated why 
some brands are better able to 
touch people than other brands. 
The study, called ‘23plusone’, was 
kicked off in 2006. Results indicate 
that brand appeal has everything 
to do with fundamental human 
drives. Brands that touch certain 
combinations of those drives are 
highly seductive. Knowledge about 
the relationship between brand 
appeal and emotional responses 
significantly improves strategic 
brand development.

Despite a substantive amount of research, limited insight 
exists into the way brands are able to touch us and ignite 
our desire. It is known that brand preference is related 
to factors like positioning, price perception, availability, 
social influences and personal involvement. However, 
why some brands simply ‘have it’, and others do not, is 
not yet clearly understood. 

In branding theory, authors often refer to three basic 
functions of brands. First, and most obviously, brands 
help us recognize things. Brands function as virtual 
sign posts in our brain; they flag the type of product or 
service. We know, for example, that Nike and Adidas are 
lifestyle sporting goods, and that Coca Cola and Sprite 
are beverages. Second, brands steer our expectations. 
We assume that branded products and services offer 
a consistent experience. For example, we expect 
McDonalds to offer the same quality and service all 
around the world, and that Starbucks coffee tastes the 
same in every outlet. Third, brands evoke emotional 
responses.  For example, Rolex triggers associations 
related to status and ambition and Swatch to fun and 
creativity. It is this third function of brands, the capacity 
to evoke emotional responses, which is further examined 
in our study. Ironically, this function that is least known 
about, presents the single, most powerful way to 
relevantly distinguish a brand from the competition. 

In the practice of branding, things like status and 
creativity are often referred to as brand values. Such 
brand values are mostly intuitively and to some extent 
randomly chosen by brand managers and their advisors, 
simply because they somehow seem to fit. Our view 
is that brands do not have values. Brands only exist in 
our brain, as this is where our experiences with them 
have created a network of both emotional and functional 
associations. 

What brands can do is touch the things people find 
important in their lives. Human emotions, motivations, 
and aspirations - also called drive domains - are the 
foundation upon which thought processes, decisions 
and actions are based. Decision making about brands 
centers on one question: how will this make me feel? 
Consequently we should not concentrate on so-called 

The full 
story

Theory and 
assumptions
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Figure 1 overview of drive domains as strategies for contentment (See Appendix 1 for an exploded view)

brand values, but on emotional domains that are 
activated by a brand. It is not just about what the brand 
represents (e.g. sexiness), but about what is internalized 
as a desired feeling linked to the brand (feeling sexy 
when using it). Our hypotheses are based on this 
thinking. First of all, we assumed that brands that better 
trigger drive domains are more appealing.

An extensive literature study was conducted to identify 
human drives. After all, this assumption brings about 
the question: what are human drives? We define human 
drives as the things that people find important in life. 
Therefore, we investigated literature in the fields 
of philosophy, psychology, sociology, biology, and 
neurology, and specifically examined studies that have 
attempted to list human motivations, drives, aspirations, 
urges, emotions and feelings. 

Comparing the outcomes of these studies, we listed 
unique as well as overlapping drives. We then integrated 
the overlapping drives and developed a new list of 
human drives which we presented to scientific experts in 
the fields of branding, emotions, and human values. This 
led to a framework of twenty-four drive domains (Figure 

1 or Appendix 1 for an exploded view). All of these drive 
domains are to a certain degree important for all human 
beings. They must be seen as coping strategies enabling 
people to pursue an integrated approach in order to a) 
secure the species by reproduction b) minimize feelings 
of inferiority and c) maximize feelings of satisfaction. 

Interrelated, these strategies ultimately lead to an 
individually perceived degree of contentment. Drives 
are relatively stable, but depending on the context, 
the relative importance of drives can differ between 
individuals and within individuals over time.

