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Brands 
Matter 



For anyone marketing anything… 
its tough out there  

•  Leveled playing field 
– Providing opportunities and pitfalls 

•  Digital marketing  
– Big or (small data)  
– Spending wisely  
– Analyze how much they can afford to pay for a 

lead… and a customer 

•  You have your audience 
– Local or national 
– B2B, B2C 
– Any vertical or trade class 



You can find out everything about 
anything in around 5 minutes   

More than ever the decision on what 
to buy, when to buy it and from who 

is in the hands of the buyer 



So how do you get ahead? 

There is only one way. 

Brand. 



Remembered.  
Differentiated.  

The Way You Motivate. 
Your Mark. 

All of the other aspects of how you get 
your brand seen is driven by the 

incremental revenue you make by 
having a brand in the first place. 





So, it’s not just why brands matter. 

It’s that brand is the  
ONLY thing that matters. 









Emotion. 
Nobody remembers what  

they bought. 
They remember how they felt  

when they bought it. 

The Brand is the Embodiment of that Emotion. 



Brand Gives You: 

•  Peace of mind 
•  Time savings 
•  Differentiation (not in the product, but for 

you) 
•  Safety 
•  Added value 
•  Reasons to share your good fortune 

84% of people purchase a product because of a referral…  
even if they didn’t directly know the person. 



Most people define brand as a 
visual symbol… 







But, it’s much more. 

What REALLY defines a brand? 





•  Features: Specific product/service attributes 
–  Benz suggests expensive, well-built, well-engineered, 

durable vehicles 
•  Benefits: Features = functional/emotional benefits  

–  Prestige, luxury, wealth, reliability, self-esteem 
•  Values: Company values and operational principles 

–  Excellence, high performance, power 
•  Culture: Cultural elements of the company and brand 

–  German precision, discipline, efficiency, quality 
•  Personality: Strong brands = distinctive personality 

–  Luxury and efficiency, precision and prestige 
•  User: Brands who you are 

–  Classified differently than, for example, the drivers of 
Cadillac, Corvettes, BMW, Porsche, Maserati… their 
immediate competitors… & even indirect competitors 



And what are the components  
of a brand? 



•  Brand Purpose:  
–  The why? What is the passion of what you do, 

because it will show through  

Starbucks is not in the business of selling coffee, but delivering 
a third place between home and work – and creating the ultimate 
brand experience for its customers.   



•  Brand Position:  
– How are you differentiated from competitors?   

Do you have your white space  
or is this something you can create? 



Three Questions of Positioning 

1.  
What is the 
exact category 
that my brand is 
in and can I 
dominate?  

You have to make it real… especially in the 
experience of your customers so that they 
can go to market for you and tell everyone 
how smart THEY are, for choosing you. 

3.  
What really sets 
my brand apart 
relative to the 
competition?  

 

2.  
Who is my “best” 
target audience?  
You cannot, and 
should not be all 
things to all people.  
 



•  Brand Promise:  
–  The trust that is build between your brand and the 

brand user that they can depend on the things that 
are making them choose you in the first place.  

Think about that word… Trust. 



•  Brand Personality 
–  If you could describe your business as a person – what 

human characteristics would you choose? Confident? 
Serious? Fun?  

This is the way your brand behaves, speaks, and engages with the 
outside world… emotionally… it’s voice 



And Back to Brand Identity 

–  This is what most people perceive as the 
brand 
•  It is made tangible with repetition, and $$ 

–  These other aspects other than visual symbol 
are more important 
•  That is, until the symbol itself evokes all of the above   

–  Do you need it?  Absolutely—it is proof that 
you are taking your commitment to the four 
P’s seriously  
•  Our brains process images 60,000 times faster than 

we process words 
•  And that only happens to a choice few: to trigger 

immediate recognition and recall for your brand   













Just want 
to leave 
you with 
this… 



Your choice on how to spend the 
remaining time… 

Q&A? 

Stump the marketing guy? 


