





More Praise for May I Have Your Attention, Please?

“Give Chris Hilicki your attention and she’ll give you something

priceless: the ability to discover and live your true story. She not

only helped me tap into the core essence of my publishing company,

she helped me tap into the core essence of my personal story. My
brand—and my life—are the richer for it.”

—Allen Arnold, Senior Vice President and Publisher,

WestBow Press, A Division of Thomas Nelson, Inc.

“A few years ago, Chris set out to build a children’s book company
and created a powerful brand recognized and adored by children and
parents across America. Along the way, she discovered and nurtured
her own ‘personal brand identity’—a feat that served to catapult her
career and contribute to a high level of personal satisfaction. Chris’
‘true story’ approach to branding is compelling and motiva-
tional. At last we have a unique branding strategy with insight
and advice to empower us on both a personal and a professional
level.”
—Yvonne Martin Kidd, Director, Marketing and
Communications, Vanderbilt Owen Graduate
School of Management

“Chris Hilicki has written a profoundly human business book
that urges each of us to be aware of ourselves as brands. Whether
we know it or not, we all stand for something in the eyes of others.
Our ‘reputations’ account for only part of this, for that term too nar-
rowly reflects the rational side of our natures. Our personal brand
identities encompass reputation, but also the deeper symbols and val-
ues we embody and that frame our social personas. Chris Hilicki’s
enormously warm and readable book reminds us that we are the ones
responsible for constructing and shaping this social persona—our per-
sonal brands. It is not just Oprah Winfrey and Bill Gates who create
their own personal brands—it is each of us. In awareness of this lies
unique power and freedom. In the venerable American tradition of
the motivational guide, May I Have Your Attention, Please? is sure
to be worthwhile for readers at all stages of their careers.”
—Scott McDonald, Ph.D., Senior Vice President,
Research, Condé Nast Publications



“Me? A brand? Are you kidding? May I Have Your Attention, Please?
makes us realize that not only do our own experiences greatly impact
who we are, they create an impression in others’ minds that we can
call our personal ‘brand.’ The unique history and character of a corpo-
rate organization is the true basis for a brand, much more than just a
logo. Chris Hilicki persuades us to thoughtfully take the time to ana-
lyze and rebuild our own brands. By sharing her extraordinary per-
sonal and professional experiences, Chris reveals the secrets to what
truly sets brands apart. This book helps us all realize that shining a
light on what makes us different is the essential first step to creating a
powerful brand. Read it and get started on your journey to success!”
—Theresa Reagan, Executive Director,
Children’s Health Education Center, Wisconsin
Children’s Hospital

“After reading Hilicki’s book I realize I have been studying the most
powerful branders in the world—babies. Babies do just what Hilicki
says a brander should do: Their stories are short, incredibly clear, un-
apologetically attention getting, and, most important, authentic and
unique. Hilicki does something for us that babies can’t do. She tells us
how to discover our own story. She gives each of us ways to dis-
cover our authentic me and genuinely make others a part of our
story. When people experience our story they will feel thrilled to
know, share, and be connected to us, just like with babies. So, when
you read this book you risk becoming a baby, but the benefit is mak-
ing yourself into a unique brand.”
—Ed Tronick, Chief of the Child Development Unit,
Associate Professor of Pediatrics and Psychiatry,
Harvard Medical School

“Chris Hilicki has put together a great resource for every CEO and
company that wants to define and improve their brand. Each of
us, whether as individuals or as organizations, has a story that must
be told. Chris helps us create the chapters that immediately bring the
brand to a better life.”
—Kevin E. Dunn, Former USA Division President,
McDonald’s Corporation
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Foreword

much I know for sure: I'm not normal. I never did blend in and

never wanted to. But I knew I wanted to be a speaker and story-
teller. So I left college to continue to be the person I knew I was. I
wouldn't settle for becoming something I wasn’t, even if it would
have been easier.

As Chris Hilicki’s book illustrates, we all have important stories
that make us memorable and allow us to relate to each other. What a
privilege it has been for me to tell stories. I have been blessed to au-
thor more than 10 books, including a New York Times bestseller, The
Traveler’s Gift, which has been translated into almost 20 languages. I
was honored to have spoken at the request of four different presi-
dents of the United States, CEOs, celebrities, dignitaries, U.S. troops
fighting for our freedom, and millions of other individuals through-
out the world.

Throughout my career I've done things differently. Instead of
following the crowd or going along with what various managers and
agents had done for others, I held on to the values and decisions that
[ believed would be best for me. Why? Because the experiences I'd had
throughout my life developed beliefs and subsequent business strate-
gies that were unique to me. Somehow I knew what worked for others
wouldn’t be best for me. It might get me into business and create

I may still be discovering who I am as each new day passes, but this

ix
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some success, but not the kind I envisioned. Now, Chris Hilicki ex-
plains in her book the reasons why this is so.

What belief do Chris and I have in common? Simply this: Be
yourself and you’ll achieve the ultimate success. This is more than a
belief—it’s a profound principle. It may be harder and it may even
take longer, but it will take you higher and farther than will following
the paths of others. It will make a difference in your own personal
success as well as in every life that you touch. And, as my book The
Lost Choice illustrates, if you touch even one life today (or don’t), you
can affect millions of lives for the rest of eternity.

What I've learned and continue to learn from Chris’s book is the
value of authenticity. This concept resonates with one of my all-time
tavorite movies, The Legend of Bagger Vance, where the mystical golf
caddy, Bagger, helps the young, spiritually lost golfer, Rannulph
Junuh, rediscover his one, true, “authentic swing.”

When I met Chris several years ago, she was already a respected
brand builder. Dinner at her house was more than lasagna. It was a
quiz on the difference between Coca-Cola and Pepsi products. Today
Chris is recognized around the nation as the architect of great brands.
Her recognition is based on her amazing ability to help us achieve our
desired level of success through building our unique brand, based on
the true stories that lie within each of us.

Chris understands the power of an individual’s life stories in de-
veloping a successful brand. In my book The Traveler’s Gift, you are
taken on a journey that leads you to discovering the “seven decisions
that determine success.” May I Have Your Attention, Please? will help you
realize that all the knowledge and ability to make decisions doesn’t
matter if you don’t understand who you are and where you come from.
As you read this book you will learn how to look within yourself to tap
the life experiences that made you who you are today. Then you will
learn how to leverage those experiences into a brand that can be the
foundation for making powerful decisions. This will give you a compet-
itive edge that can never be lost or copied.

A powerful brand is becoming increasingly important as global-
ization continues. The potential customer base is growing quickly,
but the number of companies vying for its business is growing even
faster. A powerful, unique brand brings instant recognition to your
company and the product or service you provide.

Whether you are the CEO of a major corporation, a professional
athlete, a graduating student about to embark on the journey of life,
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or the owner of a local store, a powerful brand will give you an edge
over those who are competing for your clients, your recognition, your
job, or your business. If you want your endeavors to make a differ-
ence, Chris’s book will explain how to make it happen.

This book fulfills two functions that blend together to create a
seamless adventure and achievable results plan. It teaches you how to
unleash the unique stories and experiences of your past and how to
recognize the values you have developed as a result of your experi-
ences. You'll find value in your factual experiences like never before.
The book also provides a hard-core, brand-building guideline that
helps create immediate improvement and success in life. Taken as a
whole, the book blazes a path and lays a solid foundation upon
which any brand can be built and maintained.

As an author, I believe in the power of books—they provide enter-
tainment, ideas, or inspiration. It is rare that all three elements are com-
bined in one book, but Chris delivers the total package and more. This
is a practical and proven guide that anyone can use, with no two people
or companies following the same path or achieving identical results.

The measurable business success you will gain is reason enough
to read these pages, but the greater purpose and message is that of un-
locking the power of the unique experiences and stories within you.
The results are astonishing enough, but the journey is the reason you
should read this book. It is a pathway everyone should take who de-
sires a successful business as well as a happy life. You will gain the re-
solve to never again believe that it can’t be done—and from this book
forward, you will forever say to yourself, “This, too, is an opportunity
to add to my treasure chest of stories and success!”

Andy Andrews
Orange Beach, Alabama






Preface

prove my life and the lives of those around me? This is a

question I ask myself every day. Every day I need to learn
and to grow in my personal and professional life. As this book ex-
plains, returning to the basics of self-examination builds com-
pelling, influential brands.

We all have a brand, whether we realize it or not. Whether you
are considering your organization or yourself as an individual, your
brand is what people think of you. You might be referring to your
brand as your image, your reputation, or the impression you make on
the world. Whatever you call it, it is the reason you attract attention
and why people give you attention. With the right kind of attention
you can make a powerful impact on the world. The attention I'm
talking about isn’t what you get for standing onstage or about think-
ing you're the center of the universe (or even the cocktail party or
board meeting). It comes in many forms, from essential self-respect, a
thoughtful word from your boss, good service at a restaurant, being
chosen for the team, or a successful sales call to the obvious applause
and awards some envy—and some deserve. If you go through the
process discussed in this book, you will uncover the secret to your
personal and professional identity that will be the cornerstone of
your brand.

H ow can I be sure that my influence on this world will im-

Xiii



Xiv PREFACE

This book is not just a business tool. It is a plan for life fulfill-
ment. Fulfillment comes from being authentic and genuine even
though it may be uncomfortable at first. You can define success in
terms of fame and wealth, but it is that and more when you follow
the process I've illustrated herein. Financial, emotional, and spiritual
success can be gained as soon as you begin. However you define your
success, it is critical that you feel fulfilled and satisfied, or you will be
chasing a dream that can’t be caught.

I ask myself, “What do people think of me and what impression
am I leaving?” not because I care about their approval or need it in or-
der to feel better about myself. I ask because I care about the results
that I want in life. If I want successful results then I need to see how
my presence affects people. Does it bring them to action as I hope?
The way my presence, or even the thought of it, makes people feel is
my brand. Good brand identities don’t just happen. They are built.

A competitive edge depends on getting attention, but the best
strategy is to get it the right way and then use it for the best purpose.
That includes returning the attention back to the world for even
greater good.

Ten years ago I had been building my personal and professional
brand in all the wrong ways. If you asked me then what my brand
was, I would have answered, “Anything you want it to be.” I was
seemingly very successful in life because I was able to figure out what
my business, boss, friends, and husband wanted me to be and then I
could become it. I almost always got the guy, the promotions, and
the attention, but not necessarily for the right reasons. I typically
modeled myself after other people’s success and tried to do what
they did.

This strategy shaped me into a successful person or company by
their definition—not mine. If they were successful, then I thought I
could be just as successtul if I did what they did, looked how they
looked, and sounded how they sounded. It’s not that I wanted to be
them as much as I wanted what they had. But deep inside, I knew
there had to be a better way.

Many people go through life trying to be like the other guy for
all kinds of reasons, and sometimes without even realizing what
they’re doing. Some do this because they don’t know who they are or,
if they do, they don't like who they are. Others are afraid that the
world wouldn’t like them if they were their true selves, so they con-
form to what the world says they should be.
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I came to realize that most of us just don’t know how to be our-
selves. When we’re young we are pressured with questions and in-
structions about what we're going to be when we grow up. The world
expects us to grow, but it doesn’t teach us how to hang on to the
essence of who we are. Between peer pressure, role models, and train-
ing seminars, we could turn into anything.

From the time we are little children, we are asked by good-
intentioned parents, teachers, and neighbors, “Who do you want to
be when you grow up?” No one ever answers, “Me.” Without realiz-
ing it, we try to become just like the other guy or the other company.
Even as we proclaim to love individuality, we copy and imitate each
other to get what we want. Often the hardest thing to do in life is to
be ourselves. I'm not opposed to using the clues that successful com-
panies and individuals leave for us, as long as we use them to uncover
what is unique about ourselves.

I have been blessed and lucky to have experienced accomplish-
ment and achievement in my young life. I traveled around the world as
a scientist turned marketing executive, and became the president of a
national leading children’s publisher by age 38. I was respected for my
opinion and work before I turned 40. Then, sick with a complicated
medical condition, including cancer and a rare autonomic dysfunction
disease, I had a little time on my hands to consider my life’s strategy.

I had a chance to evaluate what my success was based on and how
far it could take me in this world. I grasped that there was another rung
on the ladder of success. I realized that emulating other people’s suc-
cess could only take me so far. My boss, Mr. Harold Anderson, a role
model for me, often pointed to a plaque on his desk that quoted
Kipling. To paraphrase, Kipling said that people can copy all they can
copy, but they can’t copy your mind. I understood this to mean that
the ultimate competitive advantage in life is to use your mind to be
original, not to copy. Be the real thing. Stop trying to be like the other
guy. Stop trying to blend in when you were meant to stand out.

I'm honored to have helped build a successful publishing com-
pany with a brand. I use branding strategies to translate the unique
and powerful brands of characters into books. I know how to create a
look and feel that cannot be copied by our competitors. Everything
else, such as pricing strategies, distribution practices, colors, textures,
and special effects, can be copied. But the true and original stories
that make up a brand can’t be copied. Why not apply the same strat-
egy to myself?
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Being authentic will give us a competitive advantage in life. Our
authenticity is the only thing that we alone possess. It is woven
through the experiences and true events (stories) of our lives. No one
else has had them. When we examine them and learn how to tell
them, we can translate them into a powerful brand identity that the
world will relate to, remember, and be loyal to. This will create influ-
ence and move people to take the kind of action we want for the bet-
terment of everyone’s life. That’s the power of a brand.

I know how hard it is to be yourself. But until you master this,
your success will be fleeting, inferior, or artificial. Brands matter in
life. Brands have real value in our personal and professional lives be-
cause they influence people and move them to action. And the best
brands are based on the truth. Nothing makes a connection like the
truth. The true experiences you and your company or organization
have had are your competitive edge. This book will tell you how to
use them and to obtain the results you want.

Many people and organizations have used my unique brand
building process to build better businesses and lives. If, by the time
you finish this book, you are excited about being your true self be-
cause you see the value and power of it, then you’ve done well and
are on your way to standing out in a world that loves to clone.

Be your true self and be your best self, and you will have unlim-
ited success of every kind. The test of your true self is not who you
have been and what you have done. It is the belief in who you are
and what you can do.
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Believe in the Brand






Chapter ONE

Everyone Needs a Little Attention,
Brands Need a Lot

Getting people to like you is simply the
other side of liking other people.
—Norman Vincent Peale (1898-1993)!

Attention for Better or Worse

From the day we are born we cry out for it. Without it our needs
aren’t met. We learn to make all the right faces, noises, and gestures
to bring us attention and improve the quality of our life, and this
continues throughout our lives. By the time we are grown up we may
object to the idea that we need attention. It makes us sound so des-
perate, and it goes against popular advice to keep our ego in check. So
we replace the word attention with respect and recognition. But what-
ever you want to call it, it’s still attention. And it’s okay to want it and
need it because it can make your life better or worse. It's how we get it
that’s the key to life’s happiness, and it’s what we do with it that can
make us successtul in life.

The Relationship between Attention and Brands

We get attention because of what people think of us. Whether we are
concerned about our personal image or the identity of our corpora-
tion or organization, we are talking about our brand identity. Where
is your brand identity now?
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This book is about building a better business based on how you
share your genuine identity. Whether you are developing your per-
sonal image or your Fortune 500 corporate brand, the best strategy is
the same: Build it on the truth and on your true experiences.

Whether you are a college graduate beginning to embark on a
new career or a middle manager striving to improve himself and the
influence he has in his company, the process starts at the same point:
Be yourself. Stop trying to be like the other guy.

Whether you are just now learning the meaning of the world of
branding or are charged with protecting your entire corporation’s
brand value, it starts here and now. Know yourself and you’ll know
how far you can go.

How to Use This Book

This book provides the two essential elements that everyone who in-
vests in self-improvement understands. Part I describes the theory,
philosophy, and a little psychology about brand building, and Part II
outlines a practical process with steps for immediate application in
your plans for success.

The chapters contain numerous examples that illustrate and an-
alyze how other individuals and businesses have built brands. Every-
one is different, which is why we are all able to build unique brands.
But this means that the examples are just that—merely examples. To
use this brand/image-building process, you have to get underneath
these brand examples and understand this brand theory. When you
follow the steps and answer the questions, if you're doing it correctly
you will come up with a unique brand identity.

The basic process of building a better brand has three steps:

1. Know your own true stories, experiences, and life-changing events
in your personal or professional life.

2. Determine what’s important to you based on your stories. This
will reveal your values and beliefs.

3. Translate these values into a corresponding look, sound, and feel
that no one else can copy, because it’s your story, not theirs. This
will result in your authentic and unique brand that gives you the
competitive edge in life for greater success—no matter how you
define it.
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The work required to examine, analyze, and define your true
story and values from your experiences can be done alone or within
the context of a group where responsible people help you ask and an-
swer questions. Many of the questions you’ll need are in this book.
Take your time and answer them. Later on you can answer them
again because your answers may be braver, more honest, or different.
Enjoy the process.

The translation of your unique values and authentic identity
into your brand identity can be done with the help of the many ex-
amples given herein. Follow the logic behind the case examples to
your own brand conclusion. Just as a skilled musician can hear a
melody and know how to perfectly rearrange it, or a surgeon can look
at a body and know how to repair damage, building a better brand
takes training and knowledge as well as a lot of experience and talent.
Don't be discouraged if, after you've defined your true stories and val-
ues, you can’t immediately translate them into your brand image. By
the end of the book you'll catch on. The key is to keep asking if your
brand’s expression in every form is accurately conveying the true you.
Enjoy the results.

What Do You Want to Be When You Grow Up?

From the time we dress up in our mother’s costume jewelry or our
dad’s hat and big shoes, we are faced with the question, “What do
you want to be when you grow up?” Nobody ever answers, “Me.” 1
can remember teachers, neighbors, and job interviewers asking me
the very question I wanted them to answer for me. Well-intentioned
or just curious, they leaned over toward me and asked me what I didn’t
yet know: “Who do you want to be?”

From early on, we pretend and we copy. We deal with personal
peer pressure, professional image-makers, and brand consultants. We
create identities for ourselves and for our companies. And by doing
so, we have created a world of brands.

Just being “me” is both the easiest and the hardest thing to do.
For many people, it’s a lot easier to be like the other guy. From the
day we send our children to school, they are caught up in trying to
become more like their little friends. They want to fit in, to feel com-
fortable, and to be liked. Some things never change: Most of us want
to fit in as adults, too, even when we are meant to stand out.

These days, people are into building their images, otherwise
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referred to as branding. In today’s world, where we are assaulted
with world-class brands everywhere we turn, it is an easy leap to
understand that people have personal brands just as businesses
have corporate brands. Brands matter. Brands matter because they
can get the results you want in life.

Developing your brand can help you get where you want to go
in life. If you want to go on to greater professional success, fame,
and fortune, then you need to improve your brand identity. But if
you want to like yourself more and become more satisfied with
your relationships, then you need to improve your brand identity
all the more.

Current branding strategies mostly work the same, creating
brands that copy other brands. This doesn’t result in unique brands
or authenticity. A brand must be unique and authentic to be lasting
and powerful.

The Time for Truth Has Truly Come

We need a brand-new way to think about brands in our lives. The best
brands aren’t what you think. The best brands are based on true sto-
ries about your real-life experiences. It sounds simple, doesn’t it? “Just
be yourself.” Well, if it is so simple why don’t we do it? Could it be
that we don't believe that being ourselves can result in more success,
happiness, and satisfaction? A friend of mine used to say, “Whenever
I feel bad about myself, I feel better if I can blame it on someone else.”
Is that why we look at others who seem to have it all and think, “If
I'm just more like them, I'll have what they have”?

Authentic brands make a different promise. They turn the
promise of an abundant life into the practice. The most successful peo-
ple have an identity that is founded on authentic, true-life stories.
These kinds of identities garner the kind of attention from others that
simply makes life better. Identities that are based on authentic, actual
experiences create brands that can positively influence the world.
That kind of influence makes your life matter. And we all want to
matter in life, don’t we?

I believe that branding is ultimately all about stories and story-
telling. A brand is essentially like the bare-bones plot of a longer story.
The best brands are based on the true stories of our experiences, filled
with the human qualities that we can all relate to and believe in. To
claim a brand, you have to make the connection between yourself
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and your world. Whether you're an individual or a corporation, you
must make this connection. And nothing connects like the truth. It is
the only thing that we can all relate to and accept.

The corporate world is learning the hard way that building a
false image is not the right way to create a brand. Big corporate im-
ages that were previously hot have suddenly gone up in flames. Such
world-class corporate logos as Enron and WorldCom are now remem-
bered as En-Wrong and World-Con. Organizations spent too much
money rolling out images with splashy logos and seductive ad cam-
paigns that required us to have the sleuthing powers of Columbo.
And, like Columbo, we discovered that they were lying.

For years, the practice of corporate branding has been used to
create a lasting image and to demonstrate power and size. Corpora-
tions and organizations create designs for hot-air balloons, parades,
credit cards, and clothing. And individuals wear the sweatshirt, use
the credit card, and wave the flag to become associated with the im-
ages or to try to become what they promise. But is that what branding
is—logos and merchandise and new corporate profit centers?

Forget about the image. Branding is not based on mere appear-
ance. The best brands are based on the true stories and authentic ex-
periences that only you have had. Behold who you truly are and
become what you see; that’s your brand. Branding is not a logo or a
musical jingle. Branding is about influence. And there is nothing
more influential than the truth.

What does this have to do with you? You may not believe it yet,
but you have a story of your own that is true and powerful and the
foundation for your success. It's your powerful brand identity.

The concept of a brand being based on truth is an idea whose
time has truly come. There is a connection between the corporate
brand and the personal brand, a connection that has never been
stronger, tighter, or closer. That connection is truth. When we build
personal brands on our true stories, we get the best results, both per-
sonally and professionally. Best of all, we have respect for ourselves,
which gives us a sense of value and importance that will affect every-
thing we do for the rest of our lives.

True Stories Can’t Be Copied

We love true stories, don’t we? We can’t help reading the juicy headlines
while waiting in line at the store. We love to hear what Paul Harvey calls
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“the rest of the story.” Television is filled with reality TV, where audi-
ences tune in to see what really happens, live and unrehearsed. Bi-
ographies and autobiographies are best-sellers. We love true stories,
especially when they relate experiences of uncompromised success,
overcoming of obstacles, and beating the odds.

Everyone has a true story of his or her own. Our stories, which
are our experiences, shape our values for life. And when you learn to
put words to your unique story, you can use it and the values you've
developed to define you in a way that no one can copy. When you
build your brand identity on your true experiences, you will bring to
the world the only thing that no one else can.

More than what you look like or what you do, or even the gifts
and talents you possess, you have something that no one else can
compete with or build success on. You have had experiences that no
one else has had. To the extent that a brand must be unique and spe-
cial to influence behavior, you've got it. You've got a brand that will
be as special and influential as Oprah or Steven Spielberg. You've got a
related corporate brand as promising as Harpo Productions and
Dreamworks. Like them, you can build your brand on the true stories
of your personal experiences that only you can share.

Too many brands start at the wrong end of the equation. They
decide who or what they want to be and then set out to become just
that. This is a book about building your brand by starting from the
other end of that equation. In fact, at the outset, I ask you to consider
that the end result of building your brand identity is the second thing
you consider, not the first.

Take a moment and take the pressure off yourself. Trust in this
process and you will discover who you are meant to become based on
who has been uniquely created. Remember, only after you define who
you are can you consider what you want to become. Start figuring out
who you really are. When you know who you are you can figure out
who you want to become. You’ll know what you’re made of and see
what you're capable of. See. Believe. Go for it.

You have your very own individual brand identity. Whether you
are 18 years old and leaving home, a middle manager seeking ad-
vancement, a retiree entering a new stage of your life, or somewhere
in between, you are dependent on having a strong, powerful brand
identity that gets you the right kind of attention for the right kind of
results you have dreamed of.

If you are a Fortune 500 CEO and want to set yourself apart, be
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more memortable, and build loyalty, you need a better kind of brand
in order to compete. If you are at a turning point in your life and tak-
ing stock of your life’s ups and downs, you need to take control of
your personal brand identity. In a world in which we wear other peo-
ple’s brands as easily as pulling a sweatshirt over our heads, we forget
that we have our own special, unique fingerprint that creates an iden-
tity to build and value.

Unlock Your Identity and Lock onto Your Brand

Inside all of us are things that should be uncovered, polished, and re-
fined for the world to see. And these things should not just be seen
but should be shown off in a way that tells the world we are valuable.
These things are our essence. They are our treasures. Let me say right
now that these things are the very things that we typically hide. We
keep this stuff hidden or buried. We masquerade and pretend to be
what we are not, because we're afraid that if our real identity is dis-
covered, no one will like us or we will fail. Worse yet, we're afraid we
won't like ourselves.

In 1960 a high school boy named Frank Abagnale ran away
from home when his parents divorced. He vowed to reunite them by
regaining what his dad had lost in business. With only $25 in his
checking account he became an expert at pretending to be whoever
he thought would live up to his dad’s expectations. Along the way
he masqueraded as a pilot, a pediatrician, and an attorney. Steven
Spielberg, Tom Hanks, and Leonardo DiCaprio captured this story in
a 2002 blockbuster movie about a boy who wouldn’t live his own
life. It was called Catch Me If You Can. He, like many of us, lived a se-
ries of other people’s lives because he was afraid that his true self
wasn't adequate.

Every day we read about people who have been pretending to be
someone they are not. We find out that they have falsified their col-
lege records and created diplomas on their home graphic design com-
puter programs. Prisons are full of people who have masqueraded as
medical doctors or other professionals because assuming that illegal
identity seemed less risky than being who they really were meant to
be. They were afraid that no one would like them or give them as
much attention if they built their future on just being themselves.

In 2003 a New York Times reporter, Jayson Blair, resigned in shame
for faking stories and quotes and plagiarizing other publications to
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make it appear that the stories were his. He wanted to be the reporter
he thought he should be, and he copied and even fabricated stories to
accomplish this goal.

It is risky to base our future or the future of our company on our-
selves. If our plans don’t meet our hopes and dreams, then we have
no one else to hold responsible. But if we do develop and expand
from our unique and rare characteristics, then we have the ultimate
advantage in life. We’ve got a monopoly on unique resources and the
natural ability to influence and shape the world. No one has access to
the experiences you've had like you do. The way you show the world
your true story is the way your glory is revealed.

My husband and I recently saw the smash Broadway musical The
Producers, with Tony award winners Matthew Broderick and Nathan
Lane. While we sat in our expensive orchestra seats I was captivated
by the story. In the musical, we meet a frightened and risk-adverse ac-
countant named Leo Bloom (played by Broderick). Leo is afraid of
everything. He needs to have the safety of a predictable life or, he be-
lieves, he'll cease to exist.

One of his clients is a renowned but unscrupulous Broadway
show producer named Max Bialystock (Nathan Lane). Max tries to get
Leo to join him in a wily get-rich scheme. Leo is horrified and returns
to his boring accounting office, where he realizes he is miserable in
such an uninteresting and tedious routine. He sings a song we can all
relate to, repeating the words, “I wanna be . . .” He soon rushes back
to Max and shouts, “I'll do it. I'll join you in this scheme. I want to be
a producer, too!” This comes as a complete surprise to the audience,
as well as to Max, who exclaims, “Leo, there’s more to you than there
is to you!”

What does that mean? It is simple. Despite what we all look like
on the outside, there is more to us on the inside waiting to come out.
When our whole self is summed up and brought into focus, we realize
that “There is more to me than there is to me.” This means that what
we are on the inside should be drawn out and be seen, heard, and felt.
All that we are, deep inside, should surface in such a way that it is in-
corporated through our entire existence. I can say this because I be-
lieve that deep down inside we are all created good and pure and
worthy of sharing. I agree with Stan Mitchell, minister and national
speaker extraordinaire, who spoke and counseled us with these wise
words: “There exists the worst in the best of us and the best in the
worst of us, and we're better off not trying to figure out who's in
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which group.”? The whole of you is indeed greater than the value of
all your individual parts. In the case of you, parts are not just parts.
Lest we have too much pride in ourselves, who we are now and
who we become in the future is merely an inevitable extension of
who we have always been. Whether we believe in God, a higher
power, and evolution, we can acknowledge that we didn’t start from
nothing! We had nothing to do with our own original creation. We
are each inherently unique from the outset because each of us is a
one-and-only, genuine, original creation. There are no duplicates.
Everything else on this earth can be copied and imitated, even
cloned. You are the only one who has experienced your life and can
share the values you’ve formed. There is only one you. Don’t forget it.

You desire truth in the inward parts, and in the hidden part
You will make me to know wisdom.
—Psalm 51:6 (New King James Version)

Branding Is All about Stories and Storytelling

As I just said, branding is all about stories and storytelling. I'm shar-
ing my story, which is the basis for my personal and professional
brand, because I want to stir up your memories of your own life. As
you read about how I grew up, how I got through school, and the var-
ious jobs I worked at, I want you to think about the same stages in
your life.

As you read about some of the difficulties in my life and the
wonderful times I've had, I want you to think about similar events
you've been through. Follow along and compare your experiences
with mine. Think about your hopes and values as you read along. Be-
cause as you do, you'll lay the foundation for developing your per-
sonal brand identity and improving the quality of your life.

Once upon a time a small girl grew up with many sisters and two
loving parents. She became very successful in the eyes of the world,
with professional position, status, and the associated power, money,
prestige. A scientist, publisher, founder of one of America’s best chil-
dren’s book companies, author, model, and television personality,
with awards and acclaim, she had reached the top. Described by the
media as “a real live wonder woman,”? Chris Hilicki had a great life
and a great personal brand. Or so it seemed.