It was our assumption that highly appealing brands 
have a drive profile based on a specific combination of 
drives (‘drive cocktails’). Such brands often combine 
unexpected drives that don’t seem to fit with the 
category or with each other. Think of Apple introducing 
creativity, fun, and esthetics in the computer category. 
Brand appeal increases if brands trigger brand-specific 
drives additional to category drives. Also, think of Volvo 
successfully combining drives as different as family care 
and status. Brand appeal increases if brands trigger drives 
from different groups of drive domains. 
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‘Brands are 
wonderful 
phenomena. 
In some way, 
they are able to touch 
you. You may even 
love them. Often, it 
is hard to explain 
why. Some brands 
just ‘feel’ better than 
others. They have 
more ‘brand appeal’.

The 23plusone study consists of a literature study, 
development of a measuring instrument, two pilot 
studies, and a large scale quantitative study. 

Creation & validation of a measuring 
instrument
From the literature study we learned that there are 
twenty-four drive domains, each representing a world 
of associations. For example, the drive domain ‘safety’ 
activates associations like risk-averse, protected, and 
careful. 

To measure the drive profiles of brands and people, 
the framework of twenty-four drive domains had to be 
translated into a useable research tool. Since people are 
often not aware of what they find important, and find it 
hard to think and talk about it, we visualized the drive 
domains by creating twenty-four visual-verbal stimuli 
(Figure 2). Visual information is processed more easily, 
more rapidly, and less rationally. 

These stimuli, each consisting of four pictures and two 
words, represent the world of emotions, motivations 
and values behind the drive domains. In order to make 
sure that correct associations are being triggered, the 
stimuli were validated extensively*. First, we asked 
twenty experts (people who work with text and/or 
visuals on a daily basis, like copywriters, architects, and 
designers) to judge the stimuli. They judged the visuals, 
then the words and finally the combination of visuals 
and words, by giving their associations with the stimuli 
and offering suggestions for improvement. Second, after 
improvement of the stimuli on the basis of the experts’ 
judgments, we asked thirty-two non-experts to freely 
associate on the basis of the visuals (without the words). 

The associations given were highly in line with the 
desired associations. We also asked respondents to 
match the twenty-four visuals with the twenty-four 
word-pairs. This assignment was done almost perfectly  
( >90% match). 

 * ’With the help of market research company Ferro Explore!

Method
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After improving the stimuli and checking them once more 
in a smaller setting, version 1.0 of the stimuli (referred to 
as ‘drivograms’) was finalized. 

After using the drivograms during the first pilot study, 
alterations were made to calibrate the stimuli so that 
there was no unrealistic imbalance between them. For 
example, the drivogram representing the drive domain 
‘power’ was adjusted by replacing the words ‘power’ and 
‘dominance’ with ‘influence’ and ‘leadership’ to prevent 
too strong associations with suppression. Version 2.0 
of the drivograms (see Figure 2 and Appendix 2) was 
successfully used in the second pilot and the large scale 
study.

 Figure 2 23plusone drivograms

Both the two pilot studies and the large scale study were 
quantitative online questionnaires. Respondents were 
asked to indicate which and how strongly drive domains 
were triggered by brands in various product categories. 
Each respondent profiled a maximum of three brands 
from one category, and the category itself. Respondents 
were also asked to what degree they found the brands 
appealing. Further, they were asked what they found 
important in life, by indicating the level of importance for 
each of the drive domains. 

In the first pilot study, eighteen brands in two product 
categories (Coffee and Fashion) were investigated 
(n=2203). Brand, category and personal profiles were 
measured by scoring all twenty-four drivograms on a 
5-point Likert scale. The results confirmed the usability 
of the measuring instrument, although some adjustments 
to the drivograms were required. Also, questions were 
raised about the best way to measure the independent 
variable brand appeal, and control variables ‘brand 
awareness’, ‘brand expectations’, and ‘brand preference’. 

