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We have a problem. It's bigger than a recession, it's self 
destructive, it's conducted out in the open, visible to all, 
it's right in front of your nose.
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How brands operationalise  
their own downfall

How many brands are going to die in Hospitality?

It raises a number of questions: 

• Why do brands lose their customers 10-20 years 
into the digital economy? 

• Is mass production and capitalist growth a reality 
for all? 

• Why do customers stop being loyal?

How many brands are going to die in Fashion?

That's a lot of hard hitting questions and we are 
going to take them on using a mix of mathematical 
Psychology, Neuroscience, Behavioural Science, dry 
wit and a shitload of deep mind insights from our 5 
years of modelling human behaviour in a consumer 
decision-making context.

How many brands are going to die in Retail?
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It's not complacency that is the issue in itself, brands do get caught in 
time (we will cover Founder's Dilemma and the death of Blackberry later) 
and many have never tried or simply failed at the communication 
dimension of Social Media (It needs another 10 years to become part of 
the Higher Education Curriculum and not just the job for the youngster, 
mainly qualifying because they are young). The issue is a Neuroscience 
nightmare for brands and it's called Thin Slicing. I will explain the term 
once we look at the typical cycle of brands:
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Why do brands lose their customers 
10-20 years into the digital economy?

• Has some success with five locations. 

• Gets funding for 25-50 locations. 

• Repeats the process for the first five. 

• Has success. 

• Investors want better margins. 

• The staff and the food are operationalised. 

• Zero hour contracts are introduced, staff no 
longer have control for taster freebies and 
loyalty discounts. 

• The food portion is altered, food production is 
centralised. 

• Everything is fine and dandy then footfall drops, 
sales drops. 

• Footfall is operationalised with offers. 

• Footfall increases for the day of the offer. 

• Offers are operationalised for more days as it's 
the only answer to dropping sales for all other 
days. 

• Everything is fine and dandy then Footfall 
decreases, order value decreases. 

• Portions, staff, offers and deals are 
operationalised. 

• Fans, shit, hits and the hospitality self 
destruction loop is closed and looping round and 
round until the returns are poor. 

• Bankruptcy or VC takes over and further 
operationalises service.

A Restaurant chain

Where is the customer in this model?
Well their perspective is simple (remember Jamie's when you first went 
there?), you went from putting them first and enjoying it. Then you went 
from not being able to pinpoint exactly why on the 4th visit something 
was different, not enough to talk about but enough to put you off.  

That not enough to talk about is that magical quotient that defines Thin 
Slicing. 
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We humans never stop changing, our thoughts change as much as our decisions do. We make 35,000 
decisions a day and most are to say no and to reject offers, adverts and interactions everyday. Of 
course, within all of those choices we have some very fixed habits such as how we dress and eat (I have 
run the Fajita test a bunch of times when giving talks on stage; people eat it many different ways it's 
crazy AND the other people who don't do it their way have a strong opinion to offer back, fun!)

Here is a Matrix style download of Thin Slicing. 
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WHY DO BRANDS LOSE THEIR CUSTOMERS 10-20 YEARS INTO THE DIGITAL ECONOMY?

And yet, did we all have a preferred way of making coffee before 
Starbucks? We were all tea drinkers with the odd instant coffee *looks 
down*. Today, we all know the bits and bobs needed to crank up our 
coffee to a 500 calories eyeball roller coaster. We were thin sliced away 
from tea to coffee. This thin slicing is in motion in your life all the time, 
think about your sense of style and where you shop AND where you 
don't eat anymore... 

...that's why brands die in hospitality, the success of the brand enables 
the operationalised mind. It's a self destructive formula to chase profit 
without considering what brought you success in the first place; the 
customer.  

As the customer slides down the  list of priorities,  the reasons it's self 
destructive but no one catches it, is because it's a slight of hand trick like 
Dynamo would handout. The perception is that we are serving the 
customer with offers, endless offers but that IS NOT why the customers 
came to you in the first place. You are trying to rewire their choice 
architecture and they didn't ask you to.  

Remember we make 35,000 decisions a day and when you move my 
decision from a “Yep, love them, good food, great service, decent prices, 
fam loves” to a “A bit shit now, I won't think of them in my top 5”, you 
drop out of the preferences in their brain, preferences based on how you 
treat them NOT how much you cost them.  