As with most people and organizations, what the world sees is
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usually not the whole story. And the first lesson in building brands is
that how we seem on the outside is often very different than who we
are on the inside.

To a publisher, the word story is an important word. My story,
like yours, has taken a lot of turns and twists. The plot has been com-
plicated and it has gone from fairy tale to horror novel to action ad-
venture. My story may not sound too different from yours, yet stories
are all different, and that is what enables us all to build better, dis-
tinct, and authentic brands.

I share my story here as an example of how to use your story as
the foundation of your brand that can never be copied. Follow along
and think about your true story. Ask yourself as you read:

e What were the life-changing events in my life?
e What are some things in my life that occur over and over?

e What are the most important values in my life, and where did they
come from?

I was raised in a middle class family in the conservative mid-
western United States. My father worked for Ford Motor Company
and was considered to be a bit of a charming con artist out of New
York City. Brilliant, hardworking, and likeable, he made things hap-
pen for himself and those he loved. My mother was a homemaker
who raised three children, born right in a row. As a woman of the
1960s Mom volunteered for everything: the PTA, the book fair, and
field trips. She was homeroom mother and Girl Scout Leader, and
she drove the car pool. She did this all for no pay, no bonus plan,
and no commission.

Where were you born and raised? Did your mother work inside
or outside of the home? Did they call it work back then?

I remember going to the Children’s Day carnival every summer
near my grandfather’s Wisconsin home on Lake Winnebago. The
best part of the carnival was the parade. At the parade, we all dressed
up to march around in a circle, to the delight of cheering parents and
grandparents. Back then, little boys arrived as firemen, astronauts,
and football players. Little girls dressed up as ballerinas, fairy
princesses, and nurses. I desperately wanted to be a fairy princess,
too. But my mom had something special in mind for her three little
girls. She wanted to pay respect to our grandparents, who were



Everyone Needs a Little Attention, Brands Need a Lot 13

known as the best gardeners around. So my mom dressed us up as a
vegetable garden. I was a red beet. During the whole parade the little
boy walking behind me pulled my red pointed beet hat down. I felt
completely humiliated.

Did you dress up for carnivals, Halloween, or make-believe?
What was the best costume you ever wore? Did you pick it out or did
someone else? Why did you like it the most?

Maybe there weren't life-shaping events at such an early age in
your life, but I know those children’s carnivals molded my values and
beliefs. My self-concept, my brand, began to take shape. And I'll
never eat beets again.

After the parade, we played every game imaginable, from three-
legged races to wheelbarrow runs. And the best part of the carnival
was that we were all winners. No child went home without a prize.
Every year, everyone won! I suppose I won a prize for being the best
vegetable. Do you remember when life was so simple and innocent?
Back then I thought that those were the best days of my life. And they
probably were.

Did you ever win a prize for something? What for? How did it
make you feel to get that attention?

When the games were over, | remember watching the beautiful
ladies up on the stage hand out awards and prizes to the children
while we sat down on the clubhouse floor, eating ice cream out of
plastic Dixie cups with those rough little wooden spoons. Eventually
it was my turn to walk up onstage and receive my ribbon. It was a life-
changing moment for me. I remember thinking then, at a very young
age, “I'm on the wrong side of that stage.”

I wanted to be the pretty woman in charge, dressed in the stylish
jogging suit (clearly never actually used for jogging). She wore little
sparkly earrings and a smile. From where I sat on the floor, she looked
impressive, strong, and confident in her role as carnival leader. And I
knew then that I was on the wrong side of the stage. I began my quest
to develop myself into what and who would be up in front, getting all
the attention: confident, strong, and wearing sparkly little earrings.

I've mentioned that I had lots of sisters. When girls grow up so
close in age, as we did, it creates a very competitive environment. I'm
not talking about sibling rivalry—I'm talking about fierce competi-
tion! We fought for and about everything. We competed for the last
pork chop, the best bedroom, the latest bedtime, and eventually for
each other’s boyfriends.
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Are you the youngest in your family? Are you the oldest? Did
you compete with your siblings?

As the youngest, let me tell you how I fared. I was the smallest
and did not get the last pork chop. I was the littlest and wore my sis-
ters’ hand-me-down clothes. I was the youngest and was always sent
to bed 15 minutes earlier then my next oldest sister. And each year, as
I was allowed to stay up another half hour for my new bedtime, it was
still always 15 minutes earlier than my sister’s bedtime.

I love being the youngest now, and I remind my sisters every
chance I get, “You're older than me,” but back then it was definitely a
disadvantage. When my father remarried, I had a stepmother, three
more sisters, and a brother to love—and compete with. My point is I
learned the spirit and experience of competition at a very young age.
These experiences shaped some of my values; I value winning.

What Do You Call Aftention?

We all compete for something from the day we are born. Let me tell
you what I've learned about competition. No matter what we are
competing for, it’s really always for the same thing. The goal, the tro-
phy, the ultimate prize is attention. Isn’t that true? Whether we win a
carnival race or an Olympic gold medal, the real prize is the attention
we receive. We might realize that we did a good job and be proud of
ourselves, but deep down what we want (though some won’t admit
it) is attention. Call it self-esteem, respect, admiration, trust, good ser-
vice at a restaurant, your phone call returned, a promotion, an en-
dorsement contract . . . it is all attention.

Maybe the attention comes from ourselves and we call it self-
respect. Maybe it comes from family or friends and we call it love.
Perhaps it comes from your employer or associates in the form of a
promotion or a nomination to be the leader. Maybe it is being chosen
to join the team as you line up along the gymnasium wall. Whatever
you call it, it starts with the recognition and the awareness of who
you are. This is attention.

What are some different words you use for attention? What
means more to you—the trophy, bonus, or employee-of-the-month
parking space, or the respect, regard, and attention behind those
physical symbols?

The next time you watch an awards ceremony, watch carefully
what the winners do right before, during, and after they receive
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their awards. Watch them as they search the crowd for their mother or
father or someone they love. Watch them as they say with their eyes,
“Look at me. I did it!” And watch them as they see in the eyes of their
precious loved ones a look that says, “I see you! I'm so proud of you.”

We are all thirsty for it, but some quench their thirst with
attention-seeking behavior based in destruction rather than improve-
ment. But whether we are being criticized for bad behavior or ap-
plauded for achievement, our behavior is rooted in our need for—our
addiction to—attention.

Attention has gotten a bad rap. There’s nothing wrong with at-
tention. We thrive under proper attention. We grow when we have
our father’s blessing. We become better when we hear the words
“Well done!” For the longest time I denied it, but now it has become
an affectionate joke between my friends and me: Like a plant that
needs water and a dog that needs to be petted, we all need attending
to. It not only keeps us alive, it makes us thrive. It makes us whole so
we can give back to others.

Even though we all compete for attention, some of us are un-
comfortable with that idea. For many of us, drawing attention is our
greatest fear. In fact, public speaking is one of the top ten fears in life
for most people. Something happens to us between our childhood,
when we stand in the middle of a grocery store and loudly sing the
words to songs from The Lion King, and our first job interview, where
we stutter and shrink from a feeling of intimidation.

Attention and Humility Can Coexist

While some people love the bright lights and applause, others only
want a nod of approval from their boss or associates. For some, hu-
mility and attention are mutually exclusive. It is easier to push the
work or product to the foreground than to risk feeling too proud or
conceited. But branding is at some level all about getting and sustain-
ing appropriate attention. Attention comes from the recognition that
you have something to offer. This is the kind of attention that trans-
lates into loyalty, influence, and satisfaction.

When we begin to see ourselves as something to share and wor-
thy of being chosen by the world, we begin to be comfortable with
the idea of attention. There’s nothing wrong with attention. It’s how
you get it and what you do with it that matters. How much is too
much? What kind is the wrong kind? Is the attention a reward or a
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punishment? When dealing with attention, those are important ques-
tions to answer.

When does humble appreciation and reflection become foolish
pride? With any kind of brand, the most important thing to under-
stand is that the attention we receive must immediately be returned
to the one it comes from, in the form of honor and respect. That'’s
what your customer, client, or audience deserves. Brands work best
when they include everyone in an endless circle of respectful and sup-
portive attention.

When we don’t get attention (we aren’t picked for the team,
chosen for the job, or asked out on a date) we risk rejection that
proves to be a self-fulfilling prophesy. “Well, I guess that proves I'm a
nobody.” Rejection quickly manifests as either defeat or conceit. Both
are distortions of the truth.

Back in the 1960s, I grew up in an environment that set me on
a course with one motto, one attention-getting agenda, one compe-
tition. It was the “I'll show them!” competition. I had entered the
race to win.

My sisters had talents to marvel at. My sister Tess was such a re-
markable softball pitcher and hitter that she would sub for the boys’
baseball team throughout high school. She had her nose broken more
than once when line drives came her way, and she was greatly ad-
mired for her bandaged nose—even at the prom. My oldest sister,
Cindy, has the voice of an angel—just the voice, as no one would ac-
cuse her of being too angelic! She could also play any musical instru-
ment she picked up. Talent oozed from these girls. Later, when I was
in junior high school, my parents became guardian for a young
woman | now call my sister, Mary. She, too, had talents I only
dreamed of, and all the boys hung around our house to see her.

I, on the other hand, had decided that if I was going to get any
attention, I would get ahead by studying. And so I studied. I didn’t do
what my sisters did. I didn’t go out for the teams. I didn’t learn to
play the guitar. The fact is I didn’t have much talent. So I read and
studied and joined the debate team and science club.

What did you do in high school to get attention?

In high school, I was the student council president and class
president. I quickly learned that when you were the president you got
your picture taken a lot. I rarely joined anything that I couldn’t be-
come president of quickly. I would show them! And for better or
worse, I'm sure I did.
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My high school experiences served me well. I was the first in my
family to get a college degree, but it wasn’t easy. I got a lot of good
grades, but I was the one studying in the library until three in the
morning. I began my “I'll show them” agenda all over again. I de-
cided to study the most difficult subjects—chemistry, biochemistry,
and physics. I studied these subjects not because I liked them, but be-
cause I thought it sounded so smart to be a scientist. (Supermodel
Cindy Crawford wanted to be a nuclear physicist because she thought
that sounded cool!) Who knows what I would have become if I had
followed my true calling instead of being who I thought I should be?

Did you go to school after high school? Did you study what you
wanted or what you thought you should study? Did anyone tell you
what you should be? How did you pick your career or college major?

Boy, was I poor. After my parents divorced early on, I grew up
always worrying that our family would run out of money. As a result,
I was especially determined to get ahead financially in life. Here is
another example of how real experience shapes our values later in
life. Throughout high school and college I had to scrape together
money any way I could. I went downtown every Thursday to sell my
plasma for the eight dollars they offered. | was probably the only 20-
year-old raking leaves for extra money. And I had a job at the Inter-
national House of Pancakes where 1 could eat all the pancakes I
wanted. I worked 40 hours a week doing second and third shifts at a
hospital. My experiences of putting myself through school and strug-
gling for enough food and rent money instilled in me an apprecia-
tion for self-sufficiency, and I'm wrongly irritated with those I think
have it too easy.

I eventually graduated with a major in chemistry and a minor in
speech. And I thought, “I've really done it now.”

Do you remember your first jobs? What did you do after high
school? How did you pay your rent? Do you value money and secu-
rity more or less as a result of these experiences?

I received and was promoted to job after job over the next 20
years, first as a research chemist, then in production, where I engi-
neered manufacturing improvements for the Little Golden Book
Company. But I was never completely comfortable as a scientist.

There was always somebody telling me, “You're too young, too
extroverted, and especially too female.” I longed to get into sales
and marketing. “That’s where the real money and glamour is,” 1
thought. I'll never forget a vice president of sales and marketing



18 MAY | HAVE YOUR ATTENTION, PLEASE?

who told me to come back when I had an MBA. “You can’t run a
business without an MBA,” he said. Today, that company, Golden
Books Family Entertainment, is bankrupt and out of business, while
I ran one of America’s most successful children’s book companies—
without an MBA.

In 1994 1 was approached by a very successful company and
asked to launch a children’s book company for them. With a great
team, including my husband, Rich, we created the company we
named Dalmatian Press. We started on my living room floor in Octo-
ber of 1995. After nine short years, it has become one of the largest
and most successful children’s book companies in the U.S. mass mar-
ket. I get to work with Warner Bros., Disney, and virtually every
movie studio in America. I've worked in Chicago and New York, in
Paris and Italy and China. I've worked on Wall Street and just down
the street in Nashville. I figured I had really shown them now.

So I must have been happy. My gosh, I should have been one of
the happiest people in the world. And I am happy now, but not for
any of the reasons I would have predicted. At age 44 I discovered who
I really am. And you should too. Here’s what happened.

In 1993, I learned I had cancer. | remember the day. It was a
late Thursday night in early November. I can remember hearing the
radiologist saying, “Stop. Wait—that’s not a cyst.” When I found out
that I had cancer, my Cinderella story became something like a
Stephen King horror story. And I was the central character, written
to be Kkilled off.

I didn’t know that I would be battling cancer for almost 10
years, six major operations, and four new hairstyles. Eventually, 1
stopped trying to look like my old self and bought a red wig, a blonde
wig, and a long brunette wig. That was probably the beginning of my
experimenting with who I really am. I traveled all around the coun-
try, from New York to Los Angeles looking for a cure. I even took a lit-
tle trip down to Mexico. I continued in my competition to be the best
at whatever I did, including fighting cancer. I fought with my sisters
and called it holiday stress. I fought with my boss and called it ambi-
tion. 1 fought with everyone—the guy behind the McDonald’s
counter, the pizza deliveryman, the ATM cash machine, and espe-
cially with my husband at four o’clock in the morning when my
mind played tricks on me and told me, “You're not going to make it.”
I ran all over looking for a cure. At the time I called it traveling, but I
was really running.
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During this time, while I was sick and weak, I was attacked in a
New York City hotel and left bloody and bruised, to endure years of
recovery. I fought a three-year criminal case to put my attacker in jail;
against all odds, and with the help of great legal minds, we won the
unanimous guilty verdict. It's easy to see how these experiences have
created my values for safety and security in life. But, again, I was
pretty stubborn about how I wanted to live life. On the outside I
looked like I was holding up and winning the fight, but by this time
my self-image was becoming a little twisted and tortured.

So on another night—ironically, a Thursday in November
again—I was driving around the dark lakefront drive of Lake Michi-
gan. An old, familiar song came on the radio, one I had sung a hun-
dred times before. Amy Grant sang the poignant words, “In a little
while we’ll be with the Father, can’t you see Him smile? In a little
while we'll be home together, in a while.” I had sung that song for
years, but I had never thought of it like I did that night. At that mo-
ment I thought, “Father, I just want to be home.”

I was tired of fighting. I was tired of running. And I heard God
say, “I know. Stop running. You have all my attention. Just be yourself
and everything will be better, easier, and improved beyond your
biggest hopes and dreams.”

In spite of everything, I had been privileged to have an amazing
and wonderful life. I grew up trying to feel important, wanting to be
chosen for the team, waiting to feel special. Because of my experi-
ences I felt driven to make myself successful, as well as to make any
company I associate with successful.

For most of my life, I created success because I had developed a
special ability to make others feel important. I was always able to fig-
ure out what people wanted and then become it. When I became
what the boss wanted, the company wanted, or the boy wanted, I got
the best jobs, the impressive promotion, and I almost always got the
guy. This made me feel pretty good about myself.

What was my brand? Whatever you wanted it to be.

A Higher Rung on the Ladder of Success

When I turned 40, I got tired of it. Even though I didn’t exactly know
what I was doing, I knew that it was exhausting. But anytime I
stepped out of my comfortable role and tried to be me, I risked not be-
ing loved or popular or chosen or successful.
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I slowly experimented with being “me,” and in time I found out
that there was a higher rung on the success ladder. This was a better
kind of success. I connected to people and organizations, almost acci-
dentally, as I began to share my life experiences and values with oth-
ers. Although it was initially uncomfortable and awkward, each
connection was real, deeper, and infinitely more memorable. It was a
sustainable relationship, and it was all mine. I found out how to de-
velop the best kind of personal brand. It is based on one incredibly
simple yet deceivingly complex principle: Be yourself.

I don’t know the key to success, but the key to failure
is trying to please everybody.*
—Bill Cosby (b. 1937)

There is little about my life | would change, because I've learned
that what happens to you in life really happens for you. All the expe-
riences in my life have been carefully kept as treasures, sometimes
hidden and buried, waiting for me to dig them up and share them.
My experiences have created a story that I share to get others think-
ing and talking about their own true stories. When you find your per-
sonal or corporate story and learn how to share it, you'll build the
most amazing brand identity that will catapult you into the spotlight
of respect. And you’ll gain more than the world’s respect; you'll also
have self-respect. Once you have self-respect, everyone else’s respect
for you is just icing on the cake. Wait until you see how successful
you are.

What Does Sharing Your Story Mean?

Let’s talk about sharing your story. The word share makes a lot of peo-
ple nervous. It evokes thoughts of group therapy where they teach
men and women how to get in touch with their feminine side. We
wonder what we have to give up if we share something. It makes us
laugh and cover our ears, screaming “TMI!” (“Too much informa-
tion!”). I'm not talking about that kind of sharing. I'm talking about
involving your audience and engaging them in two-way relationships.

When I show you how to share the values you've developed
from all of your experiences, you'll learn how to build any kind of a
brand with the power that comes from authenticity. This is the criti-
cal component for lasting success in today’s world.
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No one goes to college taking classes and seeking a major in
branding and image making. There aren’t any classes called Personal
Branding 101. It is a subcategory of business studies, at most. So
many people, like me, end up as accidental brand builders. We be-
come builders, keepers, and protectors of brands. It is a science, art-
tully performed, and I love it.

I like the Men in Black movies. In the 2002 blockbuster movie
Men In Black 1I, Special Agent K (played by Tommy Lee Jones) has his
memory erased. As he reenters the life he had left behind, he does
things and says things that make no sense to him at this point in his
life. But something is compelling him to act out of habits long forgot-
ten. His friend and partner, Agent J (Will Smith), gets it. He says, by
way of explaining and comforting his friend, “Hey, K, you are who
you are, even if you forget sometimes.”

So who are you? Have you forgotten?

Your past is a powerful force in your life, for better or worse.
With all its power, it must not control you but simply give you value,
uniqueness, and clues to define your authentic self. Your past true sto-
ries only have meaning in relationship to the life happening here in
the present. While your life goes on, you must confront the beliefs
your past experiences have programmed into your mind. Are your
memories a work of fiction that you've falsely created? You need to
figure this out, because those memories will lead you down a pathway
of experiences that only you have had. It is what only you can share
with the world that creates the basis for your authentic, unique
brand. How can you be your authentic self and your true brand iden-
tity if you don’t know your truth?

You are who you are, even if you forget sometimes.
—Agent J (played by Will Smith), Men In Black II

Brand-Building Belief |

The only thing that can’t be copied is the true experiences that
only I have had. I will identify them and learn what they mean
for my success.



22

MAY | HAVE YOUR ATTENTION, PLEASE?

Brand Builders

. Do you enjoy remembering your past? Why or why not?
. When was the last time you remember getting attention for

something specific? How did it make you feel?

. Have you ever written your autobiography? Can you do so

now in 300 words?

. What were some life-changing moments in your life? As a re-

sult of those events, what are the three things you value
most, personally and professionally?




Chapter TWO

True Confession:
Good for the Soul,
Great for the Brand

“Men are born to succeed, not fail.”
—Henry David Thoreau (1817-1862)!

Brands Maitter. Brands Matter. Brands Matter.

As we define who we are, we'll understand how our past experiences
shape our current beliefs. These beliefs can, in turn, shape the influ-
ence we have on the world by affecting our work and our business.
Consider the following experiences and how they shaped values, be-
liefs and eventually success.

I began working for Western Publishing, later known as Golden
Books and the Little Golden Book Company, in 1986. Who can forget
characters like the Pokey Little Puppy, Saggy Baggy Elephant, and
Tawny Scrawny Lion? The company had just gone public and was
building its “golden” image. This company wove itself into the hearts
of families with endearing, sentimental books. And books can have
real power and influence over children and society itself.

By 1992 Western had revenues upward of $600 million. This
came from more than market share and great product, although it
had all that. The market share was gained in part from Western’s rep-
utation and promise. The little golden book spine with its adorable
printed characters, like the Pokey Little Puppy and the Saggy Baggy
Elephant, made wonderful memories. They even made heirlooms.
From garages sales to eBay, Little Golden Books have a nice little price
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tag on them because of the memories that get stirred up when they
are seen and remembered.

By 1999, divestments, poor management, and fierce competi-
tion resulted in declining revenues and annual profit losses of as
much as $100 million. In 2000, the company had the option of either
filing for bankruptcy (again) or selling. It did both. But the better
story is that, while it was in a terrible state of affairs and losing
money, it was able to leverage the value and promise of the Little
Golden Book brand into an $84 million offer price. Random House,
Inc., the world’s largest English-language general trade book publisher
and a division of Bertelsmann AG, bought into that brand promise
and purchased the failing Little Golden Book Company—not for its
current financial performance but for its brand promise.

The brand promised that a future generation of parents and
grandparents would buy Little Golden Books because they had warm
and fuzzy memories of them from their childhood. Random House
believed that future financial value existed in the product franchise
that most every mom and dad knows as Little Golden Books. They be-
lieved that the warm response people had when remembering their
childhood with Little Golden Books at story time could be exploited
into huge sales with a happy ending. I think they were right. In 2004
Wal-Mart rolled out a classic nostalgic line of the original Little
Golden Book titles in the midst of America’s love for all things nostal-
gic. The “LGB” brand promised a financial payout to Random House
and that promise was, in part, fulfilled.

So now you’ve decided to work on your image. It’s your brand. In case
you need a little more assurance about the importance of this deci-
sion, this chapter will give you evidence of a brand’s value and where
that value comes from.

If you still think that branding is some obscure marketing de-
partment’s project, then read on to be convinced otherwise. If you
don’t think that your image matters, just ask someone who doesn’t
have a good one.

A good brand is a huge part of anyone’s success. A bad
brand is the biggest part of one’s failure. Good or bad,
individual or corporate, everyone has one. Whether we
realize it or not, everyone has a brand.
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Almost everyone is familiar with the concept of brands as the
way to talk about one’s image, but most don’t appreciate their full
value. Most talk about their value in terms of the intangible goodwill
associated with them. Those are the same people that still look at
brands as graphic designs, logos, and clever taglines. Those are the
people who define their image with the way they dress and the kind
of car they drive. Brand identities are not what we look at. Brands are
what we feel. But this isn’t just some emotional psychology. Brands
have concrete, bankable value. Here are three quick examples of taking
a brand identity to the bank:

1. Consider a story in Inc. magazine about Joe. Joe was being consid-
ered for a major contract with a firm connected to the theme park
industry. At the end of the bidding process the job went to one of
his competitors. When Joe asked why he had lost the bid, he was
told that they wanted to go with the bigger company. “That hurt,”
said Joe. “We are twice as big as the other guy, but they look bigger
and we look smaller.” Joe’s lack of brand identity resulted in an
important loss of revenues, as well as a damaged reputation.?

2. Coca-Cola reports revenues of almost $20 billion in 2002, and
they estimate an additional $1 billion in licensed annual sales
based on their brand—not their product. That’s “the real thing,”
baby. They reportedly sell a half million Coca-Cola products every
minute of every day.?

3. Americans give dozens of greeting cards to friends and loved ones
every year, but they spend two to three times more when they
“care to send the very best” and buy a Hallmark card. Paying $4.99
for a piece of folded 8x11 card stock? That’s a powerful brand.

All of these examples illustrate that the brand is not some graphic
design element flashed in Times Square or flown in the Macy’s parade.
The brand is the thing that makes people feel something. The brand is
the influence over behavior. Brands matter. Brands have real value.

And who doesn’t want to matter? We all want to be remembered.
Our businesses depend on being remembered. As individuals we accom-
plish more and will become more successful when we are remembered.
Unlike any other creature, humans are all about memories and being re-
membered. That is what managing your image and branding is all
about. Individuals have personal brand identities that are every bit as
valuable as corporate brands. The sooner you identify and characterize
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who you truly are, with all your belief systems and what has become
important, the sooner you’ll find the connection to your influence on
your personal and professional success. Consider the following experi-
ences and how they shaped these people’s beliefs and work.

Actor Matt Damon, in the November 30, 2003, issue of Parade
magazine, was quoted as saying that he was “obsessive about role-
playing” when he was a child. His mother was a professor of child de-
velopment and always told him what he would be doing six months
in the future. Damon said, “You couldn’t define yourself, because you
already had been defined by her.” This experience shaped his value to
define himself as he wanted and was consistent with his decision to
become an actor. Damon said he “felt such pain in wanting to belong
somewhere and not belonging.” Maybe becoming an actor “was a de-
sire for love. . . . Isn’t that what we all want? [ think it was just a basic
need for attention. It was an identity of my own.”* Matt Damon has
turned his need for attention into a personal brand that commands
millions of dollars at the box office.

Politicians and presidential candidates from Eisenhower, Rea-
gan, Nader, and Clinton to Bush and Kerry in the 2004 presidential
campaign have been written about for the way they weave their per-
sonal lives into their campaigns.® At the 2004 Republican National
Convention, vice presidential candidate Dick Cheney shared his
grandfather’s humble background as a cook working for the Union
Pacific Railroad when he and his wife lived in a railroad car. He de-
scribed how he went to public schools from kindergarten through
high school. All politicians seek to make themselves likeable and
someone that voters can relate to. Emotion-packed stories that reveal
true lives become the foundation for political brands. And they’ll be
influential and effective if they’re authentic. Conversely, if the stories
are more fiction than fact, the truth will eventually come out and
brand loyalty will be lost, as will the intended results.

Dennis Goldford, chairman of the political science department
of Drake University, says this technique helps candidates form a bond
with voters. Contenders are realizing that all the political platforms
imaginable are only as effective as the person who stands on them.
Anyone can say they want to lower taxes. It is their personal brand
identity (perhaps even more than their professional party brand) that
convinces people to believe in them and align themselves with them.

I disagreed with the political pundits reviewing the speeches given
by the 2004 presidential candidates’ wives, Laura Bush and Teresa Heinz
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Kerry, when they said the speeches didn’t add any value to the race. Of
course they did—if not for content, then because they gave us a better
idea of who the man running for office really is. We want to get to know
more than his voting record. We want to know, “What’s he really like?”
If we can relate to him we are more likely to vote for him. Why else
would Elizabeth Dole and Hillary Rodham Clinton publish their best
cookie recipes in national women’s magazines as a part of the election
campaign in 2000? And why else would we read them and care?

To Matter You Must Be Original.
To Be Original You Must Find Yourself

In the first 10 minutes of the Oscar-winning movie A Beautiful Mind,
John Nash gets to the heart of branding. He is talking about his fellow
academic colleagues, all of whom are geniuses. He complains that
they have already been published and that he doesn’t want to read
these “schoolboys’” work. He says, “I need to look through to the
governing dynamics . . . find a truly original idea. That’s the only way
I'll ever distinguish myself. That’s the only way I'll ever ... matter.”
John Nash laid out the critical pathway to branding:

To matter, you must be original. To be original, you must
find yourself.

Most people want to be remembered. We all like to leave our im-
pressions behind us. And who wants to make a bad impression? From
photographs to memorials, we leave our legacy in our personal and
professional lives. Not only are we flattered and delighted to be re-
membered in life, but most of our businesses depend on it. Our mem-
ory lives on through our children, our contributions, and our work.

My father has started a professional memoir writing business in
his so-called retirement. He can’t keep up with the demand from peo-
ple who want to leave behind their legacy for generations to come.
“Dad,” 1 say, “slow down.” “I can’t,” he answers. “People want to be
remembered forever before they die.”

If you are reading this book, you are interested in how you are
perceived as an individual and in what you can do to direct that per-
ception. As my father interviews senior citizens and prepares their
memoirs, one of the questions left for the final session is “How do
you wish to be remembered?” Not one interviewee has replied, “I
don’t care how I'm remembered.” They have spent a lifetime building



28 MAY | HAVE YOUR ATTENTION, PLEASE?

an image that is their personal brand, and they intend to preserve
that brand well into posterity.

Occasionally, an interviewee will throw in a curve that leaves the
family momentarily speechless. A fervent Catholic centenarian told of
her devotion to the church and then confessed, “I don’t believe in
God.” A nonagenarian and a man in his 60s each confessed that his first
child was conceived before marriage had been considered. A widow ad-
mitted that her husband of 60 years had not been her first choice and
that she had always loved another man. A pillar of the community
asked if he could safely confess to a capital crime after 50 years. When
told that capital crime punishments were not bound by statutes of limi-
tations, he decided to carry his past dealings to the grave with him.

All of these men and women were concerned with their brand
even as they summed up their lives and prepared for eternity. They
were concerned enough to examine every word of their memoir for
the slightest suggestion that they had lived other than as “adver-
tised.” While a confession may have been good for their soul during
an interview, the eventually published memoirs contained not a hint
of earlier indiscretions.

Yes, we all want to matter.

We all want to be remembered at one time or another.
And we want to be remembered for the right reasons.

Why else build brands? Not just for their financial value to us.
We also build them for the way they build our sense of self-respect
and self-esteem.

Who Needs Your Brand More—You or Them?