The second pilot study (8 Telecom brands, n=956) 
confirmed the improvement of the drivograms. To test 
another measurement type for the brand profiles, the 
‘maxdif method’ was introduced as alternative to the 
5-point Likert scale. After assessing the alternatives, we 
chose the 5-point Likert scale to continue our research 
with. Although it took a bit more time, it was more 
consistent with the other measurements. Furthermore, 
data from this method were easier processed in 
statistical analyses. The second pilot study also helped 
us define the measurement of the variables brand 
appeal, brand awareness, brand expectations, and brand 
preference. For an overview of the final measures, see 
Appendix 3.
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Analysis showed that, indeed, 
brand appeal has much to do 
with touching the fundamental 
human drives. Our assumptions 
on combining certain drives were 
confirmed as well. Through factor 
analysis, we learned that there are 
five groups of drives. Combined 
in the ‘right way’, drives from 
different group give a boost to 
brand appeal. Furthermore, results 
showed that the influence of brand 
awareness, brand expectations 
and the 23plusone drives on brand 
appeal is intertwined. 

The better a brand touches the fundamental 
human drives, the higher the brand appeal. 
Statistical analysis has revealed that there is a significant 
correlation between the degree of declared brand appeal 
and the sum of means of the 23plusone drive profile. In 
short, the more and stronger the 23plusone drives are 
touched, the higher the emotional appeal of the brand. 

The 23plusone drives are categorized in 
five groups.
Factor analyses on the 23plusone drives measured for 
people, categories, and brands, showed a stable solution 
into five groups. These are Basics, Vitality, Attraction, 
Self-development, and Ambition, some groups containing 
more drives than others (see Figure 3 or Appendix 
5). Basics stands for the essential things in life, like 
safety, structure, care, and connection. Vitality stands 
for health and physical fitness. Attraction for sexuality 

and esthetics. Self-development and Ambition seem to 
be closely related conceptually. The difference lies in 
being intrinsically driven to progress (Self-development) 
versus being driven to progress for recognition from the 
world around you (Ambition). 

The better a brand simultaneously triggers 
drives from the five groups the higher the 
brand appeal.

This is a promising new insight as it confirms that 
brands with a ‘full’ drive profile, tapping into the wide 
scope of human drives, are more appealing than brands 
with a ‘narrow’ drive profile. For example, the Audi 
brand triggers drives from all groups. It is the most 
appealing car brand in our research (BAP score 3.22), 
outperforming the other car brands on half of the 
twenty-four drives. One of the least appealing brands in 
our research, Dutch insurance company Zilveren Kruis 
Achmea (BAP score 1.99), only triggers drives from 
two groups: Basics and Ambition. For an overview of 
the top and bottom ten of appealing brands, see figure 
4 (for the full list of 195 brands, see Appendix 4). While 
conventional brand positioning thinking promotes clear 
coherent choices with focus on relevant single-minded 
concepts, the 23plusone research promotes positioning 
routes which combine various concepts and trigger 
multidimensional feelings. Think the genius of ‘and’ 
instead of ‘either or’. 

Results

Figure 3 The 23plusone drives categorized into five groups  
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Overall, drives from the groups Vitality and 
Attraction have the highest effect on brand 
appeal. 

Statistical analysis to understand which of the five 
groups have the strongest effect revealed that Vitality 
and Attraction significantly drive brand appeal. At an 
aggregate level this is true. However, in certain specific 
categories this conclusion does not necessarily hold. 
Interestingly, from all five groups, these two have the 
most obvious link with reproduction of the species. Is it 
indeed true that humans are pre-wired to be tempted by 
the perspective of being potent and sexually attractive? 

