Tyra Takes on Oprah
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mericans are people who

know what they want. But

according to Clocaire Rapaille,

a French expat with a PhDD in

medical anthropology, our
modus operandi is completely uncon-
saous. In his book The Culture Codle: An
Ingenions Wity to Understand Why People
Arovendd the World Live and Buy as They Do
{Broadway Books), the controversial
author says a cockeail of biology and
socicty—the "culture code”—dicrares
everything from our sexual palate to our
aeszhetic inclinatons. Rapaille, who counts 50 of the Fortune 100
companics as chients, helped U'Oréal overbul its marketing strat-
egy by studying intemational cues for seduction. Turns our we
unknowingly tip off men as w our reproductive apeitude.
Thoughr high heels were merely the perfect accessory? Think
again, —RACHEL HOLTZMAN

ELLE: You've siid seduction is a game—any way to win beyond
coyly barting our eyelashes?

CLOTAIRE RAPAILLE: Yes, it's to presend you don't wane to be
seduceive. Acconding 1o my rescarch, you want to have an allure, but
not 100 miuch, becase Amenca is 2 pusitin culnure, Have a dassic
way of dressing that it 300 vulggar o sophisticated, ocherwise men
gt the wrong message. The pattemn of behavior is for women 1o
anract men, bur also to make them feel comfortable, w show thar
they need 2 man. A licte weakness is 4 big dement of seduction.
BLLE: So we're better off adopting Barbie a5 a role model?

CR: Men in America are afraid of strong women who have too
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of the 'Oré&al research on seduction was on the
hair coloe. In Europe, blond is associased with the noeth, which
has a spirinual, beauriful dimension. In Amenca, where o many
peophke have Germun or Scandinavian ancestry; it's the same con-
nection of blond and beauty; but here, we found thar i the blond
dimension i soen as attractive, it's not supposed 1 be intelligent.
Brunenes artract men who like life to be complicared, who
want 10 be overpowered by women. Uncoasciously for men, a
brunctze who bleaches her hair can be even sexier because she
it a real blond. So she is a woman who is strong and can
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pretend she is 2 bimbo to please a guy.
ELLE: Angthing cle?

CR: One trigger for sexinas is high heels
You're relling men you can't run away,
you're available, you can be caught. Same
with skirts—casier access than pants. Pu
the two together, bingo. Bue thas speaks
directly to the reprilian [or cavernan] beain,
and while you mighe attract men, they're
ondy booking for sex. In the UOrcl sudy,

I found we all have the same behavioral
patterns——the Chinese make the feet of
women smalks, the Japance want women
to wear tight Kimonos. Men don't wane o have to run after a
wormun—they want a woman who i available.

ELLE: You say women in our culrure are wasy of their soxulity
What abouz members of the Paris Hilton school of fashion?

CR: If you wear jeans that are Jow, you're baring your belly buz-
ton. The belly buston is the cenzer of the universe; its the place
the umbilical cord comes from, So the belly button is dircctly
showing that you are 2 woman who can have children. So thar's
noe your seaal side, ics your marermal side,

ELLE: Any advice for the more modest women among us?

CR: The mage number for women who want to sediuce men is
0.7. It the ratio berween the waist and the hips, whach means you
have to have a small waist. Thar's why we invented coesees, I've
found thar you want to accentuate the waistdine to bester show
your bust (food for the kids) and hips (the place to deliver the
baby). It's a bickogical hot button for men.

ELLE: Why, then, the obsession with superskinay celebeitics and
moddy?

CR: A majority of Americans are overweight—the fatter we
become, the thinner we want to be, and same with the icons
we adore. You wane o be like them, and you know you can'e, bt
you sill wans o be.

