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Human-centric marketing
Lululemon
 	Lululemon is one of the brands that is proficient in human-centric marketing. The athletic apparel retailer builds an empire where customers are superstars. Lululemon imagined the sort of client they needed to serve from the very get-go: somebody who typifies a solid way of life, values care and accepts life is loaded with probability. Since the organization's late-1990s beginnings, it's been their central goal to create various associations with this fan base by becoming acquainted with their wellness objectives, giving them the instruments they need to accomplish them, praising their advancement close by them at all times. 
What's more, as any incredible substance advertiser knows, the ideal approach to persuade purchasers is through a helpful substance (Brown p. 56). Lululemon works effectively with this through their blog, Up-Close + Personal, which focuses on a portion of their most wellness-centered clients. With each article, the brand conveys a trifecta: elegantly composed substance joined by high-creation recordings, all integrated with a solid social system that elevates these endeavors to their fullest potential. 
Starbucks
Starbucks caters to its eclectic customer base. With a mission: "To rouse and sustain the human soul one individual, each cup and one area in turn," it's evident that Starbucks never expected to settle for the status quo of basically presenting intense espresso manifestations. It meant to give a spot to close allies to accumulate and make the most of its contributions and one other. Welcoming centers for clients who are not conventional a "third spot," as the organization coins, a space among home and work where individuals feel local area (Brown p. 56).
My brand has human qualities. The most prominent and highly valuable is communication. There are various platforms of communication within and from and outside the brand. There is one on one communication, communication through social media, phone calls, and mail communication. To make it more human, my brand aims to make toll-free numbers available to the world outside the brand.
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