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Building Your Own Brand

By Kim Dannies

By design or not, every business has a “brand”- the instant first impression for consumer
expectations. This is true for monster corporations, like McDonald’s, who have spent billions
on the discovery and establishment of their brand right on down the line to businesses with a
single individual on the payroll. Strong brands share three qualities:

1. Unique: how do you stand out from the crowd?
2. Relevant: do you sell something that people need or want?
3. Consistent: do you routinely deliver services/products that meet the need/want?

Every business and professional must be aware of what their brand conveys to clients and cus-
tomers. From simple manners and a warm greeting, to thank you notes, branded gifts, physi-
cal structure, excellent employees, products and services, good communication, and follow-
thru. They all combine to convey and reinforce your core message. Try taking your business
brand through these next steps to see how you rate conveying the brand message you want

your clientele to receive.

1. Understand how you are perceived. Does your office or store, marketing materials,
manners, wardrobe and grooming, employees telegraph the appropriate message? Possibly
not. A concrete walkway contractor had an appointment to meet me at my home to deliver a
quote on a possible job. He roared up the street on a tricked out Harley, dismounted, swag-
gered over the lawn to meet me donned in a Deer Valley Ski vest and Paui Maui Jim sunglass-
es. Alarmed, all | could see from his “brand” was an inflated quote. It was a cool look, but |
don’t want to pay for a rock star brand when it comes to concrete. Right ladder, wrong wall,
dude. My brand preference for hiring someone for outdoor projects is a fit, clean cut guy in a
honkin’ truck that screams “I’'m ready to go to work and deliver on time!” Is that a stereotype?
You bet, but that is exactly what a brand is- shorthand for what the customer is going to ex-
perience as they commit to a relationship with a new vendor.

2. Define your values and areas of expertise. “Cost is only an issue in the absence of
value.” Say this three times! You must convey your value to your client via excellent commu-
nication skills that demonstrate your integrity, industry knowledge, service delivery, problem
solving, and relationship building skills. If you do a great job with this, you will eliminate a
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whole level of haggling, misunderstandings, and gunfire. You will also enjoy a higher level of
trust quicker with your new client- they will sense your confidence, leadership, and ability to
help them solve their problems. Every element in your marketing, products, and service must
reinforce why you are Unique, Relevant, and Consistent.

3. You may think you are a five star operation, BUT your customer is struggling to stay
loyal. Understand your customer/client needs by providing excellent discovery and orienta-
tions, custom solutions, and an evolving educational marketing plan for them. Ask for feed-
back in a simple process, and then drill deeper. Create customer focus groups that regularly
X-ray your operation and reveal its weaknesses and strengths. Hire secret shoppers; ask your
relatives, a like-minded group of colleagues, or a coach to periodically call your receptionist,
visit your website, and chat with your sales and customer service departments for experiential
feedback. Make this a dynamic, systematized, never ending quest versus a boring compulsory
of business practice. How are things progressing? Are you meeting expectations? What do you
need more of? If you do this well, your business growth will be organic and you will have to de-
vote less time and money to external marketing.

4. The Nuts and Bolts: Develop and implement a business plan. Sit down with a trusted ex-
ecutive or a business coach and strategize marketing and budgetary plans for your business on
a quarterly basis. Building a brand requires dedication and a simple plan will keep you focused

on the target. Go to my website www.braintrustconsulting.net and click on BrainStorm Novem-

ber 2005 for a simple business plan template. Start writing today. The plan does not have to be
elaborate, but must be specific about what you plan to tackle- try identifying 3-6 areas that you
can improve in each quarter.

Here’s a helpful checklist to include in your plan for brand refinement. Ask yourself: Does my
business

Execute Best Practice protocol and compliance for my industry?
Demonstrate passion and expertise for what we do?

Focus on the long term relationships with our clients to meet their needs?
Provide exceptional service? (Excellent is simply the baseline).

O O O O ©

Introduce add-value educational marketing opportunities for clients such as
workshops, worthwhile incentives, or free expertise from a guest speaker?
o Align with mentors and business leaders who are tops in their fields?



[ J MARCH 2008
O QI

Continued...

Communicate with appealing graphics, materials, quotes, and follow-up?
Invest in our brand with education, expertise, infrastructure, and training?
Invest in the brand’s Boss, and executives, by engaging a business coach,
personal trainer, and mentor to realize personal development potential.

BRAINTRUST BrainStorm ©2008 by Kim Dannies. | work with corporate

and private individuals who want to explore new busi-

BUSINESS CONSULTING LLC ness possibilities, refine work/life models, and generate
286 College Street rewarding change. For more information about success
Burlington, Vermont 05401 strategies visit my website: www.braintrustconsulting.net
802.238.8586 or call 802.238.8586.

www.braintrustconsulting.net