That is a psychological no-no, a massive NO-NO. I like you, I liked what 
you gave me, then you made it a bit shit and now you are just being all 
about prices. You might catch me occasionally but it will only enforce my 
past negative perception about your food and your service.  

Thin slicing and death of self mission round 1 complete.

Is mass production and capitalist growth a reality for all?
NEXT UP
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Perception is reality and reality is a perception. Let’s consider a few 
examples. 

Did we really believe that we looked cool with our overpriced and 
cheaply produced Von Dutch trucker hats and Ed Hardy T’s? How about 
Juicy Couture’s velour tracksuits and perfumes? They could not have 
possibly thought that their Marketing Strategy would sustain their 
coolness throughout decades of unforeseen global change. Not even 
Paris could do that. 

  

It almost seems like all of this happened on a different planet, during a 
time that cannot be determined and that will never be brought back. 
Back when all the cool kids met on Myspace because their flip phone’s 
only use was to play insufferable polyphone ringtones. Or the time when 
Bubble Tea Bars were shooting up like mushrooms in every European 
city. Was this real life? And where are all the “cool” and “attractive” 
people that are supposed to wear Abercrombie hoodies? 

These are all examples of brands and products that failed to adapt to the 
marketplace and simply didn’t live up to the hype anymore.  

For every Apple there is a rotten pear. 

Money and success blinds us to reality but it works because we can cut 
and shut and sell it on? Is that true everywhere?
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Is mass production and capitalist 
growth a reality for all?
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Mike is quoted with a tonne of examples (read this detailed analysis by the 
Global and Mail for more information) like this.  

The reason for this is that the mind gets fixed in time and this happens 
just as readily for success as it does for trauma (much like all of life, 
there's always a ying to the yang).  

When the mind is fixed in time it is literally blocked and can’t see past it’s 
original, in this case, success. As the mind is blocked it blocks ideas and 
innovation until you lose market share, lose innovation and become a 
shell of that which you were. 

Ending with Blackberry being a cheap alternative to the consumer 
market in Asia. 

But we all loved a Blackberry for that perfect moment in time as we 
evolved from text to smart with email bopping us along between the 
phases. Blackberry had us in the palm of their hand. 

For every Carluccios there is a Zizzi. 

Did anyone really ever enjoy Carluccios? 

Apparently so, as one popped up in every city centre all over the country. 
Now it's no more. It's hard to believe that Carluccios, Zizzi or Frankie & 
Bennies ever had the proof that £15 for a plate of spaghetti and TBD 
sauce was ever valued. 

There is a marked difference between Blackberry solving a problem but 
failing to evolve with the time and a mass market over priced chain like 
Carluccio's et al. 

The assumption is that because Blackberry can have 1.2 million people 
using their phones in the UK, that the same math applies to the mass 
market when it comes to hospitality. There is a gap. 

Mass market works for fast food like BK, KFC and McDs as its literally 
based on fast, quick hit fatty, salty, sugary addiction and has a price 
point to make it work. When the price point is over £15 a head and 
involves a waiter does the mass market fail apart? 

The challenge that kicked in and is very common in mind, is that the 
founder Mike Lazaridis got his mind fixed in time. A key example:
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IS MASS PRODUCTION AND CAPITALIST GROWTH A REALITY FOR ALL?

“Over my dead body will our phone have a camera” – Mike Lazaridis
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The evidence is heavily weighted to it falling apart. Looking at what is 
left in the city centre, it's hospitality carnage:
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IS MASS PRODUCTION AND CAPITALIST GROWTH A REALITY FOR ALL?

Destroyed its value by 
focusing on value (price) 
over loyalty

Thin slicing  

Offers upon offers Thin slicing  

Centralisation & Staff 
Belief

Thin slicing  

Zero hour + centralised 
portions 

Thin slicing  

It is not that these £15+ brands can't work on mass, it's that the strategy 
gets blinded by growth and by spreadsheet based savings; Capitalism 
undercuts service and it destroys that which it wants to grow. 

A mission is accomplished because it never accounts for the fluffy stuff - 
the service, the experience, the customer voice, the perceived 
intangibles.  Because there is no awareness it never knows how to 
remedy itself and the same model gets rinsed and repeated and no one 
ever knows what has gone wrong. You can get away with it in fashion 
(as you will find out) but not in hospitality and the reason is one of time 
and loyalty. 