ELLE: And docs the archetypal beaunfud woman have 2 fic?
CR: When the female monkey i ready to mate, ber bips become
big and red, and she has a special scent 1o atracy the male. So
women do that with lipstick and perfume. The eyes are impor-
tant—therc’s a scaul dimension there in thar you sy yes or no
with them. When you kiss someons and you clase your cyes,
you dont need to think. You give up control. O
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On My Mind

By Clotaire Rapaille, « MAN OF AR

AND AUTHOR Of THE QUL

1S WORLDWID

Marketing to the Reptilian Brain

Pry away the slick answers of a focus group and get to the instincts
buried beneath.

It’s not that peopi
ally lie during sarvey
groups; it’s that they try

1o please. When asked alx

interests and preferences. they

tend to give answers they believe
* TH

the questioner wants to hear. This

is because people resp

their cerebral cortexes, t
the brain that cor
gence, rather than emolion o7

instinct. Their answers are ¢
product of deliberation. In most
cases, however, they aren saving
what they feel. One of the grea-
est focus-group flops of all time:
New Coke, the overly sweet bever-
age Coca-Cola i
1985. General M
Cadillac line is another exampie.
Relying oa traditional ;

markes
et rn

research, GM introduced a series

—rrnE
trocuded 1n

s late-90s

of plain Caddies with improved
gas mileage and high safety ratings. They barelv sold.,

When Chrysler decided to offer 3 new sadan model 10 the

American markes, it had afready dooe a great eal of research
2 ) gas mileage,
excellent safety ratings and good prices.

The problem was that those sedans were designed with the
cortex in mind, when buying decisions are strongly influenced
by the reptilian brain, which is made up of the brain stem and
the cerebellum. Only accessible via the suboonscows, the neptl-
#an brain is the home of our instincts. It programs us for two
major things: survival and reproduction. In 2 three-way battle
between the cortical, the limbic (home of emotion) and the rep-
tilizn areas, the reptilian always wins, because survival com
first. When you tap inso the reptilian brain, you learn what a
product means 10 3 consurmer at its most fundamental level

| have learned 1o do this through extendad, deadedly nontrs-
ditional sessions designed to glean what ! call a "Code” the
UNCONSCINS Meaning people Sive 10 3 particuiar prodix, service
or relatmship. In the first hour partiapants engage ther corexes
MAY L 2004
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when an imerviewer takes the role
of a “visitor from another planet”
asking participants to help the
visitor understand the product in
question, In the second hour par
ticipants use their limbic systens 10
tell stories about the products. In
the third hour they tap their reptil-
ian inner selves. Lying on pillows
with the lights dimmed, they first
fo through a relaxation exercise.
Then they write about their first
experiences with the product,
expressing what was imprinted into
their subconscious.
For Chrysler, this process
demonstrated that cookie-cutter
sedans are “off-Code”” This informa-
tion led to the creation of the PT
Cruiser, introduced in 2000. The cars
highly distinctive design made # one
of the most successful American car
laurxches in recent memory. For the
first 12 months ULS. unik sales totaled
132,000 (The car is still popular, with
sales of 135,000 in the kst year)

Of course, sometimes companies just go on gut instinct and
come up with a hit. Witness the popularity of Apple’s sleck white
{Pod. That device’s design and function fit perfectly within the
American Code for technology—magic,

Discovering Codes can lead to marketing success with all
sorts of products. In the realm of food, Americans view their
bodies as machines. Food serves as fuel to keep that machine
running smoothly. Thus Taco Bell's marketing campaign for its
99-cent menu, in which delighted patrons announce, “T'm full!”™
worked beautifully. As does Red Bull's advertising, which claims
that its drink “gives you wings" Think of the success of Power-
Bars, which are directly on-Code,

For food companics selling dinner products, it helps 1o recog-
nize that Americans see dinner as a time to form a circle around
a plate set in the middle of the table. Kraft has successfully
explolted this Code with the catchphrase “Gather around” and an
animated Kraft logo that morphs into a family surrounding a

dinner table. It takes much more than a standard focus group 1o
crack these Codes. F
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