My husband and I often stop at the grocery store on the way home
from work. It was late one recent night, and I wanted to run in and
quickly pick up some water while the car was still running and wait-
ing close by the entrance.

Aisle 9 could have drowned an army with water. The entire aisle
was filled with shelves offering jugs, bottles, and containers of every
kind of water. There was distilled water, filtered water, purified water,
sparkling water, flavored water, and more. And within each of those
categories were brands that presented images designed to convince
you that they contained the healthiest, purest, and best water for you.
It was going to take some time for me to make the best water-buying
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decision. Never mind that a decade ago I never would have dreamt of
buying water at all. Now I needed a brand to jump out from the con-
fusion and solve my time crunch. There was too much water. What
was I supposed to do? I left with a 12-pack of Diet Coke.

Curiously, the brand doesn’t only matter to the one building it.
It matters just as much to everyone else. In a world of infinite deci-
sions and choices, brands are built for people trying to decide what to
choose. Brands help us make choices more quickly.

Can you imagine going to a grocery store and making choices
based on the true merits of a product? How long do you think it
would take you to read and interpret the ingredients on every can of
orange juice? The average American grocery store now stocks as many
as 60,000 different products. There are more than 500 competing
brands of soft drinks and cookies! Do you have time to learn about a
company’s philosophy and morals? Brands save us time. I may not be
crazy about McDonald’s hamburgers, but wherever I am in the world,
I know exactly what I will get. That is comforting in a strange town or
country. It allows me to make my choice quickly when I don’t want
to experiment with acid reflux and I am in a hurry. How do you know
if you should support someone or some company? Brands and their
images lead us to our choices quickly.

An exception might be for people over 70 years old who are
wired to make their decisions based on long-ingrained habits or price.
My father insists that on his senior citizen income it’s all about price,
and no brand is going to win his allegiance for symbolism over sub-
stance. Others say that they’ve been buying a particular brand for 30
years and they don’t need any newfangled change. Senior citizens
with limited incomes might be a kind of brand Teflon—resistant to
any brands sticking to them. But here again, if the brand can make
the senior citizen audience feel like the company respects their values
and financial situation, then it’s back to the power of the brand.

Secondly, brands can validate who we are and what we believe.
When we associate with a company, we align ourselves with its bigger
company profile. I feel better about myself when I choose to support a
company with a history of sponsoring many worthy children’s causes. I
don't choose McDonald’s just for its food (well, maybe the French
fries). When I choose the McDonald'’s brand it’s because it makes me
feel part of the bigger company initiatives, like its association with the
Ronald McDonald Houses. Good brands should make us feel like we
are part of something bigger and more important than any one person.
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The fact that our choice of brands validates our lives is impor-
tant to think about when we begin to define people’s personal brand
identities. We all know that some people are just more fun. We are
very conscious of the fact that some people make us look better just
for being in their circle of friends. Conversely, the wrong type of per-
son can harm our reputation. How many times did your mom tell
you not to hang around with so-and-so? If we all had something as
obvious as a brand label hanging from our necks, then we would
know how much value each person had and what that person be-
lieved. It would make choosing friends and associates easy.

In many respects, we do look for these labels on people. We no-
tice how they dress, their nationality, and what kind of house they
have. We make assumptions about their value, for better or worse. But,
just as with a brand label on a sweatshirt, where we don't really know
the quality of the garment until we live with it for a while, the same is
true of people. Whether a corporate brand or an individual’s personal
brand, we need to get behind the label and hear the rest of the story.

Even as we support other brands, we brand ourselves.
By choosing brands, we are confirming what we stand for.

When we are chosen, we feel validated that we are worthy and
valuable. The branding cycle is unending. The key is to choose care-
tully. As far as our own self-worth is concerned, we should realize that
we are inherently worthy whether others outwardly choose us or not.
It just feels better when others pick us out of the crowd to be their
partner or friend or a member of their organization.

How Many First Impressions Can You Make?

Many of my best friends work at Disney. Disney is one of the most
well-known and powerful brands in the world. In March 2004 Disney
reported another strong quarter with a net income of $537 million,
up 71 percent from a year earlier. What great proof of a powerful
brand enduring economic downturns as well as controversy in its
management and film studios.

Some of my Disney-employed friends have told me candidly
that, surprisingly, the Walt Disney Company doesn’t pay its em-
ployees as much as one would think. It requires them to sign a
strict, binding, no-compete, five-year contract. They work 14- to
16-hour days and often on weekends and holidays. Why do they
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work there? The brand. All the Disney employees I know have ex-
changed the minimum five years of their lives for the prestige of
being associated with this great company. They want the name Dis-
ney on their resume.

The experience of working for Disney creates many of their val-
ues, which in turn have shaped their individual brand identities. Dis-
ney employees, past or present, get something they value when they
can say, “I've worked for Disney.” It’s part of their story—the wonder-
tul world of Disney.

When Dalmatian Press started up, we slowly and hopefully pur-
sued the giant Disney for the rights to publish their characters and
stories. We were worried that they would be difficult and demanding
to work with, but it didn’t matter. We wanted to work with them. We
believed that having Disney titles in our portfolio would enhance our
image and make us more attractive to other potential studios. We be-
lieved that the Disney alliance would help us make a good impression
on other Hollywood studios.

What the Disney brand stands for has changed over time. Some
passionate artists assert that Disney is trying to fool people into
thinking it cares when it hasn’t since Walt Disney was alive. Still,
what the brand does stand for is a legacy of creativity and profession-
alism that demands high standards from everyone who works with it.
We believed that if Dalmatian Press could publish Disney books, it
would help us make a stronger first impression with retailers who had
never heard of Dalmatian Press.

It did. As we had believed, first impressions count, and they can
save precious, expensive time in business. And, as it turned out, when
we were fortunate enough to become a Disney publisher, it became
and continues to be one of our most enjoyable partners.

A similar story with unique characteristics can be told about
Warner Bros. This company does a superb job of building and protect-
ing its brand. Therefore, our alliance with them makes Dalmatian
Press look great.

We care about our image. We brand ourselves professionally and
personally because we want to leave an impression on the audience.
We want to impress. Good impressions lead to good memories and
then to loyalty. And loyalty brings us our desired response: being the
chosen one. Lest you think that wanting to be chosen is a conceited
and totally self-absorbed endeavor, realize that until we are chosen we
cannot give back to the world as fully as possible.
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When your brand is brand-new, many things are uncertain. But
there are defining moments. When you create a brand, it will leave an
impression, just like an old-fashioned branding iron used by a cattle
rancher to sear his brand on a new cow’s skin. That mark was like a
present-day tattoo, for all to see. But a brand is more than just what
people see. It's what people feel when they see the mark. We must
brand. We build brands and choose brands because, in a world with
infinite choices, brands can lessen the stress that comes from having
too many options and too little time and experience.

How Many Lasting Impressions Can You Make?

First impressions can last forever, but they are yours to constantly im-
prove. First impressions can haunt you or help you repeatedly. Con-
sider the following examples.

Case Example: MasterCard

MasterCard began using the 1970 Three Dog Night pop hit “Joy to
the World” as the backdrop for their 2004 summer commercials.
While they show us our common experiences of new homes, wed-
dings, and the kids’ unending expenses, the timeless, grooving song
plays in the background: “Jeremiah was a bullfrog / Was a good friend
of mine . . .” What kind of impression does this make on us? Does it
make us baby boomers feel carefree, young, and hopeful again? Does
it make us feel as if anything is possible, just like we believed when
we were 13 years old? When the last stanza plays, “Joy to the world
.../ Joy to you and me,” I'm ready to believe that MasterCard wants
me to find my joy.

They make it easy for me to believe in their brand promise. I like
associating with a credit card company that makes me feel delighted,
not guilty, for spending money! The image they present is one that
everyone can relate to, so it’s a smart brand for the company. It's a
brand that I will remember because it uses a favorite old song of
mine. First [ hear the music, then I feel the music. I feel part of a big-
ger movement that embraces the notion of acquiring “priceless”
memories. The image helps me rationalize that it’s not the material
item I'm buying but the memories that will last a lifetime. Master-
Card’s branding efforts make a fun first impression and a lasting im-
pression that works.
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Case Study: Retirement, Anyone?

Consider the changing workforce in the United States. By the year
2015 the percentage of retired people could increase from 12 percent
to 20 percent. Everyone is planning that next stage of their life. Are
you? What's your exit plan? If you've built your personal brand iden-
tity carefully and with purpose, you can retire or change fields like
Rudy Giuliani did. I've seen Rudy speak, and I know that he bril-
liantly teaches people about leadership—for $100,000 per speech. He
built a great personal brand that influences people to hire him at
huge fees. He has a personal brand that will precede him into any fu-
ture professional endeavor for greater success. His image, developed
from his leadership during 9/11, has crystallized into one that we can
choose when we're looking for a hero brand. If you build your brand
right, it will continue to make great first impressions forever.

Great organizations have great brands. Great people have great
brands. Brands matter. Brands matter because they get results from
the moment they make their first impression and for as long as they
continue to impress. How’s your brand working for you?

Most everyone uses caller ID now. When someone calls, we wait
the second that it takes for our telephone screens to identify who is
calling. Many of my friends have the additional feature that requires
the caller to eliminate the caller ID block so that their identity can be
revealed. That’s how much we all want to screen our calls. When you
see that telephone number or the caller’s name, what do you think?
Do you pick up? Do you let it go into voice mail? Whatever you think
about the caller, that’s their brand.

Your Brand Is Everything

Every company and each organization in which you are involved has a
brand. Your brand is everything that people think of when your name
or image comes to mind. Your brand is how people feel about you.

But here’s what I believe is the essence of the best brands:
truth.

The best brands are built on your authentic experiences and your
true stories that no on else has ever had. You build your best brand
identities when you know your true foundation and learn to tell it
the right way.
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Let’s say you or your company is like a wood carving. This piece
of wood has been carved, cut, and chipped away at. Like you, the
wood carving starts as an unshaped form until a series of carvings re-
sults in the image we see. What has shaped the way you look? Re-
member your first job? Chip, chip. Remember losing that job? Chip,
chip, slash, cut, and chip! This process of chipping and carving has re-
sulted in your unique shape and identity. Others can try to duplicate
it, copy it, or mass-produce it. But we want the original work of art,
don’t we? We want the one that is authentic. That’s the one with the
most value. In an art gallery or antique show, the original work al-
ways commands the highest price.

In London, 60 original works by impressionist and modern
artists sold for more than $111 million at a 2004 Sotheby’s auction
event. I have a favorite Van Gogh print in my home which I paid
$100 for, mostly for the frame. But here Van Gogh’s original Two
Crabs masterpiece commanded a price of $9.4 million.

It’s always the original work that gets the greatest attention and
is valued the most. It is our stories based on our real experiences that
form our values and belief systems. They chip away at our develop-
ment, giving us a shape that others see. They turn an unshaped be-
ginning of life into a carefully formed and intricate creation that can
never be duplicated.

You gain strength, courage and confidence by every experience
in which you really stop to look fear in the face. You are able
to say to yourself, “I have lived through this horror. I can
take the next thing that comes along.” You must
do the thing you think you cannot do.
—FEleanor Roosevelt (1884-1962)°

If Your Brand Is Lost

Imagine you’re walking through an enormous theme park, such as
Disney World, and you completely lose your bearings. Or pretend you
are shopping in a huge and crowded outlet mall, and you don’t know
which direction you need to go next. What do you normally do in
these situations? If you're like most people, you look for the huge,
freestanding map conveniently located for every type of traveler. On
these maps, schematics with color-coded icons, arrows, and numbers
jump out at you to lead you to your desired destination. As you stand
there looking over the map, your eyes dart back and forth, trying to
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find the one anchor you can go no further without. What are you
looking for? What do we all try to put our finger on?

We are looking for the words “You are here.” Sometimes they
get our attention with a big red star, sometimes there’s a swirling ar-
row. But we all breathe a sigh of relief when we see those words,
“You are here.”

We're not relieved because we are “here.” We're relieved because
now we have the means to begin our journey, continue on course,
and accomplish our mission. We no longer have to guess which direc-
tion to travel. We've got the most important piece of information to
get exactly where we want to go.

Maybe you're in the theme park looking for your little boy’s fa-
vorite Disney ride, Dumbo. Maybe you're at the mall and you have to
quickly find the restroom, the Sharper Image store for the impossible
perfect boss’s gift, or the food court to get that free piece of chicken
they hand out in front of the China Wok. Whatever your journey, go
to the map. Only then can you plot the best route between your start-
ing point and your destination.

Sometimes I'm in a hurry and I approach the search looking
ahead in the direction of my destination. If I'm looking for the JCPen-
ney store, my eyes jump to the big square blocks at the top and bot-
tom of the mall map where big stores anchor the diagram. But after I
find JCPenney, I am stopped in my search and compelled to go back
and put my finger on the place that I am starting from. Our destina-
tion only has relevance in relation to where we start from. Where are
you starting from?

Now imagine you are looking for your place in the world.
What'’s your role in life? How many times have you asked, “Who am
I and where am I going?” We constantly define ourselves and ask
others to define us. Why? Because where we go in life depends on
who we are.

Even if we define our goals, we can’t actually begin to achieve
them unless we understand the starting point. That’s why every board
game has a big game square with the word Start on it. Every race be-
gins with a starting line that we touch with our toes before the starter
pistol fires. In the business game, marketing plans begin with an
analysis of the current situation. In our personal lives we have a mil-
lion different measuring sticks to assess our progress, such as educa-
tional degrees, bank accounts, and even the bathroom scale. For
example, when you go on a diet, you start by standing on the scale
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and determining how much you weigh to begin with. When you de-
cide to save money, you count your pennies and get your current ac-
count balance.

Put simply, it is a waste of time to head toward any target with-
out a good strategic plan. If your goal is success, then you need a
plan. This plan must include the development of your brand identity.

By now you know what your brand identity is. It's what people
think of you. It’s the influence you have in the world. It’s a kind of
shorthand the world uses—in fact, must use—to comprehend and
judge who you are. You wear your brand like a label whether you
mean to or not. But when you do it with purpose and understanding,
your brand can ensure your success on every level.

No matter what kind of brand you are building—corporate
image, personal reputation, or professional status—the
most important common denominator is always the same:
the truth.

Truth is your “You are here” map marker. Your frue experiences and
your true stories are the key components for any kind of brand you
create. Only when you truly know who you are will you know who
you can become.

Let’s go back to the big map on the wall in your shopping mall
or theme park. Remember, no matter where you want to go, what’s
the first thing you look for? It’s the “You are here” spot! Only when
you realize where you're starting from can you navigate your best
course of action. Then you’ll get results! You must examine how your
life has been carved and shaped to determine your foundation to
build on. But this type of self-examination is the very thing that we
typically avoid. It’s hard to push yourself into this most vulnerable
and uncomfortable position. I know. I've lived there.

In 1993 I discovered I had cancer. Imagine my life being chiseled
away, shaping or misshaping my self-image. Chip, chip, chip. That
doesn’t make me special. Everybody lives with significant trials
throughout their life. For 10 years, cancer has come and gone several
times in my life, which has shaped many of my personal values. Can-
cer doesn’t define me but it is part of my story. It’s part of my brand.
My unique experience with cancer creates a unique brand. The beliefs
you form from your experiences in life can either hold you back or
move you forward. Which way are you going?

Building brand identities on a foundation of authentic experi-
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ences rewrites some of today’s common branding rules. Some other
branding theories would have you build your brand by following for-
mulas that have been successful for other companies having nothing
to do with you. Some other branding strategies ask you to build your
brand on being the first or the biggest, or some other feature that can
be copied. And some branding experts ask you to copy someone else’s
success, even before you know if it is consistent with your true pur-
pose and experience.

My process asks you to start with another practice that might
break some traditional marketing and business school laws. It pushes
you to define and tell your story effectively to build your brands.

Brands Are Better than Features or Price

When I started the children’s book company Dalmatian Press, we began
on our living room floor with the question, why start another children’s
book company? There are plenty of great books out there and over a
hundred publishers. What will make our company different? Why
should it succeed when so many don’t? We began by rethinking the
way the world competes. Remember, at the heart of competition is the
quest for attention and being chosen. How could we get people’s atten-
tion focused on our books? What would make people choose them?

In our modern world, we compete in three ways: price, features,
and brands. We first compete with price. This is a tough way to com-
pete. A good pricing strategy can always get you into business but can
rarely sustain the business, much less grow it. It makes you just an-
other commodity. Dalmatian Press was briefly in this competition
when it first opened its doors. We caught the attention of retailers
and customers with our low prices. As I said, it can get you in business
quickly, but we knew we didn’t want to live there. We love offering a
good value, but we knew our worth was based on more.

Wal-Mart is a bit of an exception for having built a brand on a
strategy of low prices. However, the fact that the business expresses it-
self with low prices to the consumer is the evidence of a deeper true
story about Sam Walton. His story has been told again and again and
we know it to be true. Therefore the Wal-Mart brand promises more
than low prices. It promises more than an affordable lifestyle for con-
sumers. It is about what Wal-Mart can do with its success, from chari-
ties to finding missing children. It is about an incredible business
success story that entrepreneurs and Fortune 500 CEOs dream about
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and relate to. That'’s the emotional punch that propels the Wal-Mart
brand beyond its low price image. Low prices are still just a feature that
anyone can copy. It is the reason behind the pricing strategies and the
promises you make with them that are your true brand. Many people
don’t know their own worth. We may not wear a price sticker, but we
compromise and cut corners and cheapen ourselves all too often.

Second, we compete with features. Features are a good way to
compete. At Dalmatian Press, we began incorporating special features
in our children’s books, like stickers and posters and inks that glow in
the dark. Every corporation needs great features. Baskin-Robbins has
31 flavors! Glad ziplock bags introduced the resealable zip feature. But
the problem with features is that if they’re good, they will always be
copied. Someone will come up with that 32nd flavor. Everyone has a
ziplock bag now.

Dalmatian Press made product presentations every few months
that I couldn’t be prouder of. Shortly after, our competitors were in
front of our retail buyers insisting, “We can do that, too!” Whatever
we developed they were only too happy to copy. We were the first to
create an activity on the back cover of a drawing tablet. Soon after,
our competitors were manufacturing tablets the same way.

But our identity wasn’t about features. Our experience was all
about ingenuity and ideas. We built a brand on the ability and experi-
ence to come up with new ideas. I mentioned in the Preface a Rud-
yard Kipling quote given to me by my boss and mentor, Harold
Anderson, which hangs over my desk. To paraphrase, Kipling said,
“They can copy all they can copy, but they can’t copy my mind.”

The same thing happens with brands. You can build a brand
(your image and reputation) on being the fastest, the smartest, or the
best looking—but eventually someone will be faster, smarter, or better
looking. It's true that we all have gifts and special features to share
with the world. But their origination and how we share them is our
true brand. So we need to move into the third and best way to com-
pete: We compete with our brand.

At Dalmatian Press, we decided to build a publishing company un-
like any other. We decided to build our company around a publishing
brand to which customers, moms, and teachers would give their loyalty.
It had never been done on a companywide scale. Sure, people know
what titles they like. They might choose a book because they like the ti-
tle, theme, or author. But rarely do they know the publisher of the book.

Everyone always asks me, “Why did you name your company
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Dalmatian Press?” With our spotted spine and puppy dog logo, we
connected to kids and customers everywhere, sending a message with
the tagline, “Spot the difference.” We connected to the world with
qualities that people relate to. The Dalmatian puppy appeals to sensa-
tions of warmth, innocence, trust, happiness, and fun. “Spot the Dif-
ference” fosters a feeling of uniqueness. Anyway, can you imagine a
children’s publishing company named Hilicki Press?

We have stayed true to our original story of wanting to make a
difference in children’s lives. As we build on our authentic experi-
ences we build an authentic and unique company. We share our true
stories to build affection and loyalty to our company. And believe me,
people will remember how they feel about your company before
they’ll ever remember any information you are trying to sell them.

One Good Brand Leads to Another

We built a strong brand, and we understand how to exploit the strong
brands that we publish. Learn the facts and tell them with emotions
that people will remember.

Take that big purple dinosaur, Barney, for instance. When our
competitors had the contract to publish Barney books, they did a de-
cent job. The books looked good. However, they had Barney on the
cover in a space ship, or leading a circus parade, or playing basketball.
That’s not Barney! The essence of Barney comes from his “I Love You”
song. That’s his true story. And so we did something very simple. We
asked, “What does his true story look like on paper?” Answer: We de-
picted him in poses hugging other characters.

Our Barney books, with the same page count and the same
price as our competitors’, placed next to them on the shelf, sold
three times as well as our competitors’. Why? Because we told the
true story of Barney. When his brand is built on his original story it
is successful. Can you imagine Barney trying to change his image
into an action hero just because action heroes were the new popu-
lar craze for children? That would be totally phony and, although
attention-getting, unsuccessful. And yet that’s what many of us try
to do. We try to create a popular action figure image when that’s
not our true story.

We connected to our customers with emotions that they could
trust and relate to. We took Barney'’s true brand story all the way to the
bank. Dalmatian Press has had many similar experiences publishing
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other wonderful brands, such as Precious Moments, Disney, Scooby-
Doo, and the American Greetings characters, Care Bears.

When Dalmatian Press acquires a new character license, many of
us gather around the conference room table to analyze the true story
of the brand. What is the essence of the character? For instance, when
we began to publish books with the character Winnie-the-Pooh, we
asked what were the most important characteristics of his existence
and his popularity. He came with a multitude of costumed scenes and
playmates that we could put on our book covers. As we went around
the room hearing from our associates, I heard explanations about
how cuddly he was, yet strong. I heard how vulnerable he was, yet
heroic. Finally, one of our graphic designers, a big, strapping hunter
who is usually quiet in our meetings, whispered, “He’s all about hope
and believing in yourself.” He was right. We put Pooh on our covers
in poses that could make kids relate to thinking bigger than you ap-
pear to be.

When we began publishing Batman, Superman, and other super-
hero books, we went through the same exercise. Out of our discussion
came the theory that now more than ever, we are all looking for pro-
tection and safety. How does that look on paper? We chose Superman
poses that depicted Superman standing tall with his hands on his
waist, chin up, and legs ready to leap. We didn’t have him flying in
the air. We had him poised to guard us and keep us from harm. It
looked as though he was saying, “I've got my eye on you and nothing
will get between me and you that could threaten your well-being.”
The golden glow we painted behind him made us feel like the world
would be a brighter place.

Does this sound like we’re making a children’s book into a psy-
chology experiment? Does it seem silly to put so much effort into a
$3.00 book that will eventually be thrown away? We know it isn’t. We
know from sales data that the book’s cover sells the book. The cover
presents the brand’s image. We know it has to immediately connect
with the customer and create an impulse that generates an emotional
reaction and purchase. Whether it is a coloring book, fast-food pack-
aging, or a drug company advertisement, the look creates the feel,
and the feelings create the resultant action.

Bill Cosby is one of the biggest brand names in the world. His
successes are almost too many to list. He is reportedly in discussions
about the possibility of another big-screen feature film. Despite all of
his unquestionable success in television, comedy, and publishing, he
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is not on the A list as a big-screen Hollywood actor. The essence of Bill
Cosby has never come through in his movie characters like it has
with his TV series character, Cliff Huxtable, and his cartoon charac-
ters, Fat Albert and Li’'l Bill. Even his brilliant live comedy perfor-
mance is more of a conversation than an act. I believe that until he
incorporates his realism, the audience won’t embrace his movies and
he won't see the success that other movie stars achieve.

We love other movie actors in part because we only know them as
actors. We can imagine any true story we want about Julia Roberts or
George Clooney. But we have too much information about Bill Cosby,
just like we do with Oprah Winfrey—and as much as we love Oprah,
her talk show and magazine, her big-screen feature films have not been
as successful for her. We don’t connect with them as theatrical film ac-
tors because we think we know who they really are. (We probably don’t
but we think we do.) We associate their identities with authenticity
based on their live performances we’'ve seen for years. If they play an-
other character, we respect them and recognize them, but we don’t
love the character as much as the person we really believe them to be.

At Dalmatian Press we know our story. We know who we are. We
don't try to be what we're not . . . and we know how to compete with
the other brands we associate with.

Dalmatian Press gets branding. We know how to build off of
other brands to get results from branding. Today, Dalmatian Press is
honored to be one of the largest coloring and activity book publishers
in America’s mass market. Since 1995 we have grown to a position
where we dominate the market with prestigious partners such as Dis-
ney, Warner Bros., Sony, Universal Studios, American Greetings, Lisa
Frank, and many other movie and art studios in America. There is
only one Dalmatian Press. Other publishers can copy our product de-
velopment, our titles, and our pricing, but they can never copy the
way we express ourselves if it is based on the real experiences that
only we have had. That’s our story.

What’s Your Story?

Let’s talk about you—you the individual and you, part of the whole
organization.

* You, like everyone, have a story of your own, whether you realize it
or not. People are watching you and your story all the time.
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* You have an amazing story to tell.

e The way you tell your story creates a brand identity that makes
people think and feel the way they do about you. The way they feel
about you will determine how they treat you.

e When you learn to put words to your story, you will recognize
that you have unique value that defines you in a way that no one
can copy.

e The only thing that cannot be duplicated in this world of personal
ambition and professional success is you.

e You can build a better business, whether it’s personal or profes-
sional, when you share your true story. This is the strongest foun-
dation of your brand identity. And we've just underscored how
valuable your brand is. So tell that story.

Words are, of course, the most powerful drug used by mankind.
—Rudyard Kipling”

When Brands Appeal to Our Senses
They Become Sensational

The best brands are those with personalities.

It takes years to give an inanimate object a personality. M&M'’s candies
were just chocolate candies. They got attention with a campaign fea-
turing “melt in your mouth, not in your hands” qualities. But any
candy can do that. Then they became animated green, yellow, red, and
blue personalities. Once they started talking and walking, they worked
their ways into our hearts and memories with a sexy green personality,
a silly yellow character, and so on. But even with a multimillion-dollar
ad campaign, it took hundreds of impressions on us before we enjoyed
them as more than just candies. It takes the conditioning of our senses
to build the emotional connection that brands have over generic prod-
ucts. How much more are you, a human being, able to build a brand
when you already have a personality!

Building your brand image is at best a process of sending and re-
ceiving conscious sense impressions by stimulating hearing, vision, or
touch. These sensations are the vehicles for emotions to ride. When
we build a brand with sensory impressions and feelings, we can make
a stronger impression than we can with facts and information. To be
clear, facts and information are the foundation of any brand because
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that’s what is real, authentic, and reliable. But the facts should be ex-
pressed with the kind of emotion that appeals to all the senses.
M&M'’s doesn’t build its brand with nutritional information. It con-
nects to its fans via an emotional experience that is memorable and
gets action.

This is a different approach to building an image. Rather than
using facts and information, use emotion and sentiment. The way we
incorporate human sensory outreach will determine how well our im-
age is projected and received. The better we use human, sensory expe-
riences, the better our image will be perceived. Sensory experiences
are the most powerful tools we have when changing lives. And your
brand can change lives.

A sensory experience is immediate. Intellectual learning is not.
But we rarely use sensory experiences to their fullest extent in brand-
ing. What kind of brand can best integrate the human senses into it?
A personal brand. Instead of building brands based on pricing or con-
venience or distribution tactics, we must use the human senses to
compete. Instead of using personal features of beauty or wealth or in-
telligence, we must develop a personal brand based on our true expe-
riences and told with all the senses the world craves. There will
always be someone prettier, richer and smarter. But there will never
be someone who has had the same true experiences you have had.
Use all the senses to communicate your true story. That’s the only
way any brand will win the competition.

Keep reminding yourself that before using emotion to tell your
story, you must know what the facts of your story really are. The story
doesn’t start with emotion—it is merely expressed emotionally. Emo-
tion can make a wonderful servant but it is not the master. The start-
ing point is the truth. Then you have the choice to make decisions
based on your true experiences. Harness your emotions. Don’t let
them drag you along for a reckless ride.

The McDonald’s brand does a good job of incorporating emo-
tions into its endless brand development. It isn’t selling its brand
based on how good its hamburgers taste. In the past, it built its
brand on its low prices. Occasionally it still competes with pricing.
It has dollar menus and 49-cent hamburger days. So do all the other
burger chains. McDonald’s also competes with features; it has play
lands and birthday parties and kids’ meals with toys. The other
burger chains have copied these. Pricing and features have sustained
McDonald’s business, but in order to grow it must exercise its brand
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and build brand loyalty. How? With emotional promises woven into
the brand.

McDonald’s’ jingle in 2003 was “We love to see you smile.” It
was selling smiles and the idea that it cared about our happiness. In
the 1960s I sang along to the jingle, “Grab a bucket and mop . . . be-
cause McDonald’s is clean.” In the next decade we were told, “You de-
serve a break today.” But “We love to see you smile”? I didn’t buy it.

The Wall Street Journal reported in June 2003 that McDonald’s re-
alized its tagline was not connecting with its customers as hoped.® We
didn’t believe that McDonald’s really cared if we smiled or not. In
fact, this $300 million ad campaign coincided with the corporation’s
first quarterly loss in its history. How could we believe that it cared if
we smiled, if we rarely saw a smile inside its stores on the faces of its
employees? It sure felt like a broken promise to me. They were smart
to reexamine themselves and what their true story was.

In 2004 McDonald’s rolled out a new ad campaign with a hipper
tagline and jingle, “I'm lovin’ it!” What do you think? Does it move
you to action? Does it make you feel like going to their restaurant? Al-
though it tries to make an emotional connection, I wonder if we can
all relate to “lovin’” McDonald’s food.