More thin slicing and more reasons to push customers away round 2 is 
complete. 

Why do customers stop being loyal?
NEXT UP
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Fashion and Fast food have a massive secret sauce (Did I just trigger Big 
Mac mouth?) and it's nostalgia.  

The joy of nostalgia is that it runs deep inside our mind and our memory 
banks from birthday parties to looking cool at 13 (we weren't but isn't 
nostalgia awesome for saying we were) to how we associate rewards 
and moments in time (more rewards) to food and to product.  

The £15+ don't have enough time served to generate the nostalgia feeling 
that you get from a sniff of McDs or flash of a baggy sweater of your 
favourite 90s brands. Nostalgia comes from our magical years; from 
childhood to early adulthood, you know before the bills and 
responsibilities and relationships took over; it was f***ing marvellous 
wasn't it! 

The secret inside the secret is that nostalgia generates loyalty and loyalty 
is a feeling inside the brain. It's deeply associated with the reward 
architecture in our brain and we humans love rewards, actually, we live 
for them.  

Here is the neuromath of rewards: 

• Our decision making is driven by emotions 

• Our emotions connect to our reward system 

• Our reward system releases chemicals  

• The more personal the decision the higher the reward 

Holding a door for someone gets a small chemical release. 

Deciding to go to McDonalds gets a bigger chemical release. 

Eating McDonalds gets a big chemical release and a lot of physical 
chemical rushes too. 

Deciding to buy a jumper from Asos gets a reasonable chemical release. 

Wearing the new Asos jumper gets a reasonable chemical release. 

Deciding to buy a leather Jacket from Gucci gets a major chemical 
release. 

Wearing the new Gucci Jacket gets an #%”oh my goooood near system 
overload chemical release. 

Gucci, McDs, ASOS <Insert your nostalgia fast food and nostalgia 
clothing brands here> - all hold the nostalgia card, different cards for all 
of us BUT all preferences from a time zone that the £15+ brands cannot 
touch.

11

Why do customers stop being loyal?
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Wimpy - Trays and waiting staff - Have a word (I still miss you and your 
strawberry milkshake). 

Carluccios, Zizzi, Cafe Rouge, Jamie's, Groucho all obtained loyalty but 
never sustained it. They all altered the perception of their customers by 
inadvertently lowering service (zero hour contracts), cheapening the 
quality of their product, centralised production (Bodeans broke my heart 
- a heart which is made of BBQ), centralising production, I literally can't 
recall when it happened and my ashen faced reaction), chasing portion 
profit, and leaving the customer feeling that something had changed - to 
changing from value to deals and offers and thus cheapening the 
perception to their existing customers.  

All examples that collective thin slice away the door you just opened for 
loyalty, but a door you never kept open long enough to be part of the 
customer nostalgia preferences.

To achieve nostalgia you are either of a price point of consumption that 
either a child could ask for it and on occasion pay for it on their own 
(Fast Food), or your were an aspirational item that meant something not 
just to the kid but to their friends and helped them feel cool and fit in 
(fashion from youth). If you can't hit either then you won't sustain 
yourself:
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WHY DO CUSTOMERS STOP BEING LOYAL?

Never had a mass market 
tipping point, just a high price 
point which is no bad thing but 
they lost their essence of cool.

Had a tipping point but it didn't 
last as the cool they sold faded to 
be a reality of one of many 
average brands because they 
stopped investing in cool.

Never cool, too USA style so 
never caught on outside the 
USA and this cost them as they 
bet on being more than their 
heritage they had created and 
they were less.
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We lose our early success 
because we step away from 
what made us successful. 

We then chase growth and it 
costs us growth because we 
undercut our value. 

We make our customers feel 
like they don't matter and 
they give away their loyalty 
to others; 

Thin slicing away our own success and creating our own demise; brands 
are more self destructive than Mel Gibson during a therapy session in a 
bar. 

That’s our halftime marker.  

In the second half we are going to enter a new realm, one with a horse 
and less self destruction and more giddy up! 

Go make yourself a cuppa and then we can crack on.

When there is no nostalgia and the going gets tough - pandemic - 
recession - then we consumers bail on the brands we don't hold any 
loyalty to. It's not opinion, we just mapped out the way and it keeps 
happening, it's happening right...now...oh and again, so on and so forth.
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WHY DO CUSTOMERS STOP BEING LOYAL?

