“5 KEYS TO BUILDING A GREAT BRAND”

By
Rick Cesari

Over the last 20 years, I've helped companies build many well-known, iconic brands that have generated
literally billions of dollars in sales. This includes products like The Juice Man, The Bread Man, the George
Foreman Grill, Sonicare, Clarisonic, OxiClean, Rug Doctor, the Momentus Swing Trainer for golf, and
more recently GoPro action cameras.

The thing all these products have in common is that they all followed my basic fundamentals of Brand
building, which | call “The 5 Keys to Building a Great Brand.”

I've found that regardless of the type of marketing you're doing, there are basic fundamentals that you
need to put into place when building any brand.

| know for a fact that these fundamentals work time and again regardless of the type(s) of media used -
because early on we were advertising in newspaper, radio, TV, and now with GoPro and other products
using all digital and online marketing.

| call these fundamentals my five keys to building a great brand and over the following pages I'll go
through each in detail.
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Powerful Branding Key #1
Find your USP-Unique Selling Proposition

The first, and probably the most important key, is your business’s USP or “Unique Selling Proposition.”

When talking about the USP the thing you must truly consider, and dig into understanding (and
communicating), boils down to a simple question:

What makes YOUR product different from ALL other products in the marketplace?
What's truly unique about your product?

There's a very good book out there called Fascinate by Sally Hogshead. And she has a quote that | really
love. It says that, "Different is better than better."

Think about how this typically plays out in most industries for a moment.

Consider two companies competing for growth in the same market. Each is focused on building and
offering the “better” product. They battle back and forth, with every new release incrementally
“improved” over the previous version AND their competitor’s current version. Back and forth it goes, a
constant struggle to be “the best.”

This is a race to nowhere.

Instead, as Sally so clearly notes, you don’t want to fight over “better,” you want to stand out from the
crowd as DIFFERENT.

That way you claim space that nobody else is in.

So, when you're thinking about your USP, think about how you can differentiate yourself from all the
other products.

Let me give you a simple example.
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With the Sonicare toothbrush first came out, it entered a very difficult market environment due to its
high price - it was $150 toothbrush when all the other products in that space were $3 or $4 max.

As you might imagine, this presented serious challenges.

The solution: we came up with a USP that had nothing to do with price, instead it focused on the
breakthrough sonic technology — informing the consumer that Sonicare "Cleans beyond the bristles."

So instead of competing in the same space as everyone else, we built upon this USP and educated
consumers about the root cause of gum disease - bacteria that would hide in the nooks and crannies of
your teeth. Only with Sonicare did you finally have a solution that could clean beyond the bristles.

It was this unique selling positioning that enabled Sonicare to stand apart from any other products out
there. And the company experienced dramatic, massive growth as sales skyrocketed.

So, whenever you're thinking about your product or service or your personal brand, how are you
different than everybody else out there in the marketplace?

You must know the answer to that question —and that answer is your USP.
KEY #1 ACTION EXERCISE:

In a single sentence, what is it that differentiates yourself or your product from all the competitors out
in the marketplace? What can you offer that nobody else can? (This could include breakthrough
technology, speed of delivery, scope of what you offer, or just an outstanding guarantee.)

www.RickCesari.com




Powerful Branding Key #2
Change Your Positioning

Next up is key number two, which is Positioning.

There's a great book out there called the Blue Ocean Strategy. If you've never read it, it's a really good
book, but I'll save you the time by sharing its core point:

Zig when everybody else is Zagging.

The book’s title, Blue Ocean Strategy, refers to the need to leave the safety of well-known waters,
where all the other, competing boats are fishing, and head out into uncharted seas where no one else
ventures. You want to head for open territory where nobody else thinks (or dares) to go. THAT is where
you want your brand to be.

Let me give you a couple really good examples of this and how it relates to positioning. First...

The Juiceman juicer.

We created our “blue ocean” positioning strategy for the Juiceman juicer back when every other juicer
in the marketplace was solely focusing on the features of the product.
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Originally, like its competitors, the marketing highlighted its technical features. Built by German
engineering companies Braun and Krups, messaging talked about its stainless steel blades, powerful
motor, and dishwasher safe plastic.

All that was good, but they were basically selling just one more kitchen appliance in an overcrowded
ocean of thousands, if not hundreds of thousands, of similarly positioned devices and gadgets.

Instead, when we started marketing the Juiceman, we changed the positioning from “check out this
technology” to highlighting the benefits of drinking fresh juice that you make at home.

Forget blades and motors, we proclaimed the amazing health benefits that you would get from drinking
juice... in fact, we barely mentioned the machine at all.

Fresh juice could help you more energy, help you live longer, lower your cholesterol, and help you lose
weight. It could reverse heart disease, support healthy skin, nail, and hair.

It was positioning like this that helped propel the juicer into dramatic sales in a short period of time.

Here’s another massively successful example of positioning, or in this case repositioning.

The George Foreman Grill.

When this product originally came out, it was called The Fajita Express... with the idea that because it
was slanted, you could cook hamburger meat, put your taco shell at the bottom of the grill, and you'd be
able to easily scrape the meat right into your shell.

Needless to say, that didn't sell very well. The market didn’t need yet another “single-task” taco gadget.