I chatted with former McDonald’s Corporation division presi-
dent Kevin E. Dunn in August of 2004. He offered some insights into
McDonald’s and its future if the brand does not embrace some of the
company'’s original story. “McDonald’s has to offer more than just
low prices. QSC&V [quality, service, cleanliness, and value] are the
core elements that built the brand from its beginnings in 1955. But
McDonald’s became somewhat of a commodity, driven primarily by
pricing strategies, offering customers games and discounts rather than
focusing on QSC&V. Over time, that hurt the brand, in my opinion,
and confused the customer.”

I think McDonald’s lost some of the magic that differentiated
the brand in earlier years.

Dunn believes that many people working at McDonald’s today
don’t know the real McDonald’s story and its rich history. “McDon-
ald’s needs to hold on to its traditional core values, continuing to re-
vitalize the brand as the market and customers change,” he said. “It
must focus on the customer first and view the business through the
eyes of the restaurant manager and crew.”

Dunn went on, “McDonald’s spent almost $1 billion last year in
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marketing and advertising, but if you asked 10 customers what the
brand stands for, I'm not sure they could agree on what its message or
its attributes are. McDonald’s has a tendency to try to be all things to
all people and in the process does not present a message that is clear,
concise, and compelling to either its external or internal customer.
Recent changes indicate that the company is working hard to refocus
the system on QSC&YV, and the past year’s results show that this ap-
proach is resonating with the customer.”

Dunn told me that he respects the current McDonald'’s leadership,
who he believes values the “roots” of the brand and its core values. “The
brand comes to life through the franchisees, suppliers, and restaurant
crews,” he said. “It’s in the restaurant where the McDonald’s brand re-
ally comes to life! That’s where the real story is being written today, all
across the globe, and that will determine McDonald’s next chapter.”’

The McDonald’s brand will, of course, survive. It will thrive as it
figures out who McDonald’s really was and who it is now—and what’s
the relationship between the two.

The M&M'’s candy brand follows the same branding pathway.
Thirty years ago, they promised that “M&M’s melt in your mouth,
not in your hand.” It was a feature moms cared about. Today, they
have developed a line of characters that we laugh at and enjoy. Be-
fore, their brand promised a clean candy. Today, it promises a cool
candy that’s fun.

These long-standing brands have changed their strategies from
competing with functions and features, to competing with emotions
that we relate to and become loyal to. A brand identity has to know
who it truly is and tell its story with emotional strings that tug at our
heart and soul. This is today’s kind of brand.

Your brand identity will be noticed because of how you appeal
to people’s emotions. How do they feel about you—not what do they
know about you. That’s why the presentation of our written resume is
as important as the words on the paper. Have you ever spent time try-
ing to decide if your resume looks better on white paper or ivory pa-
per? Elle Wood, the main character in the blockbuster movie, Legally
Blonde, printed her resume for law school on pink scented paper.
Memorable? Yes. In a good way? Only you can judge if that’s how you
want to be remembered. Still, that gives you an idea of how to incor-
porate all the senses into your brand.

There is only one thing in the world that will always be different
all the time. It’s not what you do. It’s who you are. It’s you.
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Brands Are for Influence,
and Nothing Influences Like the Truth

When people remain unconvinced about the power and importance
of brand development, it may be because they are not defining it cor-
rectly. I like to take those people back to the Ponderosa—not the
restaurant, but the cattle ranch depicted on the old television show
Bonanza, starring Lorne Green and Michael Landon. You may not be
old enough to have seen that drama on prime-time television, but if
you ever caught an episode on TV Land, then you know a little about
image and branding. The family that owned and ran a certain cattle
ranch was the Cartwright family. Wealthy? We assume so. Respected?
Absolutely. The Cartwrights commanded personal and professional
respect. They were regarded as good, moral, successful people and
were praised for miles around. Their names and all that belonged to
them were recognized, admired, and able to influence.

The Cartwrights put their brand on their belongings, specifically
their cattle. Imagine the red-hot branding iron of Wild West days
searing the skin of the cattle to identify them as belonging to the
Cartwrights. Why did they do that? If someone came across one of
their cattle—someone like a cattle poacher in the business of stealing
cattle—he would pay attention to the brand. It didn’t only matter
what the brand looked like. What also mattered was that the brand
was recognized and how it made people feel when they acknowl-
edged it. How did that brand make them feel? What did those marks
on the cattle’s hide symbolize? That brand symbolized everything the
Cartwrights stood for and all that their name promised.

The brand prompted feelings of power and influence, and
made people feel like they could either be part of something bigger
or against something bigger than they could handle by themselves.
It was clear enough to speak for itself when there was no one else
there to explain its meaning and intent. That brand would act as a
kind of shorthand for the entire message of the Cartwright family. I
imagine not too many people wanted to mess with the temper of
Little Joe or the brute strength of big Hoss. Their brand got the re-
sults they wanted. It was based on the unique stories that made each
character’s personal brand special, and the Ponderosa brand impos-
sible to duplicate.

That brand was powerful enough to jump from fictional televi-
sion to a national restaurant chain. Hoping to evoke the same feel-
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ings of adventure, quality, family, and loyalty, Ponderosa restau-
rants sprang up everywhere in the 1970s and still conjure up the
image of beef steaks grilled on an open flame and a feeling of hon-
est fun and contentment.

Bonanza illustrates a humble beginning of branding. Even back
then, a brand wasn’t about the mark itself but the influence it had on
behavior. Today’s tattoos do the same thing. Eagles, Harley-Davidson
logos, gang symbols, hearts, and butterflies—they’re more about the
feelings they’re intended to evoke than how they look. A good logo is
a visual representation of a brand so imbued with emotion that it acts
as a visual trigger. That’s what branding is and what it is for: influ-
ence. There is nothing more influential than the truth. True brands
truly work.

Sales versus Marketing versus Branding

Where does true branding end and slick marketing and smooth sales
begin? A lot of sales and marketing executives would stutter through
an explanation of the difference between sales, marketing, and brand
building. Sometimes the best definitions are the easiest. As we leap
from corporate branding to personal branding, let’s look at some busi-
ness definitions that we can use in our personal branding strategies.

Sales is the function of convincing someone to buy something.
It is being able to send a bill to someone and be paid (in whatever cur-
rency or exchange agreed upon) for what you sold him or her. You
could be selling anything. You might be selling your idea or a product
or a worthy cause, and you might be paid in money, time, or goods.
You might be selling yourself as someone to trust or hire or love.

Marketing is generating more business, resulting in more sales.
Marketing is done with the intent to sell something, and to sell more
of something. Again, you might be marketing a philosophy or a com-
mitment or a product. The way you dress might market you in a way
that sells how powerful you are.

Branding is what influences behaviors, actions, or thoughts
through the stimulation of thoughts and feelings. This is executed
with marketing tools aimed at securing more sales.

We're talking about your image, but branding is not the actual
visual image, the logo, or the emblem that is projected or worn. It is
not anything that you can borrow from someone else. You can see an
image in the mirror, but it isn’t the thing itself.
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Brand Backlash

Brands do have their backlash. More and more people (especially young
people) are hesitant to give their complete trust to brands because they
have been let down and lied to. Young people love to wear brands and
align themselves with brands, but they will be the first to criticize them
if they think they are phony. They don’t want to be sold on anything.
Maybe that’s why young people don’t like to dress up as much as older
generations do. In their mind, black-tie events are just places where peo-
ple come in costumes and act like the people they are not. They want to
think that their choices are their own ideas and that they have not been
manipulated. That’s what creates fierce brand loyalty—free choice.

Brands have a backlash when they misjudge what the world
wants. Through misguided marketing they build an image that might
be shocking, promiscuous, angry, or even dangerous. They don’t
know who they intentionally or accidentally are, and they build a
false image and reputation. They get attention, all right, but for all
the wrong reasons.

Calvin Klein and Abercrombie & Fitch did it with nearly naked
models advertising their apparel. That’s a big disconnect: clothing
brands building their brand with a lack of clothing. Tammy Baker got
attention for all the wrong reasons with her huge false eyelashes, rep-
resenting a false identity that was later revealed. When brands portray
false images, eventually the world is offended, mistrusts them, and
stops choosing them until they begin to tell the truth.

Everyone and every organization has a brand already. They just
may not realize it. They may not know what it is or realize that they
are expressing it with the way they live.

But our brand, our identity, is not how we look but how
others feel and react to the way we look and the way we
express ourselves.

It's how we express ourselves—through pricing, features, and
emotional outreach that influences how others feel about us. It is those
feelings that determine what kind of attention we get—good, bad, pos-
itive, negative, healthy, unhealthy, loyal, helpful, supportive, powerful.

Brands Inside and Out

There are so many books, web sites, seminars, and newsletters on
branding that each must brand itself as the one that is special. Brand-
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ing is trendy. But even when the trend slows down, you will always
need to build your brand for a better business. You might call it some-
thing else in the future: image, identity, reputation, character, or the
impression you make. But today it is called your brand.

Obviously, great organizations have great images and great
brands. That goes without saying. Building brands takes an enormous
amount of skill and talent. But I think it takes more than that.

Have you ever wondered, “Who comes up with all this?” Never
mind who, ask yourself how? The answer to how is in the answer to
where. Yes, where.

The difference between what brands are versus what they
are not is where brands come from. Brands come from two places:
(1) The outside, which is a place that imposes itself on the brand, or
(2) the inside, which is where the true story and birthplace of the
brand begin.

When something shapes and develops a brand externally, it’s
like pushing cookie dough through a cookie press. The press gives the
dough shape. Building brands from the outside is like pushing your
true story through a cookie press. When we build brands from the
outside we use a mold that belongs to someone else. You can call it
modeling or emulating, but it is duplication.

In the business world, we have management and clients who
force their agendas on us. There are creative directors and account ex-
ecutives with political and executive objectives. There is peer pressure
and self-pressure. All of this is a huge minefield compelling you down
a pathway that will keep you from your true and best brand. This is
faux branding.

An example of outside forces pushing a company through a one-
size-fits-all mold is the low carb craze. In the 1990s it was the low fat
fad. The potential financial uptick from a trendy marketing craze
makes it tempting to follow. When low-carbohydrate food became
the hottest food trend, virtually every food and diet company jumped
on it. But is this the true story of bread companies or sugar-based food
products? Is this what they want to be known for? When the essence
of a company is delicious, obviously high-carbohydrate food, a qual-
ity that has defined it and differentiated it, should it be changing its
story and confusing its customers? When the low carb or low fat
trend is over, then what will these brands be known for?

Everyone was loyal to the Snackwell’s cookie and cracker brand
when it was the 1995 low-fat option of indulgence. We couldn’t get
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enough of them. It built a brand on a low-fat foundation. Now that
the trend has decreased, the loyalty is gone. Sales are down. In 2004
the company launched the Snackwell’s CarbWell product line.
Whether low sugar, low fat, or low carb, this company has a history of
chasing features and following trends instead of creating a brand that
makes us feel like we can trust its snacks as a solution rather than a
short-term fix.

Krispy Kreme doughnuts reported their first decrease in earnings
in mid 2004. The company explained that the low carb craze was sig-
nificantly affecting its business since doughnuts are the epitome of a
low carb no-no. Should it change its story from the tastiest doughnut
in existence—the story supported by millions of personal experi-
ences—to the doughnut that is healthier and has fewer net carbs? No.
It should ride out this diet trend, which is only a feature that every-
one can copy, and remain true to its true identity: hot, gooey, sweet
doughnuts. If it allowed outside forces to mold it into something it’s
not, it may gain a different type of sale but to its valuable loyalists it
would be selling out. Low-carb doughnuts—$5.00 a dozen. Long-term
loyalty—priceless. I can see the bright orange “HOT” sign lighting up
in my dreams.

Faux Branding

In today’s marketplace, there is definitely a demand for faux products.
Products such as faux painting, metals, stones, and building materials
actually add modern-day strength of materials and cost efficiencies
while maintaining the look and feel of traditional or historic value.
Faux is in. Likewise, when economies are in recession, it’s cool to find
bargains and insensitive to be ostentatious. At these times, it can help
your image if you buy faux brands if your true story is also about get-
ting something for less. Why spend your money or your client’s
money on a higher-priced prestigious brand when you can get atten-
tion and be appreciated for finding a similar substitute and be ap-
plauded for saving money?

But faux branding is never a good idea when you are establishing
a new brand, especially with personal branding. Faux branding means
being fake, phony, and counterfeit. Branding is about authenticity. It
should be your core identity seared onto your goods and services. It
should be your fingerprint, traceable only back to you.

Because branding has become so trendy, faux branders are on
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the rise. They take shortcuts in creating what they hope will have in-
stant value by copying another, similar looking brand. Faux branders
copy the look and feel of other brands to ride their coattails of appar-
ent success. The key is, someone else’s success will always be less than
the success custom-created for you.

Even if copying someone else’s brand wasn’t wrought with legal
issues, it is at the very least immoral. Laws and legal policies exist to
protect us from copycats who would steal the hard-earned value of
another’s brand. Equally important, faux branders have taken the
wrong path. They have focused first on who they want to become be-
fore they knew and laid claim to who they really are. Yes, we must
have goals and dreams and role models, but too many brands start off
by trying to be like the other guy instead of finding the greater value
in who they truly are.

Without knowing the essence of who you are, you do not know
what your raw materials are for growth. That is like a fish deciding
that it wants to be a great bird. We can applaud the fish for wanting
to fly, but let’s not forget that it has gills and needs water to survive.
The fish can be much more successful at swimming than as a fish that
tries to fly. We’ve all seen flying fish, and it’s a fleeting accomplish-
ment at best. Know your true identity and then set your goals.

Here’s the rule: The brand is not the image, but the influence the
image exerts. The brand is how we feel about it, whether it is a corpo-
ration or an individual. Faux brands make you feel phony feelings.
Being tricked into feeling something that isn’t true is worse than the
imitation product or artificial service. Frank Abagnale, Jayson Blair,
Dick Strong, and Martha Stewart are examples of personal and profes-
sional brands that disappointed us. Some people said from the begin-
ning that these brands seemed too perfect (phony) to be true. Their
personal and resulting businesses weren’t based on the truth, and
when we found out, we felt empty and angry and needed to be con-
vinced that our loyalty should remain with them. Some people feel
that Rosie O’Donnell had a phony brand. Her audience of women felt
she was a lot like themselves. They felt tricked or at least surprised
when she came out as a lesbian and pursued an ugly lawsuit against
her publisher over creative control. Ironically, at the heart of her com-
plaint was her desire to protect her brand name.

Imagine building a brand image the same way you build an
outfit to wear. First you pull on your Gap jeans. Next, you pull over
your head your Tommy Hilfiger sweatshirt, and then you place your
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New York Yankees baseball cap on your head. We wear brands in
our society.

We decide we want to associate with the qualities of Gap,
Tommy Hilfiger, or the Yankees. We put their clothes on to wear their
brand of cool or hip or power or sophistication—whatever their
brand says we are once we wear their product. It is much easier and
faster to wear someone else’s brand than to build our own. We begin
by asking, “Who do I want to be?” then answer with, “I'll do what
they did and I'll be like them.” This is called modeling.

Management business schools have built an entire educational
system with this concept of modeling. And modeling is great. But we
should not begin with preformed conclusions. That’s the wrong strat-
egy. It’s only building on a brand image that really belongs to some-
one else. This is a brand that is not your authentic self, and that will
not produce the highest and most successful brand image you can
have. Best-case scenario, it will be temporary. Worst-case scenario, it
will be seen as phony and insincere, and may disconnect you from
the very people to whom you wish to relate.

Now that we’ve looked at branding from the outside, we must
ask, how does branding come out from the inside? You focus on your
unique personal experiences and tell them with your branding strate-
gies. I used to think that this process was unencumbered. I used to
think this meant we had total creative freedom when ideas were pro-
duced originally. We could color outside the lines, run with scissors in
our hand, and shout as loudly as we wanted because no one was there
to tell us not to do these things. Weren'’t the best brands explosions of
brilliance? Who could censor ideas that were truly original? Didn’t we
have the right to express them like the First Amendment allowed?
Wouldn't these be the most brilliant and memorable brands?

Our Experiences Shape Our Values, Which Shape Our Brands

No. The best brands are built from the true stories that have been
picked apart and analyzed and edited. Isn’t that a contradiction? Not
at all. Whether you are building a personal brand or your organiza-
tion’s brand, it should start with the true story of experiences that no
one else has had. This, we established, will give you the foundation
of a brand that cannot be duplicated and therefore satisfy one of the
most important criteria for success: uniqueness . . . authenticity. But
as we define our true stories and put words to them, it becomes clear



True Confession: Good for the Soul, Great for the Brand 53

that those experiences have gradually shaped our values, morals,
and ethics.

For example, if you've had either significant money problems or
success in your personal life or in your business, you may value finan-
cial success and security. If you've been the victim of crime, you may
value safety and protection. If you've had a close family or no family,
you may value nurturing and mentoring.

Cindy Hazen, CEO of the national recruiting firm Sales Execu-
tives LLC, had all these experiences in her business life and personal
life. She was robbed several times. Her business was in debt. As a re-
sult she valued responsibility, dependability, and financial security.
She had developed the belief system that she shouldn’t take too many
risks, a belief that obviously affected her business. But Cindy also was
repeatedly named salesperson of the year, which instilled in her the
desire to take risks. Initially she had been building a life and a brand
with competing beliefs, security versus risk. One was limiting her and
the other was moving her forward.

That’s how belief systems work. Our beliefs and rules have a
powerful impact on the quality of our lives. They don’t change who
we really are, but they do affect how we are perceived and how much
influence we have in the world. Some of these rules hold us back.
They keep us from expressing our unique, true brand identity. We
protest and shout things like, “I'll never do that again.” Some of our
experiences are so difficult we make silent vows or public declarations
like, “I'm never going to trust myself again!”

Sales Executives identified its true stories and the values and be-
liefs they led to. When Cindy focused on the values that were moving
her ahead, she learned to use this book’s process and translate them
into a look, sound, and feel that her market could relate to and trust.
Her brand didn’t come across as phony. It used colors, images, copy,
and sounds that personified responsibility, success, and dependabil-
ity. She wove many other values into her brand development, such as
constant self-improvement, nurturing, and humor, but all were based
on her true experiences. Today Cindy Hazen has built very successful
and profitable businesses that people trust and relate to and that can-
not be copied because she cannot be copied.

When I was 25 I thought I was too young to be successful. I
thought I didn’t have the right postgraduate degree. So I emulated
other people. I branded myself and my work from the outside, be-
cause my belief was, “I'm too young to be successtul. I need a master’s
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in business to be successful. I'm only a scientist. I can’t be creative.”
Clearly, these rules were holding me back.

But rules are funny. They are often the basis for behavior, and
they are considered sacred—but rules can be changed. Rules can be
broken. And when I changed the rules from “I'm too young” to “I
have more time to make all my dreams come true,” I was able to ex-
press my true brand identity. I began to take pride in my youth and
the energy that comes with it. That was my story. Ronald Reagan em-
braced his true age with humor and pride. During the presidential de-
bates he told his opponent, Walter Mondale, that he wasn’t going to
make age, which he equated to inexperience, an issue. Everyone ap-
plauded and loved him for being himself. Are your rules holding you
back or pushing you ahead?

Branding from the inside out isn’t as simple as an explosion of
your heart and soul. Even though it’s the expression of the true you,
it involves intense self-examination and editing.

People are almost always drawn to people or things that are nat-
ural. We believe that when something is called “natural” it doesn’t
have any hidden ingredients. Yes and no. Anyone who thinks that
Oprah keeps popping up with award after award just because she is
so naturally loveable, authentic, and honest is wrong. Yes, she is all
of that. But Oprah is something else. She is like a private eye. She
constantly examines herself and pays attention to what she finds.
She does the work, sometimes painful and sometimes in public, and
asks herself every day, “What do I know for certain? Who am I re-
ally?” Then, as she listens to her inner voice, she edits out all the
rules that are holding her back and expresses the best self she is. She
is brilliantly herself, branded as the only Oprah that cannot be du-
plicated. How valuable is that? There is only one Oprah. There is
only one you.

So let’s begin this intense self-examination that successful
branding requires. It will take more than an off-site strategic meeting
or a few minutes of journaling at Starbucks to determine who you
are. To determine who you are (or where you are), let’s look at the
different ways to examine and edit your true experiences for the ulti-
mate brand.

There is no agony like bearing an untold story inside of you.
—Author and poet Maya Angelou (b. 1928)%°
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Brand Building Belief Il

I will build my brand from the inside out, with human qualities
that express my values, for maximum influence.

Brand Builders

1. Who, besides you, is your brand important to?

2. What are the features that you are currently competing with
to get attention? What’s wrong with competing this way?

3. What is the first impression that you want your brand to
make on others?

4. How can your brand communicate via human senses instead
of information?




Chapter THREE

Brand-Stand: Your Platform for Success

Character is like a tree and reputation like its shadow.
The shadow is what we think of it; the tree is the real thing.
—Abraham Lincoln (1809-1865)!

Personal versus Professional

In the movie The Godfather, Tessio told Michael’s men just minutes
before they would kill him, “Tell Michael it wasn’t personal.” We all
knew what Tessio meant. His betrayal was only business. Flash for-
ward to the twenty-first century when Robert De Niro’s hit men told
Billy Crystal’s character in the movie Analyze This, “It's nothing per-
sonal.” Billy responded that he was wrong. Killing him was definitely
personal. Tom Hanks told Meg Ryan in the movie You've Got Mail,
“It's nothing personal.” He had just run her small bookstore out of
business. I love what Meg Ryan’s character says next: “What is that?
All that means is that it wasn’t personal to you. It’s always personal to
someone. Whatever else it is, it ought to start by being personal!”
Business is always personal. Martha did it. Oprah did it. Bill
Gates did it. Ted Turner did it. They made their personal brands their
professional businesses. The best salespeople, dealers, agents, reps,
and others who come into direct contact with clients and customers
outperform the others when they make their professional business
personal. Think about it. They all have basically the same things
available for success. In our company everyone gets the same sales
materials, incentives, and opportunities from the company. But it’s
the ones with the greatest personal brand identities who build a bet-
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ter business for themselves and the company. Conversely, a bad per-
sonal brand limits the individual’s potential as well as the company’s.

When [ am at trade shows I am impressed, though not surprised,
when clients or customers come up to me and sing the praises of their
tavorite Dalmatian Press salesperson. I hear comments like, “He’s my
favorite salesperson. I can always make time for him. I can trust him,
and I trust him to make smart choices for me.”

I know then that those salespeople are going to have the advan-
tage over our competitors because they have made themselves memo-
rable, relatable, and have built loyalty that takes action on their
behalf. This only happens because they have turned an ordinary sales
experience into a personal one. Just as much as the salesperson wants
to be special, so does the customer want to feel special. The exchange
of personal attention for the sake of professional gain is critical to the
pyramid of brand building.

The best brands begin when you understand that your per-
sonal and professional brands need to be developed simultaneously
and seamlessly.

Are People Choosing You?

If you're ready to do the work, then here is where it starts. Everyone
today is familiar with the concept of branding products and services.
But you have a personal brand first and last. Do you realize that your
personal brand is another name for your reputation, which goes be-
fore you and follows you throughout your life, for better or worse?
Your personal brand needs to be developed simultaneously with your
professional brand for the greatest satisfaction in your life.

Why would we want to put ourselves under a kind of market-
ing microscope? Most of us are not developing and positioning our-
selves as a product. We do not see ourselves as something displayed
on a shelf or in a catalogue for others to choose. But that is exactly
what happens to us every day.

The reason people associate with us or do business with
us is because they have decided that they want us just as
much as they want any product or service we offer or
company we represent.

Let’s face it, most products and services can be obtained from
many people and places. The world is also filled with many people
who can be a model and mentor as well. How do we choose? Why do
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they want us? It isn’t always about who we are as much as it is about
what we can do for them. And what we do is give them a spoken or
unspoken promise that their experience with us will meet their wants
as well as their needs. Who wants a bad experience?

I have always told people who work for me, “Everyone has a lot of
choices of who they want to work with. So be nice!” If you can choose
to work with anyone you want, then you might as well work with peo-
ple you like. Now perhaps you don’t believe your brand is “nice” and
you're not interested in being liked. But remember, your best brand is
based on being true to yourself, and rarely are people or their business
bad at the core. Maybe you’ve developed some belief systems that say
you need to be mean or shocking or unpleasant because of the experi-
ences you've had in life. But when you learn how to define your unique
life experiences, either as an individual or within an organization’s life,
then you can learn how they may have misshaped your values that you
express every day at work and play. In other words, I believe that you
are inherently good, but perhaps you've been expressing yourself badly.

Whether the world is looking for a product, service, friend, or
ally, you are the most important part of what they seek. How many
times have you heard people explain someone else’s success with the
postscript, “Well, it’s easy for him to get the sale or make the deal,
everybody likes him.” How many times do we teach others, “It’s all
about relationships”? Whatever the product, service, or business op-
portunity, people’s choice almost always comes down to how they
teel about the one offering it. And this is the brand.

What’s in a Name?

Caryn Elaine Johnson changed her name to Whoopi Goldberg. Faith
Hill’s first name was Audrey. Michael Keaton was Michael Douglas,
but that name was already taken in Hollywood.

Names matter. They are one of the simplest expressions of our
brand. People and companies create and change their names because
they connect their market with a certain image. And as people and
corporations change, they may change their names to reflect that.
Madonna announced in the summer of 2004 that she was going to
change her name to Esther. Radio news stories reported her story: She
said, “I was named after my mother. My mother died when she was
very young. | wanted to attach myself to another name. So I read
about all the women in the Old Testament and I love the story of



Brand-Stand: Your Platform for Success 59

Queen Esther.” Queen Esther was brave and beautiful, enduring much
hardship as a role model. Madonna also said she wants to be part of
order and not chaos. So changing her name reflected these changes,
which began on the inside as a result of her experiences. Just on its
own, a name can make people feel something when they hear it. The
name Madonna has too much corporate entity value for Madonna to
stop using it in business. But, to the extent she wants to feel differ-
ently because of her name, she will change to a different name. And
what more does the Madonna brand stand for than change?

When something becomes branded it carries a mark, given to it
because it is distinguished from everything else available. There has
to be something special and unique about it or it couldn’t carry the
trademark. Can people be branded, too? Obviously people like
Donna Karan, the Versace family, and Ralph Lauren have turned
their very names into brand logos that others wear on dresses, suits,
and shirts. Jennifer Lopez and Tommy Hilfiger do more than endorse
products, they put their actual names on cologne and perfume and
numerous products. The same can be said for Max Lucado, Billy Gra-
ham, and other spiritual leaders whose very names stand for the val-
ues and experiences that make us feel like we are part of something
bigger and eternal.

These people have developed personal brands based on their
personalities, and they manifest themselves in as many forms as the
public will buy: books, CDs, clothing, and so on. From what we
know about Jennifer Lopez, we buy into the promise that a perfume
with her name on it will smell exciting and make us feel as electrify-
ing as she is. These personal brands seal the promise for their corpo-
rate brands.

But when the personal brand tries to launch a professional busi-
ness that is unrelated to and disconnected from its core identity, the
public has a hard time trusting the business. For instance, when
Madonna launched her line of children’s books, the public didn’t
rush out and support it. There was a disconnect between her personal
brand and her professional brand.

This doesn’t mean that we should keep our personal brand a se-
cret so that we can do whatever we want to professionally. It means
that we will have greater success when the two merge and build on
common denominators.

We are all familiar with designer brands and brand labels. We
all know the difference between buying a brand-name product and
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buying a generic brand. We wear brands whenever we pull a Tommy
designer brand shirt over our head such that people will recognize
the designer brand label. We brand ourselves when we tattoo our
body or pierce our nose, ear, or eyebrow. We define our look when
we cut our hair a certain way. We brand ourselves when we choose a
style of checks with a design printed on every check. If we carry
around a Louis Vuitton bag or wear a Masonic lodge pin on our
lapel, it labels us as a certain type of person. We represent ourselves
with our stationery and return address labels.

In everything we do, we brand ourselves just like a major corpo-
ration does. Even our telephone numbers represent our identities.
That’s why we get upset if our number changes. Cellular phone com-
panies are creating a whole new business value based on allowing cus-
tomers to carry their old phone number to their new service.

How are you branding yourself? In 2003 new baby names were
being used that were based on successful corporate brands: Lexus,
Mercedes, Harvard, Rolex, Tiffany. Often a company has been named
after a real person, but now people are reversing that, as if they could
infuse the brand identity of the huge corporation into the tiny baby
to ensure its success in life.

In Business, It’s Always Personal

How are you running your company’s brand? At Dalmatian Press we
promise our retail customers that we run our business without excess
or any extravagances that could be interpreted as mismanaging their
profits. Our company car is a Taurus. We fly coach and our offices
make people feel comfortable and special but they are modest with
furniture from Office Depot. Our brand makes our retail customers
feel like they can trust us to keep our overhead low and pass the sav-
ings on to them. This is also an extension of my personal value on
saving money. It all starts with an individual’s true-life experiences,
which are then translated into the individual’s own brand.

But are we wearing someone else’s brand or are we really being
our own brand? It is so easy to pull a brand on over your head in an
effort to be everything that the brand says you will be—sexy, beauti-
tul, cool, or sophisticated. It is so easy to start a business or take over a
position and think, “How can I be just like them?” After all, case stud-
ies and models are what MBA courses focus on. This kind of imitation
can become an attempt to wear someone else’s brand. But the truth is
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that we are, in and of ourselves, our own unique brand identity. We
are each a perfect brand that exists on the inside and just needs to be
seen on the outside.