Brands which trigger unexpected drives, 
deviating from category conformity, 
increase in brand appeal. 
Brands which succeed in outperforming drives related to 
their specific category combined with drives not related 
to the category are more appealing. They combine 
category generic drives with brand specific drives. 
According to our results, such a ‘tension’ between the 
category generic and brand specific drives is desirable. 
For example, the skincare category triggers drives 
related to protection and beauty. The Dove brand scores 
very well on these category generic drives, while at the 

same time it triggers drives related to social connection 
and loyalty. The unexpected combination gives a boost 
to Dove’s brand appeal. Think again of the Audi brand, 
outperforming the other car brands on many drives. 
While Audi scores highest on the category generic 
drives, more than half of the ‘outperformance’ drives are 
not related to the car category (see Figure 5 or Appendix 
5). And think again of Zilveren Kruis | Achmea. The brand 
does not outperform on any of the twenty-four drives 
and does not trigger any brand specific associations. 
It is not unique and not notable at all (see Figure 6 or 
Appendix 5). 

Figure 6 Zilveren Kruis | Achmea’s non-appealing 23plusone profile: tapping from two of the five 
groups without any brand specific drive.

Figure 5 Audi’s highly appealing 23plusone profile: tapping from the five groups with a 
combination of category generic and brand specific drives.  

 Figure 4 Top ten and bottom ten of appealing brands in the Netherlands.
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There are no universal mixing rules. 
The most effective drive cocktail is category dependent. 
Although drives from the groups Vitality and Attraction 
have in general the highest appeal boost, we have 
not discovered universal mixing rules which apply 
across all categories. In each category, specific mixing 
rules seem to drive appeal. Thorough understanding 
and identification of the category generic drives in 
combination with relevant and credible brand specific 
drives is essential for creating highly appealing drive 
cocktails. 

Brand awareness (degree in which 
the person knows the brand), Brand 
expectations (degree in which a person 
knows what to expect from a brand) 
and 23plusone are intertwined concepts 
influencing brand appeal. 
Statistical analysis has indicated significant relations 
between three concepts related to branding (BAW, BEX 
and 23plusone), each influencing each other and in 
conjunction driving overall brand appeal (see Figure 7). 
The higher the Brand awareness (saliency) the higher 
the scores on 23plusone and Brand expectations. Brand 
expectations are defined as the conscious associations 
related to the basic functions of a brand such as 
quality, reliability, price-quality ratio and service-
level perception. Brands with high scores on all three 
concepts have the highest brand appeal. 

Brand appeal is a sound marker of brand 
preference

There is a significant positive relation between brand 
appeal and brand preference. As brand preference (and 
in the end sales) is the objective brand builders are 
aiming for, this confirms our believe that brand appeal 
is a valuable concept for measuring and building brands. 
Of course, many operational factors beyond the control 
of branding can still be of influence (such as distribution, 
out-of-stocks, competitive promotions, discounts, etc.) in 
winning the ultimate favor of the customer.       

There are few truly appealing brands which 
exceed their category

In our studies we discovered that most brands trigger 
drives related to the category they belong to. Only 
few brands succeed in combining category generic 
drives and brand specific drives. A beautiful example 
is Singapore Airlines, the most appealing airline. While 
most airlines trigger typical category drives like safety, 
order, and innovation, Singapore Airlines adds sexuality, 
individuality, esthetics, and care. In many categories 
however (financials, dairy, candies, et cetera), it appears 
that brands have not yet been able to break away from 
category conventions.

BAP 
Brand appeal

 

BAW 
Brand awareness 

BEX 
Brand expectations

 

 
Human drives

 

Figure 7  Brand appeal as dependent variable of Brand Awareness, Brand Expectations and 
23plusone
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Next to being known and meeting instrumental 
expectations, brand management needs to make 
conscious choices which fundamental human drives their 
branding activities will target. This choice is not limited 
to one ‘central’ drive, but should always be a combination 
of drives. The task is to identify a pallet of drives which 
in combination cause an interesting tension. Once these 
drives have been identified, the challenge is to activate 
these drives in the human brain by orchestrated branding 
activities. Not every activity will be able to activate all 
drives simultaneously. But over time it is important to 
trigger a broad spectrum of emotional drives.  