Recap

Has Consumerism and Capitalism reached a natural apex?
NEXT UP
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An ‘ism’ is an ideology, an ideology that people blindly follow without 
always realising it is driving their thinking and behaviours. 

Sometimes the ideology gets left in the past because people realise it was 
wrong, and sometimes it needs to be left in the past because it was and is 
based on a generational lie, and sometimes new ideology arrives and 
after fighting really hard it starts to hit a tipping point and helps lots of 
people to thrive. 

Noam Chomsky (the most famous philosopher of the modern world) 
with a Matrix download of why Consumerism exists and the ideology 
driving it (3 minutes 42 seconds that will change your life).
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Has Consumerism and Capitalism 
reached a natural apex?

Semi Annual Sale

The consumer’s thought: If it's not on sale then I'll wait until the next sale 
begins in 3 or 4 days.

Capitalism has been around a few hundred years 
longer and after the 237 market crashes it seems 
quite steadfast in repeating its pattern of behaviour.  

These are societies tag team of ideologies: 

• The world wants capital to consume. 

• The world consumes and needs more capital. 

Can it be ever thus? In a world ever in the state of 
flux it seems futile to believe in can change but the 
rate of capital needed doesn't match the rate of 
consumption and this is ably demonstrated in two 
ways:

http://www.gapinthematrix.com
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Adrian:
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HAS CONSUMERISM AND CAPITALISM REACHED A NATURAL APEX?

Hey Martin, remember that time I told you a story about how the shape of many 
markets have changed a lot over the last few years and that a lot of people and a 
lot of brands just hadn’t noticed?

Adrian:

Well, let me tell you about it. 

It all started about 10-15 years or so ago when you could say that most consumer 
markets were shaped like a bell curve. Take high street fashion or high street 
supermarkets as examples. Back then the majority of brands congregated in or 
around the fat middle with only a few prominent brands on the luxury higher-
price end of the scale and the same situation with the lower price end of the 
market. 

Now, things started in the mid 2000s but the financial crash of 2007/8 
accelerated the change and the subsequent years of low economic growth and 
austerity-led government spending cemented the changes that were taking 
place.

Whilst we all think versions of that thought these days, it wasn't the case 
in 2010. We know this because we have access to Alan Swinscoe, the 
pioneering, disruptive thought leader on customer experience and 
economist to explain a massive change in consumer thinking.

Fast Fashion

LuxuryPremium

2010 Consumer Bell Curve

Adrian Swinscoe

High Street
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HAS CONSUMERISM AND CAPITALISM REACHED A NATURAL APEX?

Cool right! And ever so true, as we move toward  more and more 
discounts but craving more and more luxury. The two don't mix, it 
literally has no legs in it to survive. The outcome is going to be brands 
that have Nostalgia to start failing and they are creating their own 
downfall. 

Stay in your lane!

Fast Fashion Luxury?

2020 Consumer Bell Curve

What happened is that markets flipped and the fat middle disappeared. It was 
replaced with a migration to a low-price, lower quality (potentially), higher 
volume vs high-price, higher quality, lower volume model. This is evidenced by 
the rapid emergence of lower price brands like Aldi, Lidl, Primark etc on one end 
of the scale and the rapid growth and (re)emergence/prominence of higher 
price/luxury brands like SuperDry, WholeFoods, Waitrose etc etc. 

The result: If you were caught in the middle, you were toast or you were definitely 
going to struggle and face a shrinking market. Now, some brands have tried to 
respond but many are still caught in the middle. This has resulted and is still 
causing a number of mid-market casualties despite the fact that this situation has 
existed for over 10 years now. 

What those brands didn’t realise was that changed economic realities for many 
people had fundamentally changed their buying behaviours and preferences. 
They were much happier to buy, say, fast-fashion items for everyday use but 
would be equally willing to save up or budget for a luxury/premium brand item 
every now and again. The same was and is true for supermarkets and many 
other categories. Middle of the road, like the music category, became 
uninteresting and shoppers abandoned it in droves.

Adrian:
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HAS CONSUMERISM AND CAPITALISM REACHED A NATURAL APEX?

I love that phrase - stay in your lane - it cropped up discussing this issue 
with a Marketing friend of mine and we were discussing when brands 
known for Category X start trying to flog category Z, like this:

What are you doing? It's neither cool nor believable and it undercuts the 
value of your known category and it gets worse. 