Go back to that original reason for your creation as an individ-
ual or as an organization. Remember the passion or at least the reason
you felt you needed to start something new as opposed to copying
something else. Go back to the moment when you felt that there was-
n’t another person or company that existed, able to do what the new
one could do.

However we develop our personal brand, it should be in har-
mony with how we build our professional brands. Whatever we are,
in terms of our essence and our defining characteristics, it should be
carried through our organizations, corporations, and associations.
These are the type of brands that endure through good times and bad
times. Your truth is your greatest asset. Whatever your true stories are,
they don'’t cease to be true when you walk out of your home and into
your office.

It is easy for us to recognize brands on products, whether auto-
mobiles or cups of coffee. Everyone understands that BMW is a brand
and Starbucks is a brand. When someone asks for detergent or a pack-
age of cigarettes, they are asked what brand they use or smoke.

Now make the leap from consumer products to people. Celebri-
ties know well that they have a brand image because they’ve learned
how much they need to protect it. Tom Hanks actively protects his
brand by choosing the movies that he does and the merchandise
that carries his name carefully. Oprah and Martha Stewart have ex-
tended their brand to everything from magazines to wallpaper. The
moment they go “off-brand” is the moment they confuse the people
they influence and the people who depend on them to make their
lives easier.

It is easy for us to think of big movie stars and celebrities as a
kind of a corporation in themselves and therefore having a brand. But
brands are not based on the size of the entity. Brands have no mini-
mum size requirement. And the worst thing to do is to wait until you
become famous or you think you are important enough before you
start taking care of your brand.

What will it take to convince yourself (because no one else
can) that you are worthy of a defining brand that needs
protection?
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If We Knew Now What We Knew Then

For years I wanted to fit in. [ wanted to be older than I was, so I al-
ways told business associates that I was 35 when I was 30, and 40
when I was 35. I thought they would take me more seriously. I should
have known that part of my brand was what I had accomplished at a
young age. I should have valued my youth while I had it and
promised others the energy and passion that comes with youth. In-
stead I carried an erroneous belief that no one would respect me until
I was older. It’s funny how most of us imagine an ideal age instead of
finding the value in our real age. I was 40 before I realized that 35 was
a great age to bel!

The average age that American women would choose to be is 34.
The average age that American men would choose to be is 29.2 1
wanted to be older, smarter, faster. I was also 40 years old before I real-
ized that a B+ was a good grade, a vice presidency was a great job, and
115 pounds was considered thin. I wanted all A’s, the presidency, and
to look like Audrey Hepburn instead of myself.

When I helped start Dalmatian Press, I couldn’t wait for us to
rub shoulders with the big publishers like Scholastic and Random
House. Even as I knew we needed a unique brand to compete, I asked,
“What are they doing and how can I be successful like them?” But
knowing your enemy doesn’t mean being like them.

In the 2004 hit movie The Last Samurai, Tom Cruise’s character
studies his enemy to such an extent that he eventually embraces his
enemy and becomes a samurai. Do we lose ourselves in others’ identi-
ties because we don’t like who we really are? Do we forfeit giving the
world our unique value when we focus on becoming like others in-
stead of becoming more like ourselves? At the end of the movie these
solemn, moving words are spoken by the young emperor, who is rul-
ing his empire with the goal of becoming more like the Western
world: “We have Western weapons and Western clothing, but we
must never forget who we are and where we came from.”

Who are you and where did you come from? You are a brand
every bit as much as Bill Cosby or Katie Couric. Your personal brand
identity can create meaning for your professional identity and your
entire corporate organization. Maybe you don’t have millions of dol-
lars. Maybe you are not as well known. But what you do have in com-
mon with those big names is an identity that needs to be defended
and represented carefully and with purpose. And when you do that,
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whatever you associate with or do in life can be an extension of that
brand identity. Because when you build on your true identity you
build on the only thing that is truly unique and different and emo-
tional. And, as we shall see, that is the key to the future of branding.

People consistently cite the reason for their purchase, attention,
or loyalty as the fact that the chosen product is different. Uniqueness
is the reason that people notice and prefer something. But soon,
everyone else starts duplicating the very thing that was once new and
unique until the differences are all gone. We've seen it with fast-food
companies that have all created kids’ meals with little toys in them.
Movie theaters are mostly huge complexes of 24 screens. Restaurants
started copying each other’s low-carb menus. When the first business
starts to offer a unique feature, it gets our attention. But as everyone
copies it, it loses its reason for standing out. It loses our attention.
Part of business is simply keeping up with consumer demands with
new features, but these are not ways to build brands. Don’t be the
same. Cherish your differences as your strengths.

Unlock Your Authenticity

My body isn’t perfect. But I've had
success without trying to be someone else.
—Rock and roll star Melissa Ethridge?

Michael Jordan is a classic example of a person with a strong personal
brand merged with an equally strong professional brand. He is un-
doubtedly one of the world’s best basketball players in history. And
he has built his brand with this extraordinary talent. But what’s the
real secret to his branding success? It isn’t about his speed or how
high he can jump. He hasn’t gotten his image and name on hot dogs
and T-shirts just because he is a great ballplayer. Even if he is the best
basketball player, there were great basketball players before him and
there will probably be many more after him. His brand has value and
he is chosen because of more than what he does. His brand has power
because of who he is, not what he is. He is the sum total of all his true-
life experiences that have uniquely shaped his values and personality.
He is a powerful brand because his true self sincerely shows itself
throughout all his public moves.

It’s not the fact that he is the best at his game. It's not that he
has a winning smile. It’s not that he is a savvy businessman. He has a



64 MAY | HAVE YOUR ATTENTION, PLEASE?

valuable brand that will prosper because all these things are based on
who he is on the inside. It is more about who he really is than what
he really does. It is about what’s behind the smile. Where does that
smile come from? What is it that makes him happy inside that mani-
fests itself as a smile?

There will eventually be another basketball player who plays as
well as he does or looks better than he does. But there will never be
another Michael Jordan who has the same personality—a personality
that has been developed out of his experiences. His experiences are
the one thing that cannot be copied. His strong personal brand makes
a difference in every organization that he is a member of.

The principles of branding dictate that something be unique
and authentic about what you're branding. Otherwise it is the same
as others and not brandworthy. Your experiences may seem ordinary,
but if they are yours then they are your brand.

It has been suggested by other marketers that personal branding
take the same approach of building on a platform of special features.
Fundamentals for personal branding could be that you have a special
talent, intellect, or appearance, or that you have been the first to ac-
complish something or the best at something. Just like any product,
this would make you noteworthy and special. But it wouldn’t build a
brand that couldn’t be copied. And if your brand can be copied, it’s
not much of a brand.

Conforming

When we relish being ourselves we will find the organization that ap-
preciates and enables that. When we are allowed to be ourselves
rather than conform to a false standard, we can bring the organiza-
tion value, and we find that the sum of the parts is actually greater
than the single value of the whole.

At Dalmatian Press we go to great lengths to hire people who
are different from others so that we fill in our voids and have a di-
verse set of values and experiences that better relate to our increas-
ingly diverse customers.

Oh, people can try to act like someone else. Businesses can try to
be like their competition. Most people do try to emulate or copy suc-
cess. I bet if I asked a hundred little boys who they wanted to be when
they grow up, at least a dozen would say, “I want to be Michael Jor-
dan!” But we can tell when someone is a copycat. The truth is peo-
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ple’s personalities are the result of the way they were created, how
they were raised, how they grew up. Each personal experience will
shape their values and result in their individual expression that we
might call style or groove or personality. That’s what cannot be
copied. That's what makes people like Michael and Oprah and Cher
memorable, for better or worse. They have personal and professional
brands based on their true stories. They know who they are and they
don't try to be someone else.

When you build your personal brand on your true experiences,
you will become an authentic brand that cannot be duplicated. That'’s
the true test of a brand: One that is truly unique cannot be copied
and will survive the test of time. Authenticity is the true treasure of
any brand, but how do you find this treasure?

Self-Examination

What are these treasures? Many times our treasures in life, home,
and business are hidden. Hidden treasures are more than what you
see in pirate adventure movies. Still, when we watch Disney movies
like Treasure Isle, Pirates of the Caribbean, or Atlantis, we get drawn
into the story of discovery. We want to find the treasure. We want to
share the bounty or at least see that it goes to the heroes and not to
the bad guys.

What about our search for our own treasures? Do we get hooked
on other people’s treasure hunts because it’s easier to fanaticize? Do
we believe that it could never really happen to us? Or is it just that we
don'’t believe these treasures actually exist in our own lives? They do.
The hunt for your brand is all about self-examination, which leads to
the best brands. When it comes to self-examination there are four
kinds of treasures that we typically keep hidden or hide from. What's
your hidden treasure?

1. Perfect treasures: Some things seem so perfect, beautiful, and valu-
able that we keep them hidden for fear they will get used up, be ru-
ined, or be stolen. Do you have something that you don’t use
because you are afraid you might break it or use it up? Something in
your past may seem so flawless that you don’t want to alter its seem-
ingly perfect arrangement. We keep treasured old books on the shelf
or special gifts in the cabinet because we're afraid that if we use them
we might ruin them. We keep saving them for a special occasion.
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What do you have that seems too perfect to use? A perfect record
that you're afraid of ruining so you eliminate yourself from certain
activities? A once perfect team that is in need of change but you're
afraid to break up the group and what it used to stand for? Are you
protecting some perfect record or achievement because you're afraid
you can never do as well or better? Are you afraid that upon self-
examination it may not have been so perfect after all? This kind of
treasure is meant to be held up as a triumph and an encouragement
to keep trying and never stop improving yourself. Beat that record.
Improve that team. You can achieve more when you put these past
treasures in perspective.

2. Once-upon-a-time treasures: Sometimes we bury something because
it was so good that we hate to realize that it’s gone and over. It’s
better not to think about it. If we think about it, we have to grieve
that it has ended or died. Some people hang on to relationships at
home and at work because they seemed perfect. They won’t let go
of them even when they become limiting and harmful because
the belief is that “once right always right.” While these kinds of
treasures might have been perfect at one time, their real value lies
in what they can prepare you for in the future. Their worth is
their ability to serve you once you examine them and use them
for what they taught you. You can be sad that your once perfect
treasure is now not yours, but use it to serve you for a more per-
fect future.

3. Painful treasures: Some things are hidden because they were awful
and it is just plain painful to keep them out in the open. How
many painful experiences do we bury deep enough so no one else
can see them, and so deep that we can barely find them, either?
Even brilliant corporate executives and whole organizations tend
to hide their bad experiences, calling them mistakes and keeping
them out of sight to avoid the inevitable razzing, criticism, or any-
thing that would communicate, “You're not good enough!” Let
your pain serve you and you will have priceless treasures.

4. Treasures right under your nose: And some things are hidden in plain
view because we don’t realize the treasures they are. That’s right.
Your biggest treasure is probably in plain sight. It’s you.

Deep inside our lives we have many treasures that are valuable,
beautiful, and rare. They are hidden beneath layers of secret stories,
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past experiences, and deep, cavernous emotions. They lie waiting to
be dug up, unburied, lifted to the light of day for all to see and share.
But like many others, we let them lie, hidden from the light, the sun,
and the fresh air we breathe. Why? If they are so valuable, why?

The president of Dalmatian Press seemingly grew up as an ac-
countant. I mean, he seemed like he’d been an accountant his whole
life. While he didn’t actually wear a pocket protector, he always wore
white shirts and kept a predictable schedule. Most of the 1,200 people
at Western Publishing’s Racine, Wisconsin, offices, his prior place of
employment, knew that every day at 11:40 A.M. they could find him
in line at the company cafeteria, ordering the same cheeseburger that
he had yesterday. After knowing him for almost 20 years, I still don’t
know why he became an accountant. But more important, I don't
think he knows why he became an accountant. He rose to the top of
his field and had positions of prominence—but he was miserable.

Something about the way he grew up, his environment, his ex-
pectations (or lack of them) moved him into this career path that
would provide him a predictable and stable life. He was a classic ex-
ample of a man having treasures in his life that were unseen and
locked up. He wasn'’t sure what to do—he didn’t have the map. But he
readily acknowledged that the accountant identity wasn’t his true
self. It was a successful life, but not nearly as successful as it could and
should be.

At age 40 he began the work of self-examination, to begin to see
what only he had to offer the world. There were so many people in
his early life telling him that he shouldn’t do this or that. There had
been so many people who wanted to help him because they loved
him and wanted to give him an easier life. Companies and bosses had
boxed him into the stereotype of an accountant. The pliable clay that
made up his young ambitions and character had become like con-
crete. His treasure was buried and out of sight.

A set of circumstances forced him out of his comfort zone and
provided an opportunity for him to expand his business experience
into the search for business solutions and repair of corporate busi-
ness mishaps. His old belief system of who he was, based on what the
world told him, was breaking down. Success after success created a
new belief system within him. New experiences shaped his values for
creative, alternative invention and production. He found his real
treasure: the ability to creatively fix problems, counsel, and advise.
Who knew an accountant could be creative? Maybe he was never an



68 MAY | HAVE YOUR ATTENTION, PLEASE?

accountant after all. He found his treasures. He used his perfect
scores from the past as records to better instead of impediments that
unnerved him from trying something new. His treasured relation-
ships were challenged, improved, and expanded. His painful experi-
ences of life and loss were examined and used as beacons. He
discovered and proved that he was more valuable than anyone imag-
ined and that he possessed more reserves and assets untold.

We sometimes end up being the person we think we should
be and not the person we really are.

Today, the president of Dalmatian Press brings all of his experiences
into the workplace.

We don't even know these treasures are here. We don’t know
what we hold in our own hearts, under our nose, beneath our skin, or
behind our eyes that only reflect what we want others to see.

Stephen and Susan Polis Schutz are two very successful publishers.
Their companies, Blue Mountain Arts and bluemountain.com, have
sent out over 1.5 billion greeting cards. With their characteristic look
these cards immediately make the recipient feel uplifted. Who would
guess that Stephen’s earlier education and work was in physics! He and
I spoke at the launching of their book, Blue Mountain: Turning Dreams
into Reality, and he explained that his experiences in physics were trea-
sures that he still used in business every day: “Data and statistics need
the same analysis in any endeavor I take on.”* What if he forgot about
his earlier life experiences? He found a way to make his past scientific
experiences part of the treasure in his future liberal arts business.

I know that to a Fortune 500 company, the typical and easy def-
inition of treasures is all about money and market share and equity
value. Yes, they are part of the bounty but the low-hanging fruit is the
treasure of your brand. The treasure is often buried or undiscovered.
When we discover these treasures we’ll learn that encoding the clues
and following the map will take us on a very dangerous journey, al-
beit an adventure of mystery and excitement. These are the things
that will make us richer than you can imagine.

The Treasure Hunt

Remember, the pure goal of a treasure hunt is to uncover that which
is so valuable it has no right, and does no good, to be covered. And
what is the purpose of uncovering something? Isn’t it to hold it,
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know its value, and put it to use? When people find financial wealth
they are quick to announce it and take ownership of it. Many can’t
wait to brag about their winnings. Can you imagine feeling the same
way about your value that can’t be measured financially?

What is happening to these treasures as they lie buried or hid-
den? What can the darkness do to them? Their value can decay.

Before you give it any more thought, which could only lead to
trepidation, you must go and start digging. Dig with all your heart.
Put your back into it. Put everything you have into it so that you feel
every muscle straining. Your heart will be pumping and fueling the
sharp, quick search of your life. Feel first. Then think.

This type of search can lead to either bitter disappointment or in-
credible power. It will be a treasure hunt steeped in either danger or
exhilaration. This is where you need to push yourself past your com-
fort zone. Turn the discomfort into comfort. We can get used to any-
thing if we practice it long enough. Practice constant self-examination
and you will learn to become comfortable knowing yourself and your
unique power and influence in the world.

What at first looks like labor will turn to pleasure. What feels like
work and labored breathing from your hard effort will become a
rhythm of sound and movement if you let it. Take something that be-
longed to the past and make it yours again. When done for the right
reasons, that is an awesome accomplishment.

The key to opening up a treasure chest filled with your life is to
treat it like an unexpected gift at an unexpected time. Enjoy the first
vision of your treasure. That'’s absolutely the best moment. That vi-
sion, that moment is uncensored. It happens before anyone, includ-
ing you, tries to analyze it and figure it out. It comes before fear or
panic or sadness appears. It occurs before rejection of any kind sets in.

When we do this kind of self-examination, we will finally be
able to build on a solid foundation. Only when we take out what is
shifting beneath us can we plant our feet and set our hearts and
minds on firm ground. No more surprise earthquakes. No more
tremors. And what has been revealed can be examined and seen in
the light of day, and recognized as the treasure it can be.

I worked with Thomas Nelson, one of America’s most successful
publishing companies, to help them define and build a new brand for
a new publishing division. Before going through the brand-building
steps outlined later in this book, they brainstormed over 50 possible
names for the new division. The criteria for considering any name
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were that it sounded good, made sense, and wasn’t already taken by
another publisher. Many of the names sounded great.

We began the process of discussing the experiences of the divi-
sion leaders and the company that had brought them to this point of
launching a new division. Uncovering these experiences led to the
discovery of their values of strength, history, leadership, excellence,
and power that were common to everyone in the group and the
company itself. How do those experiences and values translate to a
new brand? Suddenly the initial list of new division names like Gath-
ering Point and Creative Ink didn’t seem to tell the true story. They
didn’t communicate the history, power, and strength of the people
and the division.

The group ultimately chose the name Westbow. It is the name of
their true story. In 1798 a young man named Thomas Nelson
launched a world-class publishing company in Edinburgh, Scotland—
on a street named West Bow. There’s a story there that will be asked
about and can be told with great passion, resulting in a memorable
description of the new division. The logo contains the image of an
archer that conveys the feelings of strength and excellence and the
ability to hit a target. It has been well received and, even better, it is
getting the response they wanted.

Your Experiences Have Profound Value

You are the ultimate treasure. Your experiences are valuable. Your
memories, as well as your thoughts and feelings about those memo-
ries, are valuable to you and to everyone you come into contact with.
There’s a reason that job advertisements ask for “experience.”

Remember skinning your knee? Can you remember feeling the
sting and seeing the little red spots of blood popping up to the skin’s
surface? Today, you react immediately with sympathy and compas-
sion to the small child you see falling on the concrete sidewalk, cry-
ing over his little skinned knee, because you can remember your own
experience falling. When you see a child fall, you almost reach for
your own knee and inaudibly suck in your breath as if you feel the
sting, too.

Films and TV shows meet with the most success when the expe-
riences of the characters tap into similar experiences we’ve had. If we
couldn’t relate to the actors, there wouldn’t be the collective gasps
when the hero gets smacked or the audible sighs when the heroine
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gets kissed. The extent to which you can recall and feel what you
went through in the past is the extent to which you will be able to of-
fer yourself and make a difference in the world.

The more you remember and feel your experiences, the better
you will relate to others. A skinned knee is a relatively small thing.
Just think about the value of your memories of success and failure, ac-
ceptance and isolation, life and near death. These valuable memories
will shape your brand and the way it expresses itself.

Remember getting your first promotion? Remember how it felt
to work all night to turn in a project on time and under budget? Re-
member being accused and embarrassed unfairly by a tyrannical boss?
Remember how it felt to be fired? Remember how you felt when you
were recognized as the best and were promoted? These are the true
experiences that have true value. If you wince and push a memory
away, stop. Remember it. These experiences and memories have value
because they are the key to making your brand unique and relatable.

Men and women use their memories differently. Psychologist,
expert, and respected scientist Pamela Peele reported on the Larry King
Live talk show that a woman uses both hemispheres in her brain all
the time.> She will see a child fall and think, “I remember falling when
I was five and it hurt and [ felt stupid.” A man, on the other hand, often
uses just one side of his cranial hemisphere. He sees a child fall and
more likely thinks, “I remember falling when I was five.” Period.

For your experiences to add the most value to your brands
you must try to use both sides of your brain.

Think about them and feel them. Some people are a little uncomfort-
able whenever they are asked to feel. That’s okay. True development
and growth toward greatness is bound to be uncomfortable at first.

Anyone who has been supported through an illness, job loss,
business start-up, bankruptcy, death, or an assault of one kind or an-
other knows that there is a special connection and a feeling of en-
couragement from talking with someone else who has gone through
the same experience. That is the basis for the establishment and pro-
liferation of support groups. And for all you who don’t endorse the
idea of support groups, even the group around the water cooler at the
office is a support group. So is your church, the Rotary group, sports
night, the gym, and anywhere else that people benefit from doing
things together and sharing information.
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Support Your Experiences

Support is good. Sometimes the most effective support comes from
people who share their true experiences. When two people share sim-
ilar experiences they can relate to each other. Loyalty is created.
That’s fundamental to building powerful brands.

After being brutally assaulted in New York City, I talked to a
therapist, a shrink, friends, and dear family so that I might better
cope with the aftermath. The truth was, I felt little support and wasn’t
coping well with that experience. Three years later, my best friend
took me to a support rally for men and women victimized by vio-
lence. I didn’t want to go. But then I heard respected politicians, doc-
tors, scholars, and people just like me speak about their experience
and their power to help. Ultimately I felt a deeper feeling of support
unlike any I had before. Now when I see other such organizations I
am inclined to listen to their commercials and take the action they re-
quest. I believe they have built an image and reputation based on
truth and authentic experiences. Because of their experiences they
have fulfilled a promise that they can meet my needs and anticipate
my wants. They can fill in the gaps where support is most needed.

It is one thing to have someone offer you sympathy, but it is
quite a different thing when you know that the one supporting you
has actually felt what you feel, feared what you fear, hurt like you
hurt. Then advice and understanding reaches you in a personal way.
It makes a connection.

When you build the best brands you’ll connect with your au-
dience’s wants and needs. You'll feel their hopes and anticipate ex-
actly what they want because you have been there. Strong brands
offer hope and relief at the same time. Strong brands offer a kind of
support system.

It is support that we are looking for when we read biographies
and great business books that tell us how they did it. We wonder and
want to know, “Did they go through what I'm going through now?
How did they succeed? Can I do it, too?”

It’s the desire for support and understanding of what we are go-
ing through that makes us attend seminars and leadership confer-
ences. “How did they do it?” we wonder. When reading self-help
books we look for insight into our own lives.

We don't actually want to know how they did it as much as we
want to know how their experience can help us do it. As we read some-
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one else’s success story we search for how it relates to our predicament.
It’s natural to read other’s true stories and put ourselves in the other’s
situation to see if we relate and can get the same results. CEO groups
and president’s councils and virtually every other kind of networking
group exist to help others by relating our stories to each other.

When we remember what we went through and tell others, “If I
did it, you can do it, too,” it’s support that we're giving.

When you find the memories of your experiences buried deep
beneath time, hold them up and look at them. Let the light shine
through them like it shines through stained glass windows, throwing
astonishing colors on those around you. That awful experience as
well as every good one is yours to provide you with an amazing ca-
pacity to connect with someone in your life. And that is what makes
you so very unique and special. That is what will eventually build
your unique and authentic brand.

It is the entire sum of your past and present that makes you
unique to everyone in your future. No one but you has experienced
what you have. No one but you can bring these experiences and
their valuable results to your organization. You won't be like the rest
of the group. You'll stand out for all the right reasons in your orga-
nization once you know yourself and know how to make your au-
thentic self known.

Strong personal brands are integral to a company’s strength
and success.

In New York City there is a well-known and respected prosecuting dis-
trict attorney named Linda Fairstein, best known for running the Sex
Crimes Unit of the District Attorney’s office for two decades. She prose-
cuted the 1986 New York preppie murder case and the 1989 Central
Park jogger assault. Ms. Fairstein took on my criminal case against a five-
star New York City hotel, the Essex House, and the high-ranking secu-
rity guard who attacked me. Cool and smooth, with her beautiful
blonde hair and piercing eyes behind scrutinizing glasses, she was a
walking brand of intelligent compassion. She didn’t just use her brains
for success. She was successful because of her compassion that brought
out the best in people. She has influence for all the right reasons. Her
experiences created a brand that promised justice and the power to get
it. Her brand and its reputation eventually launched a successful author
career of criminal suspense novels such as Cold Hit and Final Jeopardy.
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Her assistant D.A., Martha Bashford, well respected for her cold
hit investigations, saw me through four years of grueling trial law.
Over the years I learned about her disabilities, her daughter, her hus-
band, and heard about her win/loss record, which was mostly wins. I
don’t know her full story, but I know it resulted in her value of deter-
mination, expressed calmly as, “I'll show them.” Today, Ms. Bashford
enjoys uncommon success in New York City law. Her reputation en-
hances that of the public New York legal system.

Linda Fairstein and Marsha Bashford know the power of per-
sonal brands. Each time they begin jury selection they must look be-
hind the image of potential jurors and determine what their stories
are. With only a few questions and little information, they discern
whether these citizens will be able to relate to their case. Will they be
able to build loyalty and get them to take the action they want and
vote in their favor? Your personal brand can help or hinder someone’s
professional goals, including your own.

Likewise, these attorneys hope that the true story of the one they
represent will come across in the person’s dress, voice, appearance,
and everything that the jury sees and feels, to connect with the rest of
the story inside. John Grisham had a number one hit novel turned
theatrical success called Runaway Jury, based on this important princi-
ple. Our personal brands matter. We are putting our image and reputa-
tion out there for others to use or misuse, whether we mean to or not.

The decision for Bill Gates and Martha Stewart to testify or not
testify in their respective lawsuits was the most important decision of
their defense. Their personal brands extend to their professional
brands and in fact define the conglomerates that they run and con-
trol. If the juries and decision makers like them and can relate to
them, then the outcome of their trials is more likely to go their way. If
the jury doesn’t like them, then they will get all the wrong kind of at-
tention and the wrong results.

You may not think you care if others like you or not, but what
they think of you is your brand. If you want to get great results
from your brand, then you need to know what others think of you.
You need to know how your brand is perceived. Don’t change your
true self for others. Be who you really are—but examine what the
results are.

New York City attorney Benjamin Fein supported my case with
ingenious strategy and uncharacteristic legal compassion that could
only come from his world of personal experiences. I've shared my
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theories of branding with Ben, and he has remarked, with humor-
ous overtones of testosterone, “I don’t bring my whole self to the
office. I don’t express love at the office.” But I don’t agree. His pro-
found experiences of love and loss in his personal life have fostered
his value of honesty, fairness, and compassion. His personal brand
permeates his office and is seen, heard, and felt as the firm contin-
ues to grow. He is conscious of other people’s needs and wants, and
as a result his firm is better run, gets better results, and is extremely
successful. Because of Ben Fein, people want to work there and give
their best. That comes from his thinking more about others and
giving in less to his ego.

His personal brand is a big part of the firm’s brand. In the last
five years, The New York City law firm Meister, Seelig and Fein has
grown from a large successful law firm to one of the most successful
law firms where New York competes the hardest.

These people’s own personal experiences established each of
their personal brands. Each of them developed a personal brand of
success, determination, and intelligence. If you ask people what they
feel when they see these individuals or hear their voices, they will say,
“I'm in the presence of intelligence and persistence. There’s a ‘Never
give up’ attitude here clothed in compassion.” That’s their brand. And
their professional brands, including the New York City court system
and Ben Fein’s law firm, are filled with the individual influence of
these personal brands.

During my criminal case, when people entered the courtroom
they felt a sense of victory, determination, and the spirit of a die-
hard defender for the innocent. Linda Fairstein wasn’t required to
show up in the courtroom the day the jury was hearing summations.
But when she made an unexpected appearance, the judge and the
jury noticed. They felt the power of her brand. Her reputation pre-
ceded her. Her presence made the jury feel important, and that
helped them take the action she wanted, a decision in my favor. We
won the trial against all odds.

These people I've described connected with all their audi-
ences—colleagues, defendants, plaintiffs, judges, jury members, or
media. The emotional dialogue was constant, resulting in such a
strong personal brand that they have all seen years of professional
achievement and advancement. They don’t leave their personal expe-
riences at home. They carry them with them even though they don’t
know it. When they realize it, they will know the full power of their
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true experiences and make even better use of them as the treasures
they are.

They bring their whole self to the office, and it creates a consis-
tent image that gives everyone they know what they need, want, and
expect. The world knows they're not phony and embraces them.

What do these stories have to do with you? Think about them in
the context of your work. How is your personal brand infused into
your professional work? How is it helping you build your business—
or is it hindering it? When people see and hear you, they will attach
how they feel about you to how they feel about your business.

Good brands don’t just influence people. They change
people’s lives.

You Have a Story to Tell

You have a story. You are a story. And although we don't all come
with architectural plans or blueprints, we certainly all leave behind a
life that can be seen, written about, or illustrated. We leave behind us
a myriad of stories that have been told and retold to those in our
lives. We tell them with words and with photographs. We tell them
with resumes, medical records, and our old school transcripts. We tell
our stories whether we mean to or not.

People are watching you, even when you don’t see them watch-
ing. People are reading the story of you. Our story is told by glowing
recommendations and references. It is also told by rumors and gossip,
whether wrongly or accurately. It is told by the way our children live
their lives. And it is told by how our company succeeds or fails, and es-
pecially by how it responds to success and failure. We all have a story.