An interesting question is how the findings of 23plusone 
relate to conventional positioning thinking. Ries and 
Trout, founders of strategic positioning, have advocated 
clear choices for a focused and defendable position in 
the brain. Historically, the top three brands in a category 
occupy market share in a ratio of 4:2:1. That is, the 
number one brand has twice the market share of number 
two, which has twice the market share of number three. 
They argue that the success of a brand is not due to 
the marketing acumen of the company itself, but rather, 
due to the fact that the brand was first in the category. 
Hence, creating a ‘new’ category in the brain of your 
customer is generally accepted as essential for brand 
success. In our view, this line of thinking still holds 
true and particularly supports clear choices on brand 
expectations. In addition, a different approach is required 
for 23plusone. While sharp direction is essential to enter 
the rational brain, in order to enter the heart, the full 
richness of the human drive spectrum needs  
to be touched.

Are we done?

No. Our scientific search for a more profound 
understanding of the way brands touch us continues. 
New and better ways to effectively measure brand 
appeal are being developed and validated as we 
speak. As the phenomenon of brand appeal has to 
do with unconscious processes in the brain, we are 
experimenting with implicit measurement methods like 
IAT (Implicit Association Test). Also, questions regarding 
the relationship between brand appeal and specific target 
groups are being investigated. Is there a match between 
what people find particularly important in life and the 
drives triggered by brands they find appealing? And 
finally, we always keep looking for theory and empirical 
research done elsewhere that can help refine our 
thinking on how to measure and build brand appeal. 

Curious to find out the things you find most 
important in your life? And how this relates 
to other people? Create your personal 
23plusone profile on www.23plusone.info.

Afterthought 
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Appendix 1
Exploded view of drive domains as 
strategies for contentment  
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Figure 1 exploded view of drive domains as strategies for contentment



14

Appendix 2
23plusone drivograms



15

Measures
23plusone personal profile	
5-point scale (drag & drop 23plusone drivograms): 
‘Neutral’ – ‘Very important’ 

23plusone brand profile	
5-point scale (drag & drop 23plusone drivograms): ‘Does 
not fit at all’ – ‘Fits very well’  

23plusone category profile	
5-point scale (drag & drop 23plusone drivograms): ‘Very 
unimportant’ – ‘Very important’ 

Brand preference		   
5-point scale: ‘This brand has my preference’

Brand awareness	  
3-point scale: ‘I don’t know this brand’, ‘I know this brand 
by name’, ‘I know this brand well’

Brand expectations		   
5-point scale: ‘I know what to expect from this brand’

Brand appeal			    
5 point scale: ‘I really love this brand’ 
5 point scale: ‘There are moments that I really long for 
this brand’

Appendix 3
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Brand Appeal ranking (filtered for category 
effects)
1	 Coca Cola