Armani Tracksuit. 

AthLeisure my ***. YOU ARE ARMANI!!! You are luxury, cool, style and 
don't give me that sub brand bollocks (which incidentally you started 
Armani with your Xchange, I'll exchange you for a charity shop bucket, 
nice one). 

Armani didn't wake up one day giving it “Giorgio you cad, you farrrgotta 
the sneakers all this time, let's makka the sneakers!” 

In the true Consumer X Capitalist shareholder value profit driven 
shambles someone said we have this company in Turkey (a hotbed for 
this sort of third party production that you badge as your own) that can 
make sneakers and we badge it Armani - “Same as the sunnies and the 
trackies, sound?” 

No, not sound. We are reaching an apex with this, it's already happening 
with VC style corporations buying brands and putting them through an 
efficiency production matrix. My favourite examples being: 

Less models, more colours of models they do make.
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HAS CONSUMERISM AND CAPITALISM REACHED A NATURAL APEX?

Still clustering around in regional siloes, literally campaigning away their 
loyal customers.

They were, now not, but are, but aren't. No PoV.

The apex emerging is evidenced in the Streaming wars; so much choice 
but so little quality. It's Disney face planting like hell whilst Amazon goes 
all IMDB 5.4-6.2 movie scores but no one cancels as it's cleverly tied to 
Prime. Too much choice combined with too little quality just crushes 
choice in itself is consumption. 

Fashion is doing the same. Soooo much choice but so much outside your 
lane or 1 item choice combined with too much choice is a never ending 
sale. It's just not sustainable. 

Consumer Apex? Unclear. Signs say likely but luxury may bail us out if 
people can afford it. All good for consumption, but luxury is less likely in 
a pandemic recession. 

Capitalist Apex? Yes. Underway.

What is the missing link?
NEXT UP
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Two answers:
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What is the missing link?

1. Economics 
The answer is less not more but not at the cost of profit. All accomplished 
under a strategy of selling more high value products with next to no 
sales, and by understanding what you hold as cool equity to your market. 

Cool equity is *drum roll* directly linked to Nostalgia, Loyalty and 
Experience. 

The economics of cool are $$$$ and grossly underserved. The world we 
are exploring is modelled based on average sale price (asp) vs 
recommended retail price (RRP). The target ratio for many decades was 
83% and it's now working its way to be sub 68%. That change has been 
huge and has happened in a very short period of time, it's against the 
10-20 years of the digital economy that we covered in the first half of 
this document. 

For context: It's like a billion dollar turnover business losing 15% of its 
income. Scary but it's not been the case, well, it would be but what 
brands have been doing in the digital economy is add more products and 
therefore adding more sales, more discounts, all to compensate for the 
loss of value.  

That's also why when revenue drops over time that brands go swimming 
in other lanes. They need to win wherever they can but it's not working 
because it's actually pushing the cure away. 

The economics of cool is the missing link:

No matter how old your brand is, you have to drive meaning towards 
different audiences. You have to go to their perspective, not fling mud 
and hope for the best and then create a semi-annual Sale when it doesn't. 
When we find and attach meaning to a brand’s products and service, 
then we create loyalty.

Nostalgia.

This is a two way street. I as your customer will give you more loyalty as 
you give it to me. The answer is not Air Miles for buying Suits (*cough* 
Hackett). Loyalty is a feeling and you both create it, receive and give it by 
looking past sales and misaligned loyalty products, and instead 
understand what meaning you are giving your different customer 
audiences (He Psychology of loyalty covered in the next section). 
Remember: Loyalty is a reward, it's a chemical release.

Loyalty.

Fuck digital. Fuck Facebook. Fuck programmatic. Fuck Store. Fuck NPS. 
Fuck Trust FeeFoo. Fuck every silo of the Consumer X Capitalist model.

Experience.
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In fact, fuck every job function with the word customer in it as none of 
those jobs are really about the customer. 

The missing link is that no one, not a single job role, function or person is 
actually asking, looking at, seeing the perspective or being the Overlord 
for the customer. 

Fuck Performance Marketing. 

We need Performance Branding; a single voiced strategy that includes 
the customers voice and feeds - not dictates - the other functional 
departments. 