People have different comfort levels when it comes to telling
their story. How many times have you sat on an airplane or waited in a
doctor’s office and been surprised, embarrassed, or bored to hear a
stranger tell you his complete life story soon after you sat down? Some
people love to tell their stories, don’t they? Most people love to hear
stories. We wait through the commercial to hear Paul Harvey’s “The
Rest of the Story.” Virtually every business meeting I have begins with
someone asking me, “What’s your story? How did Dalmatian Press get
started, and why did you name it Dalmatian Press?”

You may see the opposite in men or women who have been mar-
ried for 20 years and have yet to open up to their spouse about a
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childhood trauma. They may not even tell their story to themselves,
much less to another. That’s a buried treasure.

We may consciously tell our story on job interviews or on first
dates. We can write it out in business plans and journals. We can
leave our stories at the office and try to dissolve the day in a drink or
in front of the TV at night. However we choose to tell it or avoid talk-
ing about it, we always tell the truth by the way we live and by every-
thing we say and do or don't do.

Control Your Story

Once you realize and understand that your story is being told,
whether you want it to be or not, you will want to take some control
of how it is related. In this case, control is more of a responsibility
and an opportunity than anything else. I've learned to tell the Dal-
matian Press story so that it effectively lays out the American dream
in a way that relates to whatever audience is before me that day. The
truth of it creates a brand and a memorable experience resulting in
interest and loyalty. This is what helps lead to the purchase order in a
world where dozens of publishers are competing with similar prod-
ucts and services.
So examine the following:

e What is your true story?

e Why should you tell your story?

e How should you tell your story?

e How are you telling your true story now?

Memories

If our experiences are so valuable in building our brands, then our
ability and willingness to remember them is equally crucial. Why on
earth do humans have the capacity to remember? Memories only ex-
ist because we have this uniquely human ability to make them, and
then to remember them.

Never before has the phrase “Why on earth?” meant so much to
me. Why on earth do we have so much to remember in this lifetime?
Surely we could wait until the next life to file and retrieve so much
that has clogged our mind’s limited space. Surely we could postpone
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remembering those painful memories that hurt and twist inside our
minds and somersault through our body. The moment a painful
memory comes to mind, we turn our heads away as if we could actu-
ally see it in front of us. And what about all those things that we want
to remember, like a name, directions, where our keys were laid? Why
can’t we remember those things?

What we do remember is impressive. But what about those expe-
riences we push out of our minds because the pain and hurt and con-
fusion of them isn’'t worth going through? These are the memories
that we have placed a price on that is unrealistic and unfair in any
value system. We think the price is too high to pay for those memo-
ries. But what will it cost us if we don’t recall them? If we understood
what these memories were really worth we would dig them up imme-
diately. If we understood that the ugly memories are the precious
ones that are intended for great things, we would hold them up, dust
them off, and discover what they looked like in the light of day.

Our deepest fear may not be that they are too awful to recall,
but that they are powerful beyond measure. The courage and sta-
mina it takes to remember difficult memories is daunting, even
knowing the benefits they could bring us. Whatever has happened in
the past isn’t meant to lie in darkness. We must uncover what our
mind tries to forget. We must shake it out and let it be seen in the
right perspective and through the sight of forgiveness and wisdom
that gives meaning beyond our small, present-tense living, so we can
make use of it in the future. Too often our ego puts up obstacles to re-
membering what might have been foolish or unsuccessful events.
Lose the ego and your foolish pride. Stop worrying about what peo-
ple will think of you.

Reach for the next rung of success, the one based on truth
and not on what the world says you should be.

Difficult memories include betrayal, hate, greed, pride, loss . ..
Our memories run long and deep under the ground we think is solid.
Memories of loved ones dying, trusted ones betraying us, illness trick-
ing us, team members abandoning us, bosses criticizing us, have all
been pushed so far back that we can say we don’t remember them. We
testity, “I don’t recall.” But we should. The purpose of memories isn’t
to let us cling to a life of victimization. They shouldn’t excuse us from
the work of building a better future. Memories help us know that
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something bad happened and something good is going to come from
it, maybe not today, but soon.

Somehow, thanks to the intrinsic design and wiring of our body,
soul, and mind, whatever happened in our past will affect our future.
Our thought processes will manifest the very best that is within us.
And that is why some memories are golden.

A Return on Your Investment in Branding—We Want More

The branding cycle, personal or corporate, is about either wanting
more or wanting to be part of something more. Building a brand is
asking for attention. Some ask passively and some ask aggressively,
but the relationship between brands and attention cannot be denied.
Does everyone have a desire, perhaps unspoken and even unacknowl-
edged, to be part of something more? I know that doesn’t sound inde-
pendent or self-sufficient enough for this tough business world. But I
suspect that I am not alone in wanting more.

Being more comes about in so many ways. We can create it. We
can be it. We can look at it and feel a part of it. When I see something
exuding excellence, something pure, something exquisite, I just want
to associate myself with it any way I can. Isn’t that why many of us
are constantly drawn to new opportunities? We want to be part of
what we think is more.

Professionally, I want more. I want to exude the kind of excel-
lence that I see in those who are at the top of the game. They are quick
witted, calm in chaos, smarter than imaginable, and able to see
through any problem instantly to save the day. People hang on their
every word. Small crowds gather around them, and when they move
on, a new group forms around them. They make us feel like we can be
better. That’s their brand. It’s not about how they look or their nick-
name or the clothes they wear. It's about how they make us feel.

Build the kind of professional life that makes others feel like
they can do anything. Build a brand that will go before you so that
when people come into your presence they already believe in the
promise your brand has made.

As much as I love the exhilaration I get when I see something
extraordinary and beautiful, I feel a little sad too, because it also stirs
my feeling of lack in the beauty category. I suppose it is a yearning to
be more.

It is also a longing to give more. Giving more would result in
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being appreciated more, if not by others than by myself for doing
the right thing. So there it is: a circle that you and I spend our wak-
ing lives trying to close. It is the circle of giving and receiving, spin-
ning around a core of appreciation. And that brings us back to being
chosen for being special and authentic. Once again, we are back to
building brands.

This is so important that I'm going to say it again: There’s an
endless feedback loop in branding, composed of giving and receiv-
ing attention, with the goal of choosing and being chosen for all the
right reasons.

When you're trying to create and become more, what does it
look like in your life? What is keeping you from developing more or
expressing more? What is your ratio of giving attention and getting
attention? How are giving attention and getting attention related?

The first step in building your brand is to do the work of self-
examination. There were a lot of memories that I would have liked to
wipe clean like a blackboard. But whatever kind of brand you're
building, be it personal or professional, individual or for the whole
company, dig up those memories until they are so thick in front of
your face that you have to brush them aside to see past them.

Remember why you were created. What was your purpose?
What were the experiences that collected in the form you call life?
Take some time to remember the small victories that shaped your
dreams and goals. Take more time to look back at the mistakes that
you called failures but that created your values of determination or
pride, or perhaps your fears. Examine them, inspect them, study and
scrutinize them to learn from them and know their worth. They are
your treasures to invest in and to anchor you in your unique and
powerful beginnings.

There’s a reason we use expressions like “Remember where you
came from,” “Don't forget your roots,” “Don’t get too big for your
britches.” Lines like these became clichés because they’re truisms.
When you are looking for the “You Are Here” signs in your life, some-
times you have to go back to the “You Were There” sign.

Where are you?

Try not to become a man of success
but rather to become a man of value.
—Albert Einstein (1879-1955)°¢
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Brand Building Belief i

I will define and control, to the extent that I can, my personal
and professional story because it provides for my success and the
success of others.

Brand Builders

1. What are the different ways your personal story gets told?
What are some of the ways your professional story gets told?

2. Which parts of your story are told by you and which are told
by someone else and out of your control?

3. How do you formally or informally support others with your
expertise from your experiences?

4. How do you define more in life and how much more do you
want? How can your brand help you get more?

5. What are a few of your treasures that you keep buried and
why?

6. Do you believe you're successful enough and therefore don't
need the help that self-examination could give you?




Chapter FOUR

Bring On the Brand

Somehow I can’t believe that there are any heights that can’t be
scaled by a man who knows the secrets of making dreams come
true. This special secret, it seems to me, can be summarized in
four C’s. They are Curiosity, Confidence, Courage, and
Constancy, and the greatest is Confidence. When you believe a
thing, believe it all the way, implicitly and unquestionably.

—Walt Disney (1901-1966)!

The Race Is On

The 16-year-old boy’s age had been found out. He was prevented
from enlisting in the military, but at least he could join the Red
Cross and drive ambulances overseas. No ordinary ambulances
though—instead of a routine camouflage paint job, his would be
covered with cartoons.

His military experiences no doubt shaped who he was and how
he lived. During World War 11, 94 percent of his already successful Dis-
ney studio facilities were engaged in special government work, includ-
ing the production of training and propaganda films for the armed
services, as well as health films that are still shown throughout the
world by the U.S. State Department. The other 6 percent made films to
raise the civilian morale. Walt had begun drawing at an early age, sell-
ing his first sketches to neighbors when he was only seven years old.

Walt Disney believed in believing. When his name or image
comes to mind it conjures up feelings of hope and optimism. He is
one of America’s greatest examples of a self-made success. Walt Dis-

82
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ney isn’t only a twentieth-century legend but his name is shorthand
for rich imagination.

It has been said that Walt Disney did more to touch the hearts,
minds, and emotions of millions of Americans than has any other
man in the past century. Since his time, many others have created an-
imated characters, theme parks, studios, and film productions. Some
have even done it better than Disney. But it is the sum of all his expe-
riences that created the unique Walt Disney and Disney Company
brands. Certainly our world will know but one Walt Disney.

We’ve all heard the expression, “Live and learn.” In other words,
we all learn what we live. And so we must improve the way we live,
and improve and improve again.

Practice doesn’t make perfect. Practice makes improvement.

It’s never too late. In order to improve our brand and its impact on
the world, let’s use Walt Disney’s secrets for making dreams come true
as we allow our brand to tell the truth:

e Curiosity. Be curious and discover and define our specific abilities,
qualities, and gifts that uniquely define us.

e Confidence. Have confidence and believe that these discoveries are
rare and valuable. Don’t just know about them; know that they are
yours, and uniquely yours. Own them.

* Courage and Constancy. Have courage and teach yourself to live with
yourself, constantly and persistently. The most important relation-
ship you will ever have isn’t with your family or friends or even
your customers—it is with yourself. If you treat yourself well, 1
promise you, so will everyone else.

If your business relationships aren’t bringing you the results you
want, it’s probably more about you than anything else. Restore the rela-
tionship with yourself. Stop playing roles like “struggling businessman”
or “poor entrepreneur who never got a chance.” Believe that your per-
sonal and professional story will have an ending that allows you to live
happily ever after. What are some of the roles you are playing? If some-
one were describing you, what character would they say you play?

The price for improvement is paid in time and effort and, yes,
some pain from your discoveries. But not asking these questions will
cost you dearly in terms of focus, authenticity, and results.
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Janis lan voiced our fears when she sang the popular soulful
song from the 1970s, “At Seventeen.” She sang that she “learned the
truth at seventeen/that love was meant for beauty queens/and high
school girls with clear skinned smiles.”? A million young girls, and no
doubt women of all ages, cringed when they listened because they be-
lieved that we must pretend to be what we are not or try to look like
some beauty queen in order to be loved.

Those false beliefs, constantly reinforced by the media, keep us
perpetually trapped in the beauty brand. Even great corporations fall
into the trap and create beautiful but false images, thinking that their
customers will love them more for their opulent lobby or impressive
uniforms or gorgeous offices, stationery, or whatever.

All our lives we try to be what we think the world sees as perfect,
in order to stop the pain of being less than others. We try to stop the
pain of being left alone and unchosen by being not who we are but
who we think we must be.

Listening

She sat in his waiting room, waiting. Forty-five minutes past her given
appointment time, she still sat and waited patiently. She was a busy
executive herself, with little free time and always juggling an over-
loaded schedule. An hour now after the two o’clock appointment, she
fidgeted but knew that waiting for Dr. Doug Brown was worth it. His
brand, his image, his reputation was that of a doctor who listened.
His brand made his patients feel understood, respected, and recog-
nized as deserving attention. These were in fact the qualities that he
valued and that were translated into doctor-patient appointments
that exceeded the normal 15-minute office visit.

This wasn’t just a satisfying experience for his patients; it was
smart business, too. When he listened to his patients they responded
by listening carefully to him. By listening carefully and thoroughly to
them, he could anticipate what they needed, but more important, he
knew what they wanted. He gained loyalty, which resulted in patients
taking the actions he wanted. And this actually made his medical
practice more efficient in the long term. I asked him once why he was
such a patient listener and he said, “It’s one of the things I value most
in life—being listened to.”

If branding is all about your stories, then think about the flip
side of telling them. For every story told there should be a listener.
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Listening is as important as the actual telling of any story. Remember,
we have two ears and only one mouth. We know that we all have sto-
ries to tell. If we are to build loyalty, a crucial component of any great
brand, then we must not only tell our stories but we must listen to
each others’ stories, too. When we listen carefully to someone’s story,
whether personal or professional, it should make an impact on our
ideas, opinions, and feelings. We will then be able to anticipate their
needs and wants and be a better brand.

Listening is as important an act as telling. Both acts are essential
and revealing. The way we listen tells as much about us as the way
we tell our stories. And only when we stop and listen will others be
able to tell their stories to us. True stories mean so much less if they
go unheard.

Not only should we listen to each other’s stories but we should
find a way to hear our own voice. Listen to yourself. What are you
saying? How are you saying it? What do you think you sound like to
others? Listening completes the branding cycle. It reminds us that the
life of the brand grows on two-way communication.

When Dalmatian Press was competing for the Warner Bros. mas-
ter publishing activity book license, we made a different kind of case.
We highlighted our financials, product line, and distribution attrib-
utes of our company, but then we talked about their company brand
and ours. We told our story and why it made us different. We dis-
cussed our experiences in which retailers, moms, investors, and many
partners listened to us and how that called attention to the belief that
listening was as important as talking. Everybody knows that, but we
were living it.

We pitched the idea to Warner Bros. that in a business environ-
ment where most of our competitors were offering the same features
that we offered (although we believed we did it better), we were also
offering a resource that was in short supply. We were a listening com-
pany and one that created knowledge from listening. This was our
brand. This was our experience and one that shaped our belief that
listening is power. I don’t think the people present then remember
that speech, but I believe that at that moment we affected the emo-
tional tone of the conference room. We were involving our potential
partner in our very human experiences that went beyond inventory
control and selling terms. Our brand, shared via our experiences,
broke us out from the features and price structures that our competi-
tors competed with.
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How Your Brand Is Born

Whatever you are and all that you will become is summed up for you
and the world to see in what we call a brand. Just like Kodak or Nike,
you have an identity. Your brand is whatever people think or, more
important, feel whenever your name or image comes to mind.

You have an image that serves as an instant message for all who
look to you for help, for knowledge, for inspiration. Those around
you use your image the same way we use shorthand. It quickly en-
codes what lies beneath and what takes more time to understand.

What is your brand identity? And, just as important, what is
your brand awareness? Make no mistake that as you uncover your
stories your brand will change forever. The very means by which you
take on and go about this search will differentiate you from the rest,
including the old you.

As you define your true stories, put words to them, and feel
them, you will be changed. You will become more relevant to your
everyday friends and business acquaintances as you apply your own
experiences to theirs. You will be infinitely more appropriate, ap-
proachable, and meaningful. Hopefully you will also become more
compassionate.

How you live with your newly discovered stories will recreate
your identity. So ask yourself what feelings you want your presence,
even the thought of your presence, to evoke in others. What are the
senses that you appeal to? What will you stand for? What’s your brand?

The more your brand affects someone’s well-being, the
more critically it is evaluated.

People are willing to pay an enormous amount of money for an as-
pirin brand that affects their health. They may not care as much
about dish soap. Therefore, we are much more likely to pay for a
brand-name pain reliever like Tylenol or Advil, whereas we shop
prices and make do with a generic brand of dish soap.

How much more are we willing to pay for a doctor or lawyer with
a big brand name, because they can make such a huge difference in the
quality of our life. Never mind a doctor—think about how much we are
willing to pay a hair stylist because of what we think they can do for us!

It was a natural product line extension for Dalmatian Press to
publish educational workbooks. They are more ink on paper, are sold
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to the same retail buyer, and use the same manufacturing and art pro-
duction process. In fact a lot of coloring book companies produced
educational workbooks. Many of our competitors used their everyday
cartoon art and put simple educational text under the picture, such as
“How many ducks can you count in this picture?” This they called an
educational line! This was a way to make additional revenues for their
company. But what about the brands that these workbooks were pub-
lished under?

Dalmatian Press had established a brand that made people feel
positive and happy. We hadn’t built a brand that made people trust us
for our ability to teach their children. Putting our little puppy dog on
an educational line wouldn’t offer much educational credibility. So
we birthed a new brand called Home Learning Tools. The key to its
success is more than great content. It has a logo than proclaims an al-
liance with Harvard and the chief of child development on a child-
friendly gold ribbon. Our covers are fun but, unlike our competitor’s,
they are not funny.

Our competitors have printed kangaroos and clowns on the
cover, which have no bearing on learning. They are merely meant to
entertain. If the brand stands for trust, then what does that look like
as an educational workbook? Not clowns or kangaroos. It looks like
the best content possible that parents and teachers can relate to and
kids will enjoy. It looks like the actual interior pages delightfully de-
picting learning with characters and colors that will never look out-
dated. What'’s more credible than the DP brand? A brand extension of
DP called Home Learning Tools, coproduced with Harvard’s chief of
child development. This is what it means to know who you are and
what you value, and translate it into the right look and sound that
your audience can relate to and be loyal to.

This new line is a big success, but only because we examined
what Dalmatian Press stood for. We know who we are, and our cus-
tomers count on that. We didn’t try to make the brand be something
that it's not. However, it was the strength of the Dalmatian Press
brand that opened the doors with retail buyers to make a sales pitch
about our new Home Learning Tools brand. To that audience, our
Dalmatian Press brand stood for good service, good quality, good
prices, and an overall good experience that made them feel valued
and important.

The point is that educational material is on a different playing
field than coloring and activity books. It can have a greater impact on
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children’s lives, for better or worse. So parents and teachers are going
to place more importance on the brand.

In 1994 Western Publishing (Golden Books) was so desperate to
cash in on the popular Power Rangers license that they made a deal
with Saban Entertainment’s licensing agent to publish educational
workbooks. Another publisher named Modern already had the
rights to publish coloring books, so the only way Golden could part-
ner with the Power Rangers was by inventing another children’s
book category. Do you trust the Red Ranger to teach arithmetic and
reading to your child? They make the best action figures and color-
ing books, but their brand doesn’t stand for education. I might trust
Sesame Street to teach my kids, but not Shrek or the Flintstones.
They can create great new opportunities for companies to make
money, but it’s a bad use of a brand.

How much more would people pay for the valuable brand of a
friend or a trusted mentor at work, if there was such a thing? Well,
there is. It is the image that you emit. It is the image that you create
and protect. It is your reputation. It will surely change now that you
have found and reclaimed your stories, once hidden and untold. You
can now consistently protect the essence of all that you want to be.

Now you will get attention because you will be known as the
one who understands, the one who gets it. Whether you are building
your personal brand or your professional brand, you will be chosen
for your ability to relate to other’s wants and needs. With such a repu-
tation, you will be trusted with amazing stories, not just to listen to
but also to react to. People will choose you or your organization, ex-
pecting something in return. They will expect results from their en-
counter with you.

Your brand will go beyond managing people’s needs and wants.
It will manage people’s expectations. Depending on who they are, the
results desired will range from success and solutions to love and com-
passion. But what they know is that by associating with you, they will
get better and faster results. The outcome of an encounter with you
will be more satisfying than once hoped for. And the domino effect of
such encounters will be unending.

Brand Reconciliation

In creating a brand we too often speak of the external things. We are
mostly conscious of our accomplishments. Whether it is our human
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appearance or our company’s balance sheet, we only see the physical
manifestation. We focus on our behavior and on visual signs. The sci-
ence and practice of branding seems to emphasize modifying outward
behavior and signs. So the notion that brands can succeed or fail de-
pending on how we think about them may seem like a stretch. This
may be because it is far easier to focus on external behavior than in-
ternal feelings. It’s a lot more complicated to figure out the essence of
the behavior or the reason for the accomplishment.

But when we figure out that the internal affects the external,
we’ll see that any shift in our beliefs creates an external shift in our
brand. When we figure this out, then we are approaching the root of
the brand—our own brand. The reasons usually go back to the true
stories we examined in the last chapter.

And this is exactly what we must do. We should not just build a
brand that makes us feel better or look better. We should not create a
brand just to get the attention we want. I'm all in favor of feeling bet-
ter, looking better, and getting what we want, but we must reconcile
our inner self with our outer brand. When there is disparity between
what we say we are and who we really are, then our brand will fail
miserably and we will be miserable. We will be unsuccessful.

BMW operates admirably in the zone of brand integrity. Few in-
dustries depend on brands as much as the automobile industry does,
and BMW does it well. Helmut Panke, CEO since 2002, was quoted
in the Wall Street Journal: “As provocative as it sounds, the biggest
task [in building your brand image] is to be able to say no. Because in
the end, authentic brand management boils down to understanding
that a brand is a promise that has to be fulfilled everywhere, at any
time. So when something doesn’t fit, you must make sure that it is
not done.”> When BMW had to decide whether to get into the
hugely successful growth category of minivans, it said no. The brand
didn’t fulfill the BMW brand values. Minivans would have broken
the brand promise. This is an important example of a company
knowing who it is and knowing what its customers need and want
from its brand.

Perhaps two of the most important questions we can ask are
these:

1. How were you designed to live, and what does that look like?

2. How was your company designed to be, and what does that look
like?
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If you were a ship meant to cross oceans, you would know what
that would look like. You could imagine an ocean liner or an exciting
cruise ship. If you were a boat meant for middle-aged men to relax in
and eat peanuts and chips on a lazy Saturday afternoon, you would
look like a pontoon boat. What are you created for? What does that
look like?

When I was sick I thought about hanging up my hat and rest-
ing on my success. It would have been the safe thing to do. I
wanted to be like a ship safe in harbor. But one of America’s most
successful business managers pointed out to me, “You weren’t made
to rest in a harbor. You were made to cross stormy, wild waters and
reach new destinations.”

The Competition

She is known, somewhat to her frustration, as the blind girl who sings
contemporary Christian music. That’s her brand, and she wanted to
change it and take control of how she is perceived. The fact is she is
an amazing Dove Award winner and entertainer. True, she’s blind, but
that’s not who she is. That’s just something she does. She is also every-
thing that being blind has shaped her into.

Her name is Ginny Owens, and we began working together
under difficult circumstances. What made it difficult is that in the
music business there are a lot of different handlers that don’t really
understand branding or care about the artist’s brand. They care
about the immediate sales opportunities, charts, and bullets. That’s
why so many music labels use a formulaic method for producing
new artists: When something works, make more. If a thin, blonde,
belly-revealing girl sells a lot of music, then the label will put out
more of the same. Before you know it there are a dozen artists on
the radio who all look and sound the same. There have been a lot of
one-hit wonders who followed the formula—and we loved them for
a moment—but it is the unique performers who sound and look
different who survive and succeed. Country music did it. Christian
music did it. Rap does it.

It’s hard to get people to understand the value of the brand until
they see proof that it affects the revenues and profits. Ginny under-
stands branding, but label producers and graphic designers are in the
business of creating an image that may or may not be based on au-
thenticity but is definitely based on potential sales.
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Ginny and I started the work of examining her experiences to
see what her authentic brand should sound like and look like. A dom-
inant theme of mischief and freedom surfaced from her life’s experi-
ences. What does that look like? What does that sound like? For
example, it doesn’t look like a still photograph on the cover of her
new CD. At the very least it looks like hair blowing and a little move-
ment. The colors and shapes should be less traditional.

When we began discussing how her brand might make people
feel, Ginny said something pretty profound and brave that most mature
corporations wouldn’t dare to say. She said, “I don’t want to make peo-
ple feel something. I want them to be able to feel whatever they want.”

What she didn’t understand was that she had just defined her
brand brilliantly as the brand that made people feel free. She can
compete in her business best when she competes with her brand. As
she defines herself with her true experiences, the world will see her
clearly. She will see herself more clearly, too.

Few of us venture in and out of business without the goal of mak-
ing a living. Some of us are in nonprofit businesses, but we still pay
salaries along with all the other expenses—rent, office equipment, the
water cooler. Some people have enough money to be in a business
purely for the joy of it, bringing an important service or product to
people’s lives. Some feel a calling to perform a mission. Some do it be-
cause the world desperately needs this service, and being selfless in a
selfish world is reward enough. (What's their personal brand?)

But most people provide services and products for money. And
so we compete against others who are providing similar services or
products.

Besides the obvious competitors, we also compete against
ourselves, our past selves, and our ghosts.

Brands live with or without competition, but they often come to
our attention because of how competition exists. The fact that hu-
mans are social animals sets us up to live with competition. We are
not meant to live in solitude. Other animals may survive that way,
like water buffalo and leopards. But humans form families, societies,
and organizations—and this makes us vulnerable to each other.

A word of criticism may be remembered forever. Why should it
matter what others say? Why do we care so much about what the
competition is saying about us or what the reviews, press, and editori-
als say? It just does and we just do. How much more do the words of a
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trusted friend or associate mean? As much as criticism can damage,
praise of our brand can positively affect us for the rest of our lives.

Intimacy makes brands more susceptible to competition. In our
modern world, we don't just live with a lot of change; we thrive on it
and desire it. This creates a heightened state of desperation to be ap-
preciated. Everywhere we go, everyone and everything is competing
for attention—however you define it.

I can live for two months on a compliment.
—Mark Twain (1835-1910)*

How Brands Live

One of the best branding campaigns in our consumer product history
was Coca-Cola’s “I'd Like to Teach the World to Sing” campaign. The
nation loved how those commercials made them feel. Coca-Cola be-
came more than a beverage.

Branding has a ripple effect. We all know that one bad apple can
spoil the whole bunch. Can a brand have a similar effect on
whomever it touches? Can a bad brand infect its audience with mean-
ness, apathy, or rudeness? Can a brand that tells a story of purity, fun,
and goodness create the same in its audience?

Absolutely. When we tell our story or seek out stories of beauty,
broadly defined as those in which we see humanity’s better side, we
will create a current of positive emotions. Everyone responds to their
environment, for better or for worse.

Jonathan Haidt, an associate professor of psychology at the Uni-
versity of Virginia, researched the physiological response to what he
calls moral beauty. His research showed that recalling or witnessing
such acts as an 11-year-old boy helping the homeless made the sub-
jects feel “a warm glow in the chest.” But what is more remarkable is
that he actually documented a responding change in their physical
heart rhythms.>

The most powerful branding element we have as humans is to
incorporate our human emotions that generate human responses.
Positive responses will trigger a current or swell of action that you
may not realize. Whenever you make a determination to bring what-
ever is good and most worthy about yourself, you will be benefiting
yourself, your brand, and undoubtedly the audience who connects
with and gets involved with your brand.
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Branding Up

My term branding up describes the effect that uplifting brands have on
the audience.

Consider the Hallmark brand. When you “care enough to send
the very best,” you send a Hallmark card. Their commercials begin
by validating the act of recognizing someone as special. We say,
“You're special” with a Hallmark card. This might be acknowledging
anything from a birthday to an anniversary to the death of a pet.
Whatever the occasion, the card gives the recipient positive atten-
tion. And when we watch those Hallmark commercials we feel bet-
ter. We become motivated to give a card. We see images of love and
laughter, hugs and joy, and our hearts beat a little faster. We are in-
clined to take action, the action they are suggesting. We buy a card,
a Hallmark card. We spend $4.99 on those little cards. Now that’s
great brand power.

Lately television commercials have begun to show advertise-
ments that do not talk about the product but about the quality of
life people have when they use the product. Publix food stores have
produced commercials that show a rich, traditional Thanksgiving
gathering filled with golden moments of the family’s preparation.
They show the precious son coming home unexpectedly from col-
lege. Grandparents hold babies on their laps, and small animals
scurry around the yard filled with fall leaves, eating nuts and
berries shared by family and friends. It makes you feel good. They
don’t talk about the store. They don’t even talk about the food in
the store. They just show what the food from their store leads to: a
happy Thanksgiving. Brilliant.

Their 2004 spring ad campaign made it even more personal. A
woman shopper says, “When I shop at Publix I get more than gro-
ceries. I get attention. I bet I'm not the only one who feels this way.”

Publix combines the two most important elements of branding
in the shopper’s two comments: We, as customers, want the brands
we choose to give us attention (respect), and we want to feel like
they do. Give your audience attention and they will give it right
back to you.

The Cattlemen’s Beef Board uses the same strategy with their
campaign of “Beef. It's what's for dinner.” The American Cotton Asso-
ciation does it with the ads that say, “Cotton, the fabric of your life.”
GE does it with an ad campaign, “GE: We bring good things to life.”



94 MAY | HAVE YOUR ATTENTION, PLEASE?

In every case, the positive images generate positive emotions and
brand us up to take positive action.

Branding-up is all about your personal true story that needs to
be shared—not just told, but shared. The difference between telling
and sharing your brand is that sharing signifies the act of involvement
with each other. And when we incorporate the very best of ourselves
into our brand, as only a brand filled with human emotions can do,
we create a ripple effect of positive and uplifting responses.

Does your brand just tell a story, or does it share your story and
get the audience to pay attention and get involved?