2	 Unox

3	 Singapore Airlines

4	 Nokia

5	 Audi

6	 Zwitsal

7	 M&Ms

8	 Chanel

9	 Corona

10	 Volvo

11	 Bang&Olufsen

12	 Appelsientje

13	 Gucci

14	 HTC

15	 Clinique

16	 Grolsch

17	 Nivea

18	 Shiseido

19	 Dove

20	 BMW

21	 Hugo Boss

22	 Starbucks

23	 Volkswagen

24	 Douwe Egberts

25	 Senseo

26	 Sensodyne

27	 Rabobank

28	 Monsterboard.nl

29	 Postbank

30	 Heineken

31	 KLM

32	 Breitling

33	 Samsung

34	 Breil

35	 Hi

36	 Porsche

37	 Philips

38	 McDonalds

39	 Gauloises

40	 Innocent

41	 Ferrari

42	 Apple

43	 KPN

44	 Nike

45	 Interpolis

46	 Kent

47	 Rolex

48	 Prada

49	 RVS

50	 Transavia

51	 Mexx

52	 La Place

53	 Saab

54	 Diesel

55	 Jupiler

56	 Coolbest

57	 Bounty

Appendix 4
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58	 Tissot

59	 T-Mobile

60	 Vodafone

61	 Toyota

62	 Mona

63	 Randstad

64	 Adidas

65	 Baume & Mercier

66	 Parodontax

67	 Aquafresh

68	 Marlboro

69	 Campina

70	 Grand’Italia

71	 Nespresso

72	 ING

73	 Mars

74	 Sony

75	 Swatch

76	 Venco

77	 Tag Heuer

78	 Adecco

79	 Puma

80	 Citizen

81	 H&M

82	 XS4ALL

83	 Optimel

84	 Tempo-Team

85	 Lucky Strike

86	 NorthWest Airlines

87	 Prodent

88	 iPhone

89	 Honig

90	 Omega

91	 KFC

92	 Delta Lloyd

93	 ABN-AMRO

94	 Bertolli

95	 Aegon

96	 Camel

97	 Sony Ericsson

98	 AdeZ

99	 ZwitserLeven

100	 Achmea

101	 Lancome

102	 Twix

103	 Peugeot

104	 Dommelsch

105	 Samsung

106	 Domino’s

107	 Sportlife

108	 Amstel

109	 Meridol

110	 FEBO

111	 Knorr

112	 Landrover

113	 Vifit

114	 Van Lanschot Bankiers

115	 Manpower
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116	 Chesterfield

117	 Zendium

118	 Dubbel Fris

119	 Mercedes-Benz

120	 Bourjois

121	 Friesche Vlag

122	 Robeco

123	 Pioneer

124	 Burger King

125	 Kellogg’s

126	 Danone

127	 Maggi

128	 MAC

129	 Centraal Beheer

130	 UPC

131	 Asics

132	 Levi’s

133	 Unique

134	 JVC

135	 Schweppes

136	 Ford

137	 Heinz

138	 Air France

139	 Pall Mall

140	 Ryanair

141	 Agis

142	 RedBand

143	 Telfort

144	 Elmex

145	 Dunhill

146	 Citroen

147	 Reaal

148	 Kinder

149	 Ziggo

150	 Content

151	 Natusan

152	 Lavazza

153	 Rimmel

154	 Yacht

155	 Colgate

156	 Orange

157	 FBTO

158	 Reebok

159	 FlikFlak

160	 Renault

161	 Sanex

162	 Pizza Hut

163	 Alfa Romeo

164	 Silvo

165	 MaxFactor

166	 Unicura

167	 biodermal

168	 Fortis

169	 Lufthansa

170	 WE

171	 Philip Morris

172	 Virgin Atlantic

173	 Haribo
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174	 Bavaria

175	 Casio

176	 Lexus

177	 Tropicana

178	 EasyJet

179	 RedBull

180	 Max Havelaer

181	 C&A

182	 Seat

183	 Loewe

184	 Blackberry

185	 Illy

186	 LG

187	 Zilveren Kruis Achmea

188	 Segafredo

189	 Pepsi

190	 Vedior

191	 Sprite

192	 Skoda

193	 Motorola

194	 G-shock

195	 Oranjeboom
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Appendix 5
The 23plusone drives categorized into five 
groups  

Figure 3 The 23plusone drives categorized into five groups  
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Figure 6 Zilveren Kruis | Achmea’s non-appealing 23plusone profile: tapping from two of the five 
groups without any brand specific drive.

Figure 5 Audi’s highly appealing 23plusone profile: tapping from the five groups with a 
combination of category generic and brand specific drives.  
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Curious to find out the things you find most 
important in your life? And how this relates to other 
people? Create your personal 23plusone profile on 
www.23plusone.info.

For more information about 23plusone, contact the 
authors:

kim.cramer@br-nd.com, +31(0)622973804

alexander.koene@br-nd.com, +31(0)653801287

Follow 23plusone on twitter:

twitter.com/23plusone

For more information on BR-ND, check the website:

www.br-nd.com

Or contact: 

info@br-nd.com, +31(0)356251010

Follow BR-ND on twitter:

twitter.com/br_nd
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