We brainstormed with the team at Salton, the makers of the George Foreman Grill, to look for a new
positioning where no one else was trying to compete. And no, we didn’t ignore the fact that the grill
was slanted — there was opportunity (and differentiation) because it was the only grill on the
marketplace at the time that had a slant.

What we did change was the positioning — from a gadget for making tacos into a tool to reduce fat and
help you enjoy the grilled meats you love, while still eating healthier.
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We changed the name from the Fajita Express to the Lean, Mean, Fat-reducing Grilling Machine and
the tagline was: "Knock out the fat!"

The positioning we went after was that it was the only grill that enabled you easily skim off all the fat
when cooking — making meals that were delicious AND healthy.

Just from that one positioning change, the George Foreman Grill went on to sell more than any other
product in housewares history.

KEY #2 ACTION EXERCISE:

Brainstorm 3 different ways to re-position yourself, your product, or your service in a new way that puts
you in a totally different “blue ocean” from your current competition.

1.
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Powerful Branding Key #3
Deliver More Value

Key number three for building brands is, Deliver Value.

Always under promise and over deliver when it comes to your product or service. Always try to exceed
the customer's expectations. Richard Branson has a great quote about this, “The key is to set realistic
customer expectations and then not just to meet them but to exceed them, preferably in unexpected and

helpful ways."
When you do this, it generates incredibly positive feelings about your product and your company.

Here’s a good example of how powerful this can be from when we were working with OxiClean.

When people would order directly from us from our TV ads or online, they might order a 12-ounce tub
of OxiClean. But when we finally delivered the product, we would automatically supersize it for them,
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and they would get either a 14-ounce or 16-ounce tub, so they were actually getting more product than
they originally thought!

We were also able to add in some of their other product lines - products like Orange Glo furniture
polish, or Orange Clean degreaser, or Kaboom tub and tile cleaner. What this enabled us to do was
increase the perceived value that the customer would receive, with the added benefit of cross
marketing these other products.

So, whenever you're trying to build a brand, always focus on delivering value so you're exceeding the
customer's expectations.

KEY #3 ACTION EXERCISE:

Ask yourself: “What specifically could | do right now to increase the value I’'m providing with my product
or service? How can | not only meet, but greatly exceed what my customer expects?”

Write down your answer.
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Powerful Branding Key #4
ALWAYS Listen to Your Customers

Branding key number four is always listen to your customer, because the customer is king.

Sam Walton has a great quote about the customer, he says, "There is only one boss, the customer, and
he can fire everybody in the company from the chairman on down simply by spending their money
somewhere else."

| heard a great quote recently that goes something like this: “customer service is an attitude not a
department.”

| believe in that wholeheartedly. Every great brand we built has delivered exceptional customer service,
which enabled us to create a long-term relationship with our customers, which helped foster brand
loyalty and also enabled us to introduce new products when the time was right.

That's the power of having a good relationship with your customer. If you over-deliver on customer
service just like you do with your product, they’ll continue to put their trust in you over time — even with
new products and new services. And never forget:

The Golden Rule of Branding
| have something that | call my Golden Rule of Branding.
It’s very simple and it’s based on the philosophy embodied in “The Golden Rule.”

Treat your CUSTOMERS exactly the same way that YOU would want to be treated.

Think back to the last time you bought some product or service.

e You don't want to be put on hold for 10 minutes while you are waiting for an answer.
e You don't want slow delivery of a product, especially when it was promised FAST.
e Youdon’t want to be treated rudely or not taken seriously.
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Always think in terms of asking how satisfied you would be... and that's the way you want to treat your
customers.

When you do this consistently across the board, it can add real power and strength to your brand.

KEY #4 ACTION EXERCISE:

This could be eye-opening... anonymously call up (or email) your own office / store / support team and
ask a pointed question about your product or service.

Now give a grade to how well you honestly think your system worked to treat you the way you wanted
to be treated. Be brutally honest.

NOTE: This isn’t a negative on any team member — you own the system and the processes used, it’s
your business. So, YOU own this grade as well, nobody else.

What Grade Did Your Give Yourself?
(Circle One)

A B C D Failure
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Powerful Branding Key #5
Authentic Testimonials

Using confirmed, Authentic Testimonials is one of the best ways to build and grow your brand.

What better way to tell potential new customers or clients about your product or service than using the
testimonials of people already are using your product?

This is not a new concept, it has worked for generations in every type of advertising vehicle ever used. |
call it Timeless marketing! This worked in print ads, sales letters, infomercials, you name it.

In fact, Amazon uses the concept with their reviews for books and other products.

| have many clients currently using video testimonials on Facebook that work better than any other ad
they run.

From the very first moment you start selling yourself or your product, you should be collecting
testimonials.

For example, you could send out a “Tell us how we did” postcard to new customers, with a grading scale
and a final question along the lines of “Finally, what would you say to someone else considering using
<YOUR NAME / PRODUCT NAME>?”"

Every chance you get, gather feedback. Eventually, you’ll have an entire library of testimonials. This is
incredibly valuable. You'll find that you will have one that fits any type of advertising you do to any type
of demographic.

I’ve discovered that if you just ask people, and if they like you, your product, or service they will be
happy to tell other people about their experience through a written or recorded testimonial.

Make sure you do this.
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KEY #5 ACTION EXERCISE:

Write down ONE idea you’ll put into use immediately to establish a system to collect testimonials from
your customers.
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