Our beliefs, when truly expressed, have a domino effect on
everyone they come in contact with. So our beliefs may manifest in
the people around us. The reality is that in some way this makes us all
connected, right down to a molecular level.

Let’s talk about the human qualities of your brand. Besides the
fact that they should be born directly out of your humanness, the
best brands will indeed make hearts beat faster and incorporate as
many sensory experiences as possible. The best brands understand
and connect to people’s deepest emotional desires. Humans bring to
the product what no inert piece of marketing copy or clever packag-
ing design can do. They bring emotion. And when you bring true
emotion from true stories, it will define your personal and profes-
sional brand as successful while other brands create only a reaction of
indifference—that is, no reaction. Successful brands are able to estab-
lish a unique kind of trust with their audience.

Successful and unforgettable brands are always associated with
character, and character is something that a pretender can’t give.
Character comes from the true stories and authentic experiences in
one’s life, whether it’s the life of an individual or within the life of a
corporation. How easy it is for us to forget that the product must ulti-
mately be inspired by people’s wants and desires! Anyone can give
them what they need.

The best brands know what people want and promise to fulfill
those desires. We may think about shelf space, billboard size, cost,
shipping procedures, or delivery policies. And of course we have to
think about profit margins, investment strategies, and resources. But
until we immerse our brands in our own humanness, we will have a
disconnect with our audience. Only when we begin a kind of emo-
tional dialogue with our audience can we call ourselves a brand.

When we brand ourselves and our organizations on actual expe-
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riences that no one else has ever had, we are uniquely able to connect
with people, not based on price and need but based on desire. It’s the
true stories of founders and why they started companies that we lis-
ten to and remember.

A charitable organization called Boot Straps sought to build its
brand because it needed the kind of attention that could turn into
charitable donations. We reviewed its true stories and uncovered the
story of the founders, who had started off in life under the worst of
circumstances. They pulled themselves up by their bootstraps and be-
came notable, recognizable successes in their community. Their expe-
riences shaped their values and made it important for them to
support hardworking kids who didn’t just deserve a break but who
worked harder than most to earn a break. When they related this
story to me, I asked them how often they told the story to their con-
tributors. How often did they connect their audience to the emotions
and human heartstrings of the original people behind the brand?
“Rarely” was their response. They showed pictures of the kids who
were helped, but the world is full of kids in need. What made their
brand unique was the initial life experiences of the organization'’s
founders followed by the important stories of worthy kids and the
events that occurred as they grew.

They went on to create an elevator pitch, logo, and tagline that
reflected the true stories of the founders as well as the mission. The
logo was proposed to show arms lifting upwards with a spinning
world placed in view to symbolize how one life will atfect the whole
world and keep it turning as progress is made. And the story of how
and why the organization was formed will be told to make it real
and memorable.

Because they had identified some of their actual stories and ex-
periences, they had identified their uniqueness. No one else had
those initial experiences. Putting a name and a face to their organiza-
tion made it seem more real and definitely more human. This, then,
their audience can relate to and remember. We love true stories. Boot
Straps wasn't just a philosophical organization. It really happened. It
was brought to life with the founders’ unique human experiences.

Our society has been moving away from dealing solely in terms
of objective and rational goods, into a world of desire and the subjec-
tive. You are uniquely able to transcend material satisfaction and ex-
perience and provide emotional fulfillment. Why? Because you bring
the human experience to the brand. A brand is brought to life by the
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personality of the product or service the brand stands for. And these
things don’t have personalities in and of themselves. People do.

People’s personalities are most powerful when they are a com-
posite of all their experiences. It is the people behind the brand that
bring it to life with their true stories. How people feel about the peo-
ple behind the brand is becoming increasingly important in our soci-
ety when most products offer the same thing. We have to pay
attention to the people behind the brand because these days, bad
people and bad companies can break the trust of the brand. Even
good people can break the brand promise, and that’s bad, too.

The People Inside the Brand

Consumers today expect the companies they support, their chosen
brands, to know them and understand their needs. How is this possi-
ble? It is only possible when you, the person behind the brand, be-
come real to the customer and begin an emotional dialogue on
whatever is most meaningful to them.

Remember, it’s not about you—your brand is about them.

However, being able to make the connection is still dependent upon
you meeting them.

It all comes back to you sharing yourself. In order to serve the
whole person, I believe you must bring your whole self to the brand.
Those who do not will be less successful.

Home Depot founder Bernie Marcus, now a retired CEO and bil-
lionaire, was a young boy when his mom taught him to donate his
nickels to help plant trees in Israel. He says, “My mother taught me to
give back. You have to help people who are less fortunate.”® He went
on to build one of the most successful brands ever.

The Home Depot brand is rooted in community service. If some-
one comes in to buy supplies to build a wheel chair ramp, chances are
that Home Depot will help them build it. Marcus says, “We all felt so
good about it, it became part of the culture of Home Depot.” Today
there are over 1,500 stores and $58.2 billion in sales. What his mom
taught him he uses every day. Bernie Marcus and Home Depot have
invested more than $25 million in neighboring communities. That
certainly gets my attention. What a great brand.

The world is so full of brands that it is brand-saturated. It is like a
dripping wet paper towel, soaked and drenched, but still sitting on
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top of a giant puddle. How much more can we absorb? We’re brand
crazy. The brands that stay on the top are not always the pretty ones.
Sometimes they are the oily, gritty ones. If you stay in the brand com-
petition business long enough, you begin to feel like you are living in
the wake of boasting, bragging, bad brands. As we are assaulted with
brand images of the ugly and violent and controversial, we feel over-
whelmed with stereotypes and false claims.

New brands have appeared so routinely that we can’t help ask-
ing if there really is anything new to see and discover, anything that
is unique anymore. All the new brands must fight harder and harder
to get our attention. They compete with new advertising media, new
sensory perceptions, and new shock waves of information. This is our
competition. Individuals aren’t much different. People compete with
the same power clothes, teeth-whitening kits, and hairstyles. People
compete by following each other to the same self-improvement semi-
nars, picking up the same pop lingo and living styles. It’s fast, it’s
easy, and it makes us fit in, but does this one way of living fit all?

We don’t know what to do with all these brands. We don't know
how to process them. As a brand expert, I don’t even know how to
write about them all. Branding colleagues look for new angles to
glamorize the need for branding or sensationalize the stories of
brands that have been damaged.

We are fascinated, not by all the success stories but by the fail-
ures. We all hang on to the news stories about what took that com-
pany down. We talk about the scandals of corporations and what
they did to us to lose our trust. We boycott and protest and wait for
the mighty to fall. This isn’t just about who we compete with but
about how we compete.

The growth in branding is relentless. Brands have become as
common and impersonal as some generic commodity businesses.
Imagine that branding strategies are so common they are generic!
Could it be that the only way to compete is to limit the playing field?
Is that why we tear down other people’s brands? Is that why they get
the press coverage?

Why don’t the good and respectable brands make more head-
lines? Sometimes there is what’s called a good news/goodwill story that
captures the heart of America. Some small underdog company has
done a good thing and we rally around it. But even in these cases, what
they have often done is brought to light some wrong that they are try-
ing to correct. And then the focus returns to the ugly side of the story.
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There is a wonderful international organization called Cops 'n’
Kids, founded by Julia Burney of Racine, Wisconsin. Cops 'n’ Kids op-
erates out of police cars by handing out books to bookless children in
the inner city. Ms. Burney has built a connection between patrolling
police squad cars and inner-city children. Where kids once ran from
the squad cars they now run to them, calling out, “Police officer, do
you have a book in there for me?”

This wonderful story was brought to light by Oprah in a three-
part series about how Julia saw a problem and did something with her
own life to improve the world around her. Her personal brand and
professional brand are the result of her true life experiences of living
in poverty and living without books and the opportunities books
bring. Besides all the good work she is doing, I asked, “Is the Cops 'n’
Kids brand successful?” Well, how many brands are lucky enough to
be discovered and endorsed by Oprah? Only a powerful brand can
rise to that level of attention. Only true brands that are authentic and
one of a kind can become noteworthy and remain noteworthy.

The brand grew and grew and grew. There are now more than 26
Cops 'n’ Kids programs around the nation and the number is still
growing. When you see their logo, attributes like achievement and ac-
complishment against all odds come to mind. This brand makes you
teel hopeful. It connects to everyone’s hopes and dreams for a child’s
better life.

When I interviewed Julia in October 2002, she was speaking to a
Delaware group of politicians, police chiefs, volunteers, and cops on
patrol. “I was a bookless child,” she said. “People wrote me off as a fu-
ture failure but here I am today as your keynote speaker. Give books
to kids and you give them a chance to get out and up in the world.””

Julia Burney tells her true story every day with her organization.
Its brand delivers a promise based on the experiences she has had in
life. And because it is authentic in every way, it delivers success in
every way.

Don't let her emotional story fool you. She is one savvy business
woman who captured the hearts of Ethan Allen, Barnes & Noble, and
computer stores by using her brand to influence their actions. She
branded them up into donating thousands of dollars of materials for
kids everywhere.

Today as the brand and organization grow, reporters cover the
growth of new local chapters. But what are they focusing on now?
They tend to focus on the problems of the inner city. Yes, there are
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reasons that these kids are bookless, as Julia presents when establish-
ing the need for the centers. But now, instead of focusing on the
changes and improvements the book program is bringing to neigh-
borhoods (which Julia also proves and discusses), the media focus on
the pain and trouble and violence in the homes of these kids. That'’s
the story the media report on. Again I ask, do we limit the field of
brands by focusing on that which is negative?

It is the rest of us who have tolerated, encouraged, and even em-
braced this culture of negative news reporting. Why don’t we want to
see more of the healthy, award-winning brands? Why don’t we pro-
mote and talk more about the brands that build and improve lives?
Today, watch your news and count the number of “brands” that are
reported on for their poor performance and negative influence in our
world. There will be more than you can count. And there is no sign
that this is about to change.

Brand Pressure

I spoke to a large group of teenagers about branding. Kids get brands.
Kids love their brands. They wear them, listen to them, eat them, and
model themselves after them. I was talking to them about their own
personal brands and asked them to consider that they are just as valu-
able as Tiger Woods and Madonna. I explained that they have a
unique story to tell about who they really are. I urged them to realize
that their authentic personal brand was far better than pretending to be
anyone else.

This particular group was a special group of kids at a teen center,
hired to be role models, teachers, and mentors to other kids. I said,
“Be yourself. Don’t give in to peer pressure. Don’t try to be like the
other guy. Your value comes from all the unique personal experiences
that you have had. Your brand is what people see and feel whenever
you walk into their presence. Don’t just fit in. Stand out with your own
unique story that no one else can tell.”

One girl raised her hand and said, “My sister is 15 years old,
pregnant, and trying to stay in school. Why should she tell her story?
Shouldn’t we wait until we have a really good story before we tell it?”

Wow, I thought. What a great question. She made it crystal clear
that we don’t think we have anything worth sharing unless it’s a suc-
cess story. It’s not just individuals who feel that way. Many organiza-
tions and companies hide their stories, waiting until they feel they
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have a story that will impress their customers or investors. Many new
sales people, real estate executives, marketing entrepreneurs of every
kind think that they have to wait for measurable success before shar-
ing and building their brand, when just the opposite is true: Share
your story correctly and the success will come.

First of all, we are telling our story with every word and action,
spoken or not spoken, taken or not taken. Whether we realize it or
not, people are watching us. They are reading our story and discover-
ing who we really are.

Most of our customers or clients don’t know or need to know all
of the events in our story, such as the young girl’s pregnancy or per-
haps a corporate scandal. What they do need to know is how you be-
have and what you believe as a result of your experiences.

Second, it is all of our stories, good and bad, that make us mem-
orable and relatable to the audience we wish to influence. It is “the
rest of story” that people are dying to hear—how we overcome obsta-
cles and go after success—that keeps them rooting for us and loyal to
us. We all fall down. It’s the getting up that gets the best attention.
We'll discuss how and how much of your story to share in Chapter 7.

Oprah didn’t wait until she became successful to start sharing
her struggles in life. Nor did tennis stars Serena and Venus Williams.
Not even Sam Walton. They shared their struggles and true-life expe-
riences first and then became successful, famous, and loved because
we felt like we knew them and could trust them. We loved them even
more because of their honest portrayal of their difficulties.

When you build your brand on truth, you will have more influ-
ence than the most successful fabricated story on earth. If troubled or-
ganizations would share their true stories before their demise, would
we root for them and stand behind them to help them make it back
to the top?

A corporal in the U.S. Army was honest about his shortcomings
and, as such, perhaps affected the outcome of our military’s position
and strength during the Korean War. This particular soldier was
trained by the Army to be an interpreter of the German language.
During his tour of duty in West Germany, he was called upon to in-
terpret for an Army general at a meeting during the early stage of ne-
gotiations with the population of a small village where the Army
wished to build a strategic site. The villagers were concerned about
anything that involved the military. It’s quite possible that they re-
acted to the United States’ brand with suspicion, fear, or even hatred.
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The young soldier had not used German for many months and
knew that he was not fluent and probably was not the individual to
serve as a critical go-between. However, the regular interpreter was
ill, and he found himself in the staff car with the general and his
colonel aide.

At the meeting, all went well as he read the opening comments
to the sullen-faced villagers. Not a smile was on anyone’s face. A vil-
lager raised his hand and asked a question that contained technical
wording. The soldier had not been trained in such vocabulary and he
halted when he came to translating that word. There was an embar-
rassing silence on both sides until a villager spoke up and offered the
word in English. The American soldier smiled and thanked the Ger-
man villager, receiving a smile in return, and completed the question.
The general replied, bringing in more technical language. Again, the
American soldier stalled until another villager helped out with the
German counterpart.

After a few such exchanges, the villagers began to chuckle over
the corporal’s amateur status. By now he was also chuckling and smil-
ing more and more as he stumbled from one language to the other.
The general, a highly competent officer, recognized an opening and
gently chided him. Some villagers jumped in on his side, explaining
that technical terminology in German was not easily learned. The
corporal sighed and rolled his eyes, causing further laughter on each
side of the room.

Eventually, a villager who was fluent in both languages offered
to step in and finish the translation. Both sides were now relaxed and
laughing, occasionally asking the American if he would like to come
back into the conversation. He declined amidst much more laughter.

Now that they were more relaxed, the villagers and Army per-
sonnel came to know each other outside of their advertised reputa-
tions. Because they were being themselves and not trying to be the
arrogant, tough, and intimidating military that they might have pre-
tended to be, negotiations proceeded smoothly. Each side saw the
other with a new, previously unrecognized brand of reasonable adults
discussing reasonable situations to find reasonable solutions.

On the drive back to the Army base, the general shook his
head and said he would not bother the corporal again to interpret.
But, he added, his bumbling translations probably did more to im-
prove the image of the German-American relations than anything
else that day.?
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Remember the four C’s. You must be curious or you wouldn’t
be reading this book. Now with confidence and courage you can
build your brands through the constancy of self-examination and
branding up.

Brand Building Belief IV

I will use my brand to move people to positive action.

Brand Builders

1. How does your brand demonstrate that it listens? Is it capa-
ble of receiving feedback? Does it respond to feedback?

2. Does your brand inspire people positively or move people
with fear?

3. Does your brand involve others or does it tell its story with-
out sharing it?

4. How does your brand incorporate human elements and
character? What are the human elements and character it
incorporates?




Part TWO

Build the Brand






Chapter FIVE

Making a Brand Impression

There is confession in the glances of our eyes;
in our smiles; in salutations; and the grasp of hands.
—Ralph Waldo Emerson (1803-1882)!

Emotional Experimentation

I love to carefully dabble with people’s emotions. I love to do this be-
cause for me it is a kind of chemistry experiment. It is throwing in a
little of this and a little of that and seeing what reaction occurs. It is
about conversation, gestures, and facial expressions. It's a little like
putting your name in a hat and putting your best foot forward to see
what happens.

Branding is the art of emotional experimentation. When we
play with people’s emotions we leave them with all kinds of impres-
sions, both good and bad. We always make a first impression and per-
haps a lasting impression. Making impressions puts us in the business
of advertising ourselves. How do you introduce yourself? When we
do, we use lines, slogans, and catch phrases. What’s your favorite line
you use to advertise yourself?

On the highest-rated hit TV sitcom series, Friends, my favorite
character, Joey, always introduces himself with the question, “How
you doin’?” He says it in such a way that there is no mistaking his
sexual innuendo. It is his signature line. Before he even utters the
words to someone new in his sight, the audience smiles in anticipa-
tion. His brand promises amusement and pleasure and doesn’t disap-
point. We are forever loyal because he makes us feel a full range of

105
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sensations from his brand identity. The underlying emotional dia-
logue is as important as any verbal dialogue.

Many business professionals have developed a reputation such
that their audience just knows what they will say when they enter a
room. The anticipation can stir up any mixture of emotions, from
dread to exhilaration. The feeling that others have as they anticipate
your arrival, as they think about you and prepare for you—that’s part
of your brand. The feeling we experience as we are about to walk in-
side a place of business is more the brand than any corporate logo
hanging on the wall.

Here’s a favorite line that I almost always use with a new client,
customer, or anyone I want to sell something to. I say, “I really want
to impress you,” and as many times as I might say it I always mean it.

This remark is usually met with a look of total surprise and ap-
preciative laughter. My audience never expects it. People are surprised
that I am so forthright in telling them that I want to impress them,
maybe because too many of us try to play it cool in business matters.
The fact is we need to make the encounter more about them and less
about us. The fact that I want to impress them tries to make them feel
special and important, respected and valuable. It leaves them with
the impression that my approach to business is unique.

A good brand makes an individual feel like he is the most impor-
tant person in a given moment. A great brand actually believes that
this individual is the most important person at that moment.

Making people feel important is what making good impres-
sions is all about. The root word of impression is impress. I am not
embarrassed to tell people that the purpose for my presentation,
pitch, or conversation is about making a good, strong, and favorable
impression. My words have meaning and are spoken to influence,
persuade, convince, or affect people in a strong way. Think about it
this way: If a brand is like a rock being thrown into the water, we
should concentrate on the way the water ripples in response. Leav-
ing an impression should be less about us and more about what or
whom we're trying to impress.

The Secret Service of Brands

Behind the brand lies a secret. Behind every brand, whether your
personal brand or your organization’s brand, there are undoubtedly a
tew secrets. Every individual and every organization has them. The
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problem with secrets is that they are easy to make up and hard to
keep down. They live lives bigger than our own. We think that they
are just little things that won’t amount to anything, but we're
wrong. We don’t just make secrets—they end up making us, and they
want to be heard. They want out. The problem is that when they ac-
cidentally escape they can wreak disaster. If they are revealed with
the intention of shocking the listener or getting revenge, they can
instantly devalue a brand.

Sharing secrets can get you the right or the wrong kind of atten-
tion. You know that phrase, “a well-kept secret”? Secrets are rarely, if
ever, well kept. So whom do you tell your secrets to? Successful brand-
ing finds a balance between secrets and truth.

The truth is something that constantly tries to make itself
known. It wants to be seen and heard. Trying to bury it will eventu-
ally (and sometimes immediately) create isolation, compulsions, and
harm. A brand that exists in isolation is hardly a brand at all.

Why does your brand ultimately need to reveal your secrets? If
you read about the psychology of confession you will learn about
man’s deep need to declare himself. This makes sense when you real-
ize that we all have a deep need to be accepted for who we really are.
The best brands are authentic brands, accepted for what they really
are. Even if you pretend to be something or someone you’re not, you
wish you could relax and just be yourself, but that’s a hard thing to
be. It’s hard to base your future or the future of your company on
yourself. Behavior expert and motivational guru Tony Robbins says
that all of our fears can be summed up in these two questions: “What
if I'm not good enough?” and “What if they won’t like me?”?

Who you really are is the composite of all of your true stories,
some of which have been pushed into hiding because they’re ugly.
But remember, you can never be truly accepted as long as you keep
yourself hidden.

Sanction Yourself

What do you hide? You hide those things that you think others will
consider inferior or horrible. But the more you hide your secrets, the
more you hide yourself, and, in the end, it is that very effort of keep-
ing secrets that makes our secrets surface. The tension of what’s inside
wanting out and what'’s outside pushing it back in creates such a
stressful situation that we can’t help but blurt out the truth. It could
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come out in dreams, in Freudian slips, in joke telling, or in rambling
confessions to strangers on airplanes. In business, secrets can be re-
vealed when efforts to hide them create suspicion, investigations, and
sometimes even hostile witch hunts.

Recently I was interviewed by the Wall Street Journal. I had antic-
ipated a few dicey questions, so I asked my husband for his advice be-
cause he is the most ethical and honest person I know. His words
always bring me back from that gray area. “Remember,” he said, “the
truth will always out itself.” In other words, just be you.

Our hesitation to do this often comes down to one prevalent
thought: No one would want me (or my business, service, or company)
if they knew who I really am. Psychologists (and many corporate man-
agement consultants) agree that the single most effective healing
process in easing the pain of isolation is to tell your secret. Only then
can you make the necessary connection. An isolated brand is painful. It
lives a life unnoticed or unchosen. The single most effective solution in
fixing a bad brand that seems to be hopelessly disconnected from its
audience is to define its true identity. Uncover the mystery of the
brand. Don’t let your audience wonder, be confused, or come to the
wrong conclusions about what your brand is really about.

But what secrets am [ really encouraging you to confess? What
secrets am [ talking about? As far as your personal brand is concerned,
no one needs to know what you look like in the morning or the real
color of your hair. This kind of information is private, not secret. Re-
garding your professional brand, not everyone needs to know your
cash flow or bank covenants. That’s confidential, not secret. What we
do need to share, though, is the essence of our being; that which
makes us authentic.

Actions Speak Louder than Logos and Taglines

The best revelation, as seen in branding, is what we show people about
ourselves based on our values. In other words, reveal your secrets
through the behavior that your experience has taught you. Here’s how
it works. The fact that I had cancer is not a routine part of my conver-
sations, but my values shaped by my experience with cancer permeate
everything I do and say. Living with cancer and its long-term aftermath
is part of my story and, consequently, my brand. As a result of being
very sick I value strength: physical, emotional, and spiritual strength.
What people see and hear about isn’t the illness. They see that I lift
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weights, I pray, I eat right, I surround myself with emotionally healthy
people. The way I take care of my body and soul from the inside shows
on the outside. That’s how I reveal my true story about my illness.

When people see me they feel confident because I appear strong
on many levels. The world responds differently to people who appear
weak and frail—not necessarily disrespectfully, but differently. I don’t
have to share all the details of being sick. But people connect with me
based on vitality and strength. It comes through in my personal
brand and connects with my diverse audience’s needs and desires. It
lives on in the way I run a business, which in turn creates part of the
Dalmatian Press brand.

Another secret I've kept is the secret that I was a poor reader in
elementary school. I, a publisher of children’s books, was a poor
reader! Now that’s a story I didn’t share much! But this experience
created for me a world in which literacy became extremely important.
I didn'’t even realize the path I was on until 40 years later. Through
my business I began helping the world to read and to value reading.
My true experiences created beliefs on which I have based my per-
sonal and corporate brands throughout my life.

My personal branding extends into my professional brand with
the same valuing of dynamic power and strength. I can relate to a
huge portion of our society’s demographics because I don’t hide from
my personal experiences. I use them to reach people by anticipating
what they want in life. I've been there and I use those experiences
and values to connect with people in ways other people cannot.

When people ask me where my strength comes from, I can
then share the details of my experiences with life-threatening
disease if I so choose. It doesn’t make me special—in fact I'm
reminded every day that everyone has something equally
significant that enables them to connect with their clients,
customers, and everyone they deal with.

Rudy Giuliani, Bill Cosby, and Jack Welch have all had life-
changing moments that we’ve read about and talked about. Oprah is
another huge brand who has had amazing experiences from her
young life, including struggles with money, struggles with her weight,
and sexual assault. Have these people’s experiences shaped their val-
ues? Absolutely. They all value control, success, and strength of
character. And all of their values are beautifully and brilliantly
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incorporated into their personal and professional brands. No one has
had the same experiences that they have had. Their experiences have
made them unique and no one will ever be able to copy them, as long
as they continue to be authentic and not someone else. And why
would they want to? They are successful beyond compare.

Oprah was struggling to make a living and connect with her audi-
ence just like the rest of us. How did she do it? By building her identity
on her true experiences and being herself. She didn’t wait until she was
successful to start sharing her personal stories. She became successful
because she first shared her true self with the world. And we listened be-
cause we related to her and made the emotional connection with her.

The Emotional Connection

We need to reveal our truths in order to make an emotional connec-
tion. The environment of truth provides the opportunity to make this
connection. Get it straight: You can never really get connected with peo-
ple as long as you are concealing your authentic self from them.

Telling your true story is risky. When you tell your true story
some people will reject you. But these are the relationships, clients,
customers, or others that have been requiring extraordinary energy
from you to keep up to this point. You will replace them with 10
times the number of relationships that are naturally drawn to you
and all that you offer. The sense of connection will be so satisfying
and bring results you didn’t think were possible. By sharing your au-
thentic self, everyone will benefit.

And here is the miracle of truth. Truth can change the world,
unlike any well-hidden secret, because it becomes the lighthouse of
hope to others. When people know that you are telling your true
story they will come to you, and come back to you, because they trust
that you have gone where they want to go and have made it back
again. When others hear your personal stories it will change the way
they think of themselves—and vice versa.

Whether we hide our true stories or create stories that are not
true, the result is the same: Both keep us from reaching our highest
potential. Denying our true stories in our personal life and within our
professional company will keep us from moving forward with the
greatest speed and will rob us of every kind of wealth.

In January 2003, Inc. magazine featured Barbara Corcoran as one
of New York’s most successful real estate professionals. She started her
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business with $1,000 that she borrowed from her boyfriend. Ten years
later she sold her business for $76 million. She started it for $1,000;
she sold it for $76 million. Not a bad return on her investment. She
attributes her success to several key principles, but the one that
caught my eye was this one: Share your secrets. She said, “When you
share your secrets with people, the most amazing thing happens.
They share their secrets right back.”? I believe this is yet another cru-
cial competitive advantage in business that comes from building
brands on true stories: You know their secrets.

Telling your true story is an act of trust. It is the utmost you can
do to be all that you are.

In 2003, award-winning country music superstar Tim McGraw
had a new number one hit called “She’s My Kind of Rain.” The partic-
ular lyric that caught my attention is this line: “I confess like a
child.”* T was reminded how children share themselves so easily and
honestly with anyone and everyone. They can’t keep secrets, can
they? Whether it is the Mother’s Day present that Dad is trying to
keep hidden or the fact that they took the cookie that they shouldn’t
have, their secrets come falling out of them. The kind of honesty that
children have is typically met with a smile of appreciation for their
simplicity and purity.

As you define your personal and professional selves, you'll be-
come more committed to your newly defined brand identity. The
proof of your commitment is seen in the results. As George Wash-
ington said, “Anything will give up its secrets if you love it
enough.”’ If you really love yourself and what you’re doing, you
will give up your secret identities and become a successful, loved
brand identity.

This chapter opened with a quote from Ralph Waldo Emerson:
“There is confession in the glances of our eyes; in our smiles; in salu-
tations; and the grasp of hands.” Ralph knew branding.

Wherever You Go, There You Are

If you are building a brand or choosing a brand, you are an evangelist.
Everything you do makes an impression on somebody that tells oth-
ers about who you are, what you like, what you stand for. You tell
others what to wear, where to vacation, what books to read. Some-
times you do this with words, sometimes by example. Often we insist
on what people should do, shouldn’t do, where they must go, and
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what they can’t live without. If we are sincere we do it with passion,
and the way we live our own life is the basis for persuasion.

Some of us don't see ourselves as a type of evangelist. Others rec-
ognize that they are either experts or some kind of authority and like
to be asked for their opinions. But whoever we are, no matter what
our age and level of experience, we are all being watched, even when
we don’t know it, by others who want to know the answer to the
question, “What should I do?!”

Every time your company or organization tells its employees to
fly a particular airline or stay at a certain hotel when they travel, they
are spreading the word (actually they are spreading the brand) of that
chosen and endorsed company. You are being more than loyal. You
are being an evangelist.

A client or customer who is loyal to your brand is more than
someone who just frequents your store, buys your product, or uses
your services. Some frequent shoppers are repeat customers just be-
cause you are convenient or have the best price in town. You don't
want frequent shoppers, you want loyal shoppers. You don’t want
convenient friends, you want loyal friends.

You are an evangelist from the day you become aware that there
is a world around you, and that you are not the center of the uni-
verse. For most of us that is around age two. (Some people never be-
come aware of this and continue to operate as if the world revolves
around them.) From early on, we repeat our behaviors that we be-
come known for and impose our own beliefs on others as a function
of everyday life. We promote our own beliefs by the way we live.

As people see and recognize the repeated behavior, they make
the connection between that behavior and us. They say things like,
“That is vintage Cindy,” or, “Theresa always does that.” Our repetitive
behaviors are largely habit, a little bit choice, and a lot of innate ex-
pression of who we really are. And as we repeat ourselves over and
over, it often converts people to our way of thinking. We are self-
created evangelists for others and for ourselves. We tell our story over
and over again.

