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Your “brand” is the sum of everything that people
think, feel, believe and ‘know’ about you, your product and your
company

Your logos, trademarks and advertising slogans
symbolize the performance, quality and service you promise to
deliver

Your successful brand can earn Million$ or
Billion$

Communicate … Then deliver what you promise

Your business is unique – Your branding strategy
should be, too
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Some Notes Regarding Fundamentals

As used throughout Your Brand Is Your
Business … the term ‘customer’ stretches far beyond the party who
hands you a credit card or sends you a check. It includes, in
addition to this direct transactional customer, anyone who can
exert an influence over the decision to try or buy your product,
everyone, in fact, who has an influence over your failure or
success. ‘Customer, here, encompasses a much larger circle of the
public– potential buyers and disgruntled former customers,
competitors, commentators, research scientists, regulators,
internet busy-bodies, …

‘Product’ means whatever you’re selling –
cars or cupcakes, business consulting or personal advice, dental or
banking services, graphics designs or Long Term Care insurance
policies. Your ‘product’ includes not only the thing or the service
itself, but all the paraphernalia and support that goes along with
it - your instruction booklets and telephone tech service, your
packaging, your “batteries required - purchase separately” policy,
…

- ‘Experience’ is all those other ways that
you touch your customers and community - the ease of finding and
navigating your website or store, your signage, how clean you keep
your restrooms or your parking lot, how well you answer emails and
the telephone, the friendliness of your people, your ability to
‘get it right the first time’, the news and publicity that you and
your employees generate

- “Brand Equity” is the long term value
created by the recognition, reputation and customer loyalty your
sustained hard work has earned. Brand equity – monetized as larger
sales and market share, premium prices, and freer but lower risk
access to new markets – is your reward for solid brand building
strategy and excellent execution.


Chapter 1 - Five Things You Must Know About
Brands and Branding

From the largest corporations to the
entrepreneurial start-up, “Branding” is a concept, a strategy, an
exercise that is near and dear to the hearts of business owners and
marketing leaders. Unfortunately, ‘Brand’ and ‘Branding’ are
subjects as likely to sow confusion and wasted resources as they
are to drive business and marketing excellence and create
extraordinary value for the brand owner.

To many entrepreneurs and new product
development managers, ‘branding’ means selecting a name, designing
a logo, and laying out a snappy advertising campaign for their new
product launch. Their driving interest is to generate visibility,
credibility and awareness for their new product, and to stimulate a
respectable number of potential customers to ‘try and buy.’

Others see branding as a way to punch up the
lagging performance of their product line – with a blitz of
advertising, a new slogan and a newer flashier logo.

This sort of publicity is often just what’s
needed to get a new product off the ground, or to punch up the
languishing sales of a product line that’s been around for a while.
But as beneficial as such concentrated publicity might be, it can
be only a part of building the long term recognition, reputation
and customer loyalty that is the value-creating essence of your
brand.

This sort of “do it, check off the box, file
it away” approach to branding fails to recognize the reality
that:

Your “brand” is a living, complex, constantly
evolving entity, formed in the minds of your customers from all
they hear and experience about you, your company and your
products.

‘Brand Equity’, the long-term value creating
power of your brand, is built upon much more than a flash of
advertising, good graphic arts, and clever copy writing. Branding,
as a long term strategy to build wealth in your business, is a
sustained investment in

1. Crafting, and continually upgrading, an
offering that is especially attractive to the potential buyers and
end users of your product

2. Communicating your promise to deliver
performance and experiences that are valuable to the customers you
hope to attract

3. Establishing your visibility and
credibility among the audiences which matter most

4. Consistently – and visibly - delivering
what you promise

An intelligent approach to unlocking and
capturing the value creating power of your brand encompasses both
the short term need for visibility, credibility and recognition –
after all, a great new product might never reach the light of day
without a healthy infusion of introductory publicity and hype.- and
a continuing investment in nurturing, maintaining and building your
good name and reputation – the essence of your brand.

---------- // ----------

Regardless of where your enterprise is in its
lifecycle - whether you’re a start-up entrepreneur, a lone
professional or a corporate marketing leader – the foundation of
successful branding is a solid business strategy, solidly
executed:

- An offering that promises to satisfy the
needs and expectations of your customers

- Execution that consistently delivers the
values and experiences you promise

Five Things You Must Know about Brands and
Branding

Here are 5 things that every start-up
entrepreneur, every corporate marketing manager, and every business
owner should know about building your brand and the value it
represents.

1. Your “brand” is the sum of everything that
people think, feel, believe and ‘know’ about you, your product and
your company. It forms their expectation of what buying your
product will do for them – their expectation of what you promise to
deliver.

You can manage some of the messaging and
experience that create your brand, but much of it grows from
customers’ experiences and impressions beyond your ability to plan
or control.

2. Your logos, trademarks and advertising
slogans symbolize the performance, quality and service that
customers believe you promise to deliver.

These symbols maintain your visibility in a
noisy and crowded marketplace, and constantly remind customers of
the value you bring to them.

3. Successful brands can earn Million$ or
Billion$ for their owners

The visibility and respect that result from
successful branding creates real, tangible value - in market share
points and opportunities for premium pricing, by opening the doors
to new markets, and by reducing the costs and the risks of
introducing new products.

4. Communicate … Then deliver what you
promise

Your first brand building task is
communication - to establish your visibility, credibility and
recognition in a noisy, crowded marketplace, and to stimulate
customers to actually ‘try and buy’ your new product.

5. You are unique – Your brand building
strategy should be, too

The right brand building strategy for you
depends on creatively assessing the unique nature of your business
vision, your product, and the customers you aim to serve.

Simple enough, but there is a world of
marketing strategy, plans and tactics – not to mention the hard
work of consistent execution - required to create and communicate
your ‘valuable product performance and experience’ that you
promise. In the following chapters, we will:

- Take a closer look at the fundamentals and
value creating potential of a well planned and well executed
branding strategy

- Highlight important steps that you can take
to strengthen and extend the power of your brand


Chapter 2 – What Is ‘Brand’?

Most successful companies and brands have
symbols we instantly recognize – logos, trademarks, tag lines, and
such. Just as surely, those symbols invoke in each of us, strong
images and impressions of the character, dependability and value
that the products and brand owner company represent. For better or
for worse, those images and impressions exert a strong, often
subliminal influence on buying behaviors and purchase decisions
which control many Billions of Dollars of consumer and business
transactions.

“Branding” is all about planning, building,
nurturing, maintaining and renewing these images and impressions –
about continually presenting your company and your products in ways
that are most likely to stimulate customers to buy from you.

Both Apple and a host of computer makers
using Microsoft’s Windows operating system (a group well
represented by, for example, Dell) have earned great success in the
computer and consumer electronics markets. The product lines of
Apple and Dell overlap in many important ways, but to most people,
the names of Apple and Dell evoke dramatically different images and
emotions. Apple has even made a set of successful and endearing TV
commercials which capitalize on just these differences - the
‘creative’, ‘artistic’ and ‘non-conformist’ Apple crowd versus the
‘corporate’ and ‘data crunching’ image of Dell and the Windows
legion.

It’s a distinction that Apple has happily
nurtured and exploited. It has earned Apple a loyal, even fanatic,
following that dominates in the ‘creative’ segments of the computer
marketplace. Apple’s aura of creativity and value supports a price
structure that’s considerably more expensive than its Windows
counterparts.
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