Why? Because it will be creating continuity, personalisation and real life 
experiences that literally creates the equity of cool. It’s an equity that is 
money because it's the customer. On another day (or DM me), I'll let you 
into the Science of Cool and how to drive meaning out of a product and 
apply it to create relevance to boost sales. 

For now, cool equity is an open door.
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WHAT IS THE MISSING LINK?

2. Humans do not understand other humans

We don't know why the customer buys and we keep running to the 
easiest thing to control and also to blame; Price. 

I know for a fact people in brands would rather have a hairy fit than 
challenge the product designers. 

I know for a fact people in hospitality are shit scared for their jobs and 
won't challenge Operations. 

Designers with no support or customer insights design shit products. 

Operations with no challenge design offer based discount schemes that 
destroy brands. 

At Gap in the Matrix, we know for a fact (we offer a test to anyone who 
wants some help seeing this and winning from the gap it exposes) that 
brands don’t understand their customers because of the ways we are 
served from adverts to offers to emails to sales to service to discounts. 
Capitalism has taken over the Consumer asylum and it's not working.

What does the consumers desire in their shopping choice architecture?
NEXT UP
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The customer's mind is the same as your mind. You don’t want endless 
choice, you just want to be presented with stuff you dig and then you 
pick between those things you prefer.  

Done. Simples. 

But that is not the consumer landscape that's been laid out.  

Why?  

Because we are so focused on shifting products that we are constantly 
framing the product in a way that literally pushes the customer away 
until we create our own downfall. 

I have a solution. We need the spirit horse.  

The spirit horse came into my life and now rides in many people's lives 
because Napoleon said so*. 

*Okay, he's a mental*  I hear you thinking. 

You are close but alas I am not as the Napoleon I reference is the 
godfather of positive thinking; Napoleon Hill. 

He said that to balance loyalty you needed:
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What does the consumers desire in 
their shopping choice architecture?

Quantity of Service Quality of Service Spirit of Service 

This trident in the current world is heavily tilted toward Quantity with a 
nudge of Quality and next to zero spirit. 

This is what Spirit means to the Customer and to their loyalty:

• To be heard. 

• To be seen. 

• To have a voice. 

• To feel exclusive. 

• To be rewarded. 

• To feel loyal. 

• To feel like a human. 

• To know they are 
treated like an 
individual. 

The customer is not (sometimes never) driven solely by price or offers or 
discounts. 

http://www.gapinthematrix.com


www.gapinthematrix.com

The customer is driving the meaning, they hunt for rewards.  

Reward the feeling of being heard and being understood and all wrapped 
into being served as a real and unique person. 

Without getting into the techno babble we just mapped out the 
Psychology of loyalty and the Choice architecture of customer Decision-
making with a few psychology principles and behavioural economics 
mindset nudges. 

The point is that the apex for brands for the customer is choice paradox 
and decision fatigue, it’s tiring, puzzling and also only 1.19% of adverts 
are being engaged #eeeeek 

That 1.19% looking the other way around is 98.81% of adverts being 
ignored and $265,000,000,000 of spend being flushed down the toilet.
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WHAT DOES THE CONSUMERS DESIRE IN THEIR SHOPPING CHOICE ARCHITECTURE?

The Spirit horse is our guide.
NEXT UP

http://www.gapinthematrix.com
https://www.gapinthematrix.com/blog/the-truth-is-worth-265-billion


The Spirit horse is 
our guide.



www.gapinthematrix.com

Reflecting on the stages we have walked through, there is a 
repeating pattern where the financial goals destroy the original 
financial gains and shove the customer alway. 

Given the choice I'd still eat at Bodeans but they reduced the food 
quality. 

Loyalty is not a fluffy esoteric thing, neither are feelings, rewards and 
choices. 

What does the consumer desire in their shopping choice 
architecture? 

We want to feel thought of, we want services that resonate with us. If all you 
focus on is price, discounts and offers, then all we think about is price, 
discounts, and offers. 

Let’s stop thin slicing away our success and start the process of 
putting spirit into our lives. 

We all love things delivered in the right spirit. 

The spirit horse is real, it’s the notion and emotion of showing how 
you care and accepting that the route to all brand success is through 
the heart, not the wallet. 

We all crave real, genuine, authentic experiences in our crazy pandemic 
world.
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The Spirit horse is our guide.
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