Brand Conversion

A business traveler noticed as he boarded his Southwest Airlines flight
that he had his parking garage ticket in his coat pocket. This pre-
sented a problem, because his wife would be picking the car up when
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she returned home on a different flight. If she didn’t have the parking
ticket, she would have to pay a very high fee to exit the garage or be
charged with car theft. As soon as her husband landed at his destina-
tion, he began working with the airline to contact the city, terminal,
and gate at which his wife might be waiting. Gate changes, late depar-
tures, and the long distance made it a complicated series of calls. Any
one of the Southwest employees could have just said no to the re-
quest to track down the woman who didn’t know she had a problem
on her hands. Eventually contact was made, the information was ex-
changed from one city to another, and from husband to gate atten-
dant to courtesy phone to several other gate attendants, to the wife.

This businessman, Rich Lindner, is a sales and marketing train-
ing coach, and he tells this story of excellent customer service at the
beginning of many instructional speeches. His loyalty to Southwest
Airlines has created more business for the airline than can be mea-
sured. To him and others, the brand is shorthand for making travel
easier when you have had a really hard day and nothing seems to be
going right.

I have a similar story about Northwest Airlines. I never felt any
loyalty to the company because my experience with them was late ar-
rivals and the most expensive flights from my hubs. But one of their
employees found a notebook of mine filled with important handwrit-
ten information and telephone numbers that I would miss dearly. I
didn’t even know it was missing until I received a phone call saying
that she had found it and would be mailing it to me. I don’t know
how she found my name or phone number because it wasn’t in the
notebook. I don’t know how she tracked me down, because I had re-
cently moved. But I know she carried the book home with her, pack-
aged it, and put it in the mail on her own. Even though this was
simply the act of an individual, I will be more loyal to Northwest be-
cause of it. I guess I believe that in addition to this woman'’s character
of caring, there is something in the company that encourages her to
perform with excellence and rewards her for her superior customer
service skills. I will tell this story often when speaking about brands. I
will fly Northwest and encourage others to do so, too.

Two different airlines with the same foundation for success. It’s
not their prices, frequent flier system, or food. Those are just fea-
tures that any other airline can copy. Their success and the success
of any airline competing today will come from brand loyalty. When
airlines can all compete with prices and schedules, the only thing
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that is going to set them apart is personality. And personality comes
from people.

Most branding is a kind of conversion process.

Based on how the audience thinks and feels when they see our
brand, we inform, persuade, share, comfort, and teach. And the
more we believe in the message of our brand, the better our chance
is of converting others. What about your brand? What could we be-
lieve in more than ourselves?

Unfortunately, too many people don’t believe in themselves or
in their company. Therefore their chances of getting the right kind of
attention and creating loyalty are limited. Build your brand on your-
self and your authenticity. You should have such a strong emotional
connection to yourself that you believe in yourself passionately. The
stronger the belief, the more we are compelled to tell others. And that
is why we are, or should be, evangelists, spreading the good news
about our brand. Truth creates beliefs, which inspire evangelism,
gaining converts, and this translates to success.

This reinforces our own brand image to ourselves as well as to
others. And this creates a certain kind of buzz about who we are. It is
called having charisma; it is called making an impression. It lets you
make an entrance before you even enter a room. It perpetuates your
self brand and builds a reputation that will support your company or
organization through good times and bad times. Contrary to popular
belief, charisma isn’t something you are born with. Charisma is defi-
nitely something that is developed.

As this continues, others become evangelists for you. And wher-
ever you go, you are already there! What does that mean? It means that
the people who have asked for you already believe in you and hence
believe in your product or service. Their turnout for your appearance
affirms that they have made the right choice in joining you. They rec-
ommend you to their friends. They purchase your products not just for
their use but as gifts for others. They enjoy not only the substance of
you and your company but the symbolism as well. They provide you
with unsolicited praise. And, most important, they feel that being in
your presence makes them a part of something bigger than themselves.

Most people miss branding success by about 18 inches. That’s
the distance between your head and your heart. When you put your
heart into your brand you'll be a successful evangelist.
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Tommy Lasorda is an ambassador for baseball. You can see it in
his eyes, the way he lights up when he talks about it. He loves base-
ball. His personal charismatic brand is the result of each baseball
game of his life. No one has experienced the same wins, losses, in-
juries, training, and exercises that have resulted in who he is today.
He didn't toss those out and try to be like Joe Dimaggio. He built his
identity on his own true stories. His brand is uncompromised because
no one can ever copy what they didn’t experience. Supposedly his
wife said to him, “Honey, I think you love baseball more than me.”
He hesitated, then answered, “Well dear, I love you more than basket-
ball.” He loves baseball. He is devoted to it. How devoted are you to
what you are doing?

Many books and films have been made about Babe Ruth’s home
run record. Roger Maris, Sammy Sosa, and Mark McGwire have all
broken the record. These great athletes have great personal brands,
but their brand isn’t defined by their home run record. Records can
eventually be broken. The brand is how they broke the record. Their
brand is about how they lived and how they converted followers. If
you build a following on one of your features your followers won't
stay with you for long. They will follow the feature.

Loyal customers are made, produced, created. Accidental loyalty
happens, but why wait for an accident to happen? You can make
loyal customers. Let me show you how to start.

The Elevator Pitch

Know, write, and practice your elevator pitch. Elevator speech is an
expression for the speech you could make to a stranger in an eleva-
tor as you ride from the top floor to the lobby floor. The speech
is your proposition, or your unique selling proposition (USP). And
the amount of time spent in an elevator ride is about as long as the
average attention span of your customer. An average adult’s atten-
tion span is just two seconds longer than a child’s, or about eight
seconds. As you are telling your story, are people nodding along in
understanding? Or are their eyes glazed over with confusion or
boredom?

As you write this short presentation, remember to tell it with the
emotions that are based on the facts of your true story. Remember
that your listeners will carry with them your emotional pitch more
than a lot of facts about your company. Remember to connect with
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them by sharing yourself and helping them believe that, for that mo-
ment, they are the most important people in your sight.

Then test your elevator pitch. You are successful if your client or
customer can communicate what you have told them to another per-
son as well, or better than you did. Is it easy to understand and re-
peat? Don’t just hope that they got the message. Ask them to tell it
back to you. The message isn’t the only thing that counts; what mat-
ters is the passion that they have been infected with and that they
pass on to their listeners. Believe me, they’ll catch your emotion and
will be able to deliver that better then the facts you tell them. Then
they are your evangelists. These are the people who are your personal
and professional brand’s first and last line of defense. They protect
you. They guard you. A strong defense surrounds you so that you can
win brand loyalty.

Brand’s Don’t Want Just Satisfaction

Is customer loyalty more important than customer satisfaction? Yes
and no. Customers won't be loyal for very long if they are not satis-
fied. Any brand must deliver on its promise. But they can be satisfied
and never be loyal. A customer can be very satisfied with your service
or product and still change providers for no other reason than that
they want to try something new. But loyal customers are much less
likely to leave you.

Brand image expert Marc Gobé wrote that the biggest miscon-
ception in branding strategies is the belief that branding is about mar-
ket share when it is about “mind and emotion share.”®

Purchase decisions are made largely for emotional reasons.
Emotion moves the brand promise to the brand reality. Emotion
gets attention more than any facts. Emotion should live inside of
your employees and show in their behavior. People form emotional
relationships with people. People put the service into customer ser-
vice. People put the quality into the brand. People create the expe-
rience of the brand. And as we have seen, brands are about
experiences. Loyalty is a wonderful experience to foster and give to
your brand.

Never underestimate the power of a satisfied customer.
It’s why Ford has more repeat buyers than any other make.
—2004 Ford Motor Company commercial
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Great Brands Create Loyalty

A 1996 article in Marketing Review by Jeff Resnick stated that compa-
nies can command prices that are four to seven percent higher than
weaker competitors, resulting in three times the profit if they excel in
creating and maintaining loyal customers.” Now that’s a powerful re-
sult from building a great brand.

A brand is in many ways a living, breathing thing. It is more than
just visual, or rational—it is emotional and behavioral in practice.

Evangelists of your brand, both within your organization and
outside, truly live the brand. The first part of this book has discussed
the questions below. Now, test and confirm the brand loyalty to you
and your organization. Ask your employees or associates the follow-
ing five questions:

1. Do you understand our brand’s promise and how it delivers the
promise?

2. Do you know what makes our brand different? (Hint: it’s you.)

3. Can you clearly explain our brand? And most important, do you
know your role in relationship to the brand and your role in pro-
tecting it?

4. Do you add to the brand experience or detract from it? Do you
brand up?

5. Do you buy into the fact that everyone’s actions impact the suc-
cess of the entire organization by way of the brand?

Loyailty Starts Inside

Ask yourself the same questions! If the answers are yes, then your em-
ployees become associates, or members, or family. Wal-Mart doesn’t
have employees. It has associates. Disney has “family” working with
them. Companies that succeed don’t have mere employees. And as
that kind of an organization, they all work hard at becoming the
brand together. Loyalty starts inside. The way employees treat each
other is the way they treat customers and customers treat them back.

In spring 2003 a USA Today article reported, “After several high-
profile corporate scandals, U.S. teens are taking a hard line on busi-
ness ethics. Nearly nine out of ten students surveyed online by
Junior Achievement say they would refuse to work for a company
accused of wrongdoing, while three out of four say they would not
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even buy a product from a company accused of unethical behav-
ior.”® Increasingly, young people are looking at job opportunities as
more than a paycheck or simply a good job. They see companies as
brands and ask themselves if they want to be part of a particular
brand experience. They consider whether the company’s brand is an
extension of their own beliefs and personal brand.

In fact, I'm disappointed by how many companies profess to be
devoted to their brand identity and go to great lengths to express it
with media campaigns only to have it fall miserably short in the lives
of its employees. Employees of all ages should reflect the company’s
brand, and this happens best when individuals align themselves with
companies they share experiences and values with.

If you are asking your client or customer to have a relationship
with your brand, is there any reason why you shouldn’t expect the
same, or more, from your employees? How does this happen? How do
employees learn to be brand builders?

They learn the story of the brand from you. And you don’t just
tell it, you share it in every way. You share it in a way that involves
everyone in the organization.

Brand building is everyone’s job. If you're not building it
up, then you are breaking it down.

In the mid 1990s, when Firestone found itself in the middle of a
mess of defective tires that were allegedly causing accidents and bodily
harm, its brand became shorthand for “unsafe.” Its brand made people
temporarily feel nervous. They felt they couldn’t completely trust the
brand. Who forgot to take care of the brand? When accountants started
seeing claims come in, did they think about the brand? When repair-
men started replacing tires, were they thinking about the brand? Since
2002 they have done a remarkable job of rebuilding their brand and
defining their future on the values they learned from their true stories.

Oren Aviv, Disney’s studio marketing chief, told the Wall Street
Journal in February 2003, “I don't think people make their decisions
to see a movie based on whether there’s a Disney logo there or not.”?
Is he kidding? And how much did he just discount the Disney brand?
Brand erosion is faster than that of oceanfront property.

Ask yourself if you have everyone around you in your organiza-
tion and in your life building your brand. And don’t be afraid to ask
them directly if they know and accept the job of doing so. Ask your-
self, and say yes.
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Brand Building Belief V

I will choose to engage an emotional connection with my brand
for faster, lasting, and more meaningtul results.

Brand Builders

1. What do you think people are thinking and feeling as they
anticipate your call or entrance? What comes to mind when
they see your name on their caller ID or in their e-mail in-
box? Are they excited, nervous, scared, or energized?

2. How do you know if you've made a good or bad impression?

3. Can you think of a time when you were a satisfied cus-
tomer but not loyal? Can you think of a time when you
were loyal even though you weren'’t satisfied, either per-
sonally or professionally?

4. Who, besides you, is taking care of your brand? Whose ulti-
mate responsibility is the brand?




Chapter SIX

Brand Relativity

When the character of a man is
not clear to you, look at his friends.
—TJapanese proverb

Does Your Brand Relate to Others?

Philosopher and writer Anais Nin wrote, “We don'’t see things as they
are. We see them as we are.”! That doesn’t say much for the commu-
nication process. When we build a brand we have a goal of getting
across our message as we see it, not how someone else might see it dif-
ferently. When we communicate we hope to send our message clearly.
We don't set out to reinforce what the receiver may erroneously
think. Often we want to change people’s perceptions or their thinking
to our way of thinking. We want them to join us in our conclusions.
And yet we can all agree that perception is anyone’s reality.

What is the pathway that branding takes? To what end does it
work? Are brands only meaningful and effective within small com-
munities where we all think the same way based on common experi-
ences? If personal experiences are the best foundation for brands,
what if we can’t relate to each other’s experiences?

Remember these three steps in the branding pathway:

1. Defining your story is the first step in branding.
2. Making your story relatable is the second.

3. Translating it into something people connect with and feel an
emotion for is the third step in the branding pathway.

120
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Tom Hanks is certainly relatable. He is everyman’s casual pal. He
is every woman'’s hero. He grew up loving the astronauts and did the
Oscar-winning movie Apollo 13. We get the feeling that what we see is
who he really is. He shocked America and the Hollywood crowd
when he gushed over his wife, Rita, and ended one of his Oscar ac-
ceptance speeches with “God bless America.” He’s not too good look-
ing. He's not arrogant. According to a 2002 Vanity Fair article, he is
today’s Jimmy Stewart.?

What about Tom Cruise? Devilishly handsome, he drives a
Porsche and flies his own Gulfstream airplane. He defines the United
States as “terrifying” and doubts whether he would ever raise his chil-
dren here. His pet cause is to save Scientology in Germany.

Who can you better relate to? I see both of their movies but I
can definitely relate to Tom Hanks and his world better than I can re-
late to Tom Cruise’s. Being able to relate to Tom Hanks makes me feel
closer to him and therefore more loyal to him. I sing his praises easily
and gladly. When I choose him, I feel better about myself because I
am proud to associate with something seemingly good, moral, and
fun. I want to be with someone who seems to be such a good hus-
band and makes me feel a little giddy, too. Being his fan makes me
look good. Going to his movies makes me look good. And that ends
up making his personal and professional brand more successful.

How many companies can you think of that you don’t do busi-
ness with because they don’t seem like your type of people? You
can'’t relate to them. They are too big or small or stuffy or religious or
sexy or too something. On the other hand, some brands feel just
right. You search for brands the way Goldilocks sought the perfect
dish of porridge, chair, and comfortable bed. You want what is just
right. Isn’t that why we choose the restaurant or the bank we do? It’s
not just about the food or the money. It's because some feel too
stuffy and some too casual. We need to be able to relate to the places
where we do business.

On the runaway reality-based television hit American Idol, the
judges keep telling the young performers who are struggling to win,
“Just be yourself. Find your own groove. Make that hit song your
own.” Simon Cowell continually criticized several contestants for
hiding behind a facade as they try to sound like Whitney Houston or
Barry White. He said to one of the top ten female contestants with a
fantastic voice, “I feel like I don't really know who you are. I can’t
connect with you.” She was voted off the show on the next episode.
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The country music industry saw a huge increase in popularity in
1998 and it continues to grow. According to a recent study, each week
41,893,000 adults listen to country radio stations nationwide, and
more radio stations continue to program country music than any
other format. There are 2,139 country radio stations, followed by
1,167 news/talk and 1,136 adult contemporary stations.®> Offered the
choice of rap and metal, many fans report that they just can’t relate
to those stars as well as they can to country music stars.

One woman explains, “I need to be able to make out the lyrics
and relate the stories in the songs to my own life. . .. You can really
tell how authentic and nice the country stars are just by listening to
their acceptance speeches at award shows.” In fact country artists are
used in national ads and corporate promotions by Bud Light, Coors
Light, Dr. Pepper, Chevrolet, Ford, Slim Fast, and more. These corpo-
rations use country stars to build their brands because the greater
public can relate to them. Metal and rap, for all their success, relate to
a niche market, not a mass market.

Is there a relationship between how the country music business
relates to Americans and its popularity and increasing loyalty? Ab-
solutely. The artists tell stories about themselves and with their songs.
They are relatable. They translate their stories into something that
provokes an emotional response. They become memorable and loy-
alty is born, with success following.

Garth Brooks was finally experiencing fame in the mid 1990s
and, along with it, all the fast and seductive temptations of the road.
He and his band members have described the nightmare that was hap-
pening to them as husbands. I watched his televised biography, in
which he opened up about the concert that forever changed his life
and his career.* He was in Missouri in 1989 and opening with his hit
song, “If Tomorrow Never Comes.” As he began to sing the first words,
“Sometimes late at night I lay awake and watch her sleeping . . .,” he
stopped unexpectedly. He waited until the crowd was silent. Then he
said, “I can’t sing this song because of what’s going on in my life right
now.” And then he told the mesmerized audience about his life of
cheating and adulterous affairs.

He cried. The whole band cried. The producers waited, unable to
imagine the reaction. “And so you see,” said Garth, “why I'm having
trouble singing this love song.” Then he publicly recommitted him-
self to his wife, Sandy, and sang the song in earnest. The crowd went
wild. They gave Garth Brooks his first standing ovation. Not only did
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he share his secret, but he made it relatable and appealed to every hu-
man emotion so that there was nothing but a heartbeat between him
and tens of thousands of people. They loved him for making himself
human and connecting to them on a very real level. He defined his
true story. He made it relatable. And he translated it in a way that cre-
ated a powerful, emotional tidal wave of loyalty.

When you tell your true stories through your brand, you must
appeal to human sensations and feelings that people can relate to. Be
yourself, but be real. In other words, just because you are in front of a
group of comedians doesn’t mean you should try to come across as
funny when your true brand identity is more serious and earnest.

Don't try to relate by asking the question, “What do they
want me to be?” Relate by being human. Relate by being
yourself. Your loyal audience will be drawn to you because
they recognize the real thing.

You might get a temporary customer base by pretending to be what
they want, but no one, no organization, can keep that up for too
long.

Rock and roll star Melissa Etheridge was probably smiling when
she said, “Luckily, I was signed for my music instead of my looks.”> She
was talking about her personal brand identity as related to her success-
tul business in rock and roll. Back in the 1980s she gained steam with
her raspy, hard-hitting, heartfelt sound. She played in T-shirts and
jeans. “Every time I've strayed from that, thinking I had to be some-
body else, I haven’t gotten very far.” Still, various managers and image
stylists tried to make her look like what they thought she should look
like. Looking back on some ridiculous hairstyles and outfits, she now
knows not to trust strangers with her self-image or her self-esteem.

She says, “My body isn’t perfect but it suits me, and I've had a
certain success without trying to be someone else. I'm about the mu-
sic.” She has stayed true to who she really is, and to her vision of a fu-
ture based on that. She has taken her true experience of music and all
she values and created a business phenomenon. She attracts a loyal
audience that relates to her and responds to her with all the emotion
that successful momentum requires.

Most of us have dressed the part to look like a successful busi-
nessperson. In the 1990s women wore spunky little banker’s ties with
their suits and men wore the latest power-color tie (1992, teal; 1993,
yellow; 1994, Ferragamo). We tried to look like what we thought
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“successful” looked like. Most of did so without giving it too much
thought. Different clothes, like different marketing tricks, can make
us popular for a while, but unless your brand stays relevant you don’t
really get it.

I think that’s why we enjoy hearing about small entrepreneurial
companies. When we read about a huge corporation it is hard to re-
late to it. When Martha Stewart first began her climb to success,
women got wrapped up in the seemingly ordinary, everyday way she
was making a living: cooking, decorating, and cleaning. These were
things that everyday women did and could relate to. She attracted
loyalty and so did her company, with all its products.

There’s a moving company called Two Men and a Truck. Many
people see the company name and feel like these guys could be just
like them. What if we found out that this was a multimillion-dollar
company owned by people who never did a day of hard labor in their
life? What if Ben and Jerry turned out to be skinny, lactose-intolerant
dieters? Brands must be relevant to the audience and we must be able
to relate to them.

As Martha Stewart’s business grew and stories of her harsh lead-
ership were revealed, true or false, we stopped relating to her. We still
loved her products and ideas but the loyalty diminished. We re-
mained satisfied customers but were ready to switch our loyalty
should a better product come along, or a new domestic heroine.

We relate to people and companies when we realize that they have
gone through the same type of things that we have gone through.

When a corporation builds its business through franchising, it is
critical that the lead corporate office or store tap into the common ex-
periences, frustrations, and success stories that each franchisee is
bound to have. What a shame it would be if we never learned that
someone who had experiences similar to ours turned them into enor-
mous successes.

When direct marketing companies such as Avon, QuickStar,
(Amway), or Southwestern Books train new representatives for suc-
cess, they are actually starting a new business with every new individ-
ual. These brand-new companies depend on being able to relate to
the lead company. They thrive on hearing their true success stories
because they try to put themselves into the story and imagine arriv-
ing at the same success.

Corporate business people, managers, mentors, and any other
leaders shouldn't tell people to be like them. They should tell them to
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relate to them and see the common experiences that can lead them
on a pathway to success.

We relate to brands because they strike a chord of familiarity
from our past and of hope for a better future. When people can relate
to your brand, their attention will last and you will be able to turn
their attention into the kind of action you desire.

How are you telling the story of your brand? How is your brand
telling your story?

Alignment

A global qualitative brand study was conducted in 2003 by Research
International Observer (RIO).® The biannual study questioned 1,500
consumers in 41 countries and 52 cities about the existence of global
brands. What they found was the affirmation that people do like
brands and they consume them to be affiliated with them. Kristine
Kirby Webster of the Canterbury Group recapped their findings in her
web article “Branding: The Third Wave Is Here.” As one survey re-
spondent from New Zealand said, “Global brands make you feel part
of something bigger and give you a sense of belonging.” A Japanese
participant felt that brands “increase the value of the one who uses
them,” and a Hong Kong resident noted, “You feel you are above oth-
ers if you own a Louis Vuitton product.” When we relate to brands we
are apt to align ourselves with them.

We align ourselves with brands based on our personal values
that we project onto the brand.

Furthermore, we actually believe that the brand will then project
these same values onto us in the perception of others. For example,
someone who values wealth may project that onto the brand Rolex.
And they in turn believe that Rolex will project that value and wealth
onto us in the view of the rest of the world. This is further proof that
the development of a brand is based on perception. Part of the
brand’s meaning comes from the company or the individual, but ulti-
mately it’s about what the world wants to project onto it. Brand accu-
racy increases when the brand story is relatable and able to connect
with real people’s own experiences.

Let’s look at people who value being taken seriously in life. This
value has been shaped by both the positive and negative experiences
in their lives. Dick Strong of Strong Funds was one of the big five in
its category. Dick Strong was fired from previous companies, and he



126 MAY | HAVE YOUR ATTENTION, PLEASE?

vowed to create a company that was more successful and that would
make the financial world take him seriously. Not only did he succeed,
but he gained a reputation for rewarding his employees with the kind
of attention many workers dream of: award banquets, free lunch, and
beautiful grounds and offices. He had a reputation as a hard-as-nails
businessman, but he made his workforce feel special. The reciprocal
attention he received made Dick Strong feel more special. Ironically,
he was the focus of the wrong kind of attention when he was accused
of wrongdoing by the SEC. His company was bought by Wells Fargo,
and his brand will be indefinitely diluted.

Over years, the desire to be taken seriously becomes lodged in
the very being of many people, to the extent that their behavior fol-
lows and reinforces activities that make them feel like they are being
taken seriously. They are no longer someone to be brushed aside or
thought of as insignificant. The clothes they wear, the cars they drive,
and the coffee they drink reinforces their values, as if to say, “I am not
a flighty bimbo or inexperienced airhead. Don’t laugh at me. I am sig-
nificant. Give me your attention!”

Some of us drink Starbucks Coffee because we are serious and so-
phisticated coffee drinkers. Only experienced coffee drinkers can han-
dle the strong, rich flavor. They know rich Columbian beans from
freeze-dried generic brands of coffee that taste like dishwater. We pro-
ject our values of drive and sophistication onto the Starbucks brand.
When we tease my dad about the diluted, weak coffee he prefers, it is
as if we are saying, “What’s the matter? Can’t you handle the real
stuff?” Or, “Can’t you afford it?”

Starbucks, in turn, has built a company that makes us feel indul-
gent, affluent, European, and appreciative of the finer things in life.
When we open the door to Starbucks, we are saying that we are worthy
of walking into the upscale coffee shop and lingering to see and be seen
as Starbucks consumers. No gas station coffee for us, with three sugars
and cream. If it’s cream we want, it is whipped on top of a latte. When
others see us going into the Starbucks store or holding a Starbucks
branded cup, we subconsciously hope that everything we believe and
feel about Starbucks, they will believe and feel about us. (Burger King
actually made a drinking cup in August 2004 printed with the slogan,
“This cup makes a statement about you. It says, hey, look at me.”)

Now we can get a pretty good cup of coffee anywhere these days.
But when my friends travel 650 miles from Madison, Wisconsin, to
Nashville, Tennessee, they smile with relief when they see the neigh-
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borhood Starbucks. We always pull over for a cup of sophistication
and indulgence. Is there a secret Starbucks handshake? Even if there is
not, people feel that they are part of something bigger when they as-
sociate with this worldwide brand. And it somehow reinforces the
values that have been shaped by their life experiences. They are worth
the higher price the Starbucks coffee commands. They deserve the
break the Starbucks brand promises from the hassles of their day. Star-
bucks has brilliantly built a brand based on the company’s story of be-
ing superior, which relates to everyone who values a feeling of
excellence. And who doesn’t want to feel worthy of excellence?

As a side note, the Starbucks brand makes different people feel
different things. It alienates some who feel it is a symbol for the dis-
appointing homogenization of coffeehouses.

The very reason some love the brand is the reason others
don’t want it on their block—the brand has become too
generic for them.

As revealing as how individuals align themselves with brands is
how corporations align themselves with other corporate brands. In
2003, Loews Cineplex, freshly emerged from bankruptcy protection
and with renewed optimism, established partnerships with General
Mills popcorn, the Susan G. Komen Foundation, and others. These al-
liances didn’t just draw attention to its partners but drove foot traffic
into its 250 plus locations.

A similarly named company, the super home improvement chain
Lowe’s, ran a 2004 campaign that built its brand on the basis of provid-
ing its customers with other brands. Their ad slogan was, “Lowe’s
makes it easy to get organized because we have more brand solutions
than anyone.” Their TV commercials are as much about promoting the
fact that they offer their customers more great brand selections as they
are about promoting their own brand name, Lowe’s. Great brands can
build other great brands if they share common stories and promises.
More important, they can turn attention into successful business by
converting it into sales.

In addition to aligning yourself or your business with another
entity, it is effective to align yourself with traditions and memories.
Macy’s will forever be associated with Thanksgiving. We've grown up
watching the Macy’s parade on television every Thanksgiving morn-
ing, and we see it again in Miracle on 34th Street while eating turkey
leftovers. If Macy’s could not convert the relationship into sales and a
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base of loyal, repeat customers, all the strategy and alignment would
be wasted. This is what branding is for: to be in the mind of your au-
dience such that you give people a reason and motive to take the ac-
tion you desire.

The Misfit

McDonald’s aligned itself with Disney, which made a lot of sense. A
large portion of McDonald’s’ business comes from its Happy Meals
and preschool loyalty. What a perfect fit between the two huge corpo-
rate brands. McDonald’s has been putting exclusive Disney toys in
Happy Meals for several years. However, Disney is beginning to put its
brand on more and more of its movies. Disney is expanding the defi-
nition of a Disney-label movie and releasing a flood of new movies
bearing the Disney brand. The result will be a test of what the Disney
brand means. Studio Chief Dick Coke says, “This is an idea for the
company to regain control of what the Disney name means, rather
than allowing it to be pigeonholed by increasingly narrow audience
expectations.”” This is smart for Disney but may make its alignment
with McDonald’s a questionable fit. If the Disney brand becomes bet-
ter known for either movies that adults know, such as Hidalgo, or for
movies that are flops at the box office, such as Treasure Planet ($38
million in ticket sales) or The Country Bears ($17 million in ticket
sales), then the alliance becomes a misfit.

Comedian Carrot Top is a spokesperson for 1 800 CALL ATT.
This alliance I don’t understand. He is a talented comic and does
funny sight gags, but what does that have to do with saving money
and communications companies? His brand is slapstick. When he
comes on TV to plug the use of 1-800 CALL ATT, it just doesn’t make
sense. There’s nothing funny about AT&T. I don't relate to the part-
nership, and it distracts me from feeling anything but confused. A
great brand knows exactly who it is and doesn’t confuse its audience
about that identity.

Visibility and Credibility—See and Be Seen

Businesses are always anxious for new ways to make money, espe-
cially in a poor economy. Some companies try to reinvent themselves
when they look for new revenues, which may be good for their finan-
cial business but bad for their brand. Smarter is to increase the brand’s



Brand Relativity 129

visibility by expanding with on-brand new categories. Gap, the
United States’ biggest specialty apparel chain, started with a great line
of basics under the Gap brand. They stayed true to their brand iden-
tity and expanded into Gap Kids and Baby Gap apparel. Their new
product line benefited from their brand strength, and their brand
benefited from increased visibility of their brand label. Pressed for
time, more consumers are focused when they shop.

According to the International Council of Shopping Centers,
some 60 percent of consumers are purpose-driven shoppers as of
2002, compared to 43 percent in 2000.8 When time matters and focus
counts, brands are a key factor to the purchase. Therefore, the one we
see is the one that stands the greatest chance of getting our attention
and being chosen.

We've discussed constancy and clarity in your brand develop-
ment, but they aren’t enough if it’s not visible. You have to strive to be
visible to your audience, constantly. There are few reasons to decrease
your visibility. You may be shy and not good at it but you can over-
come that and find the right type of visibility for you. There are times
when you or your company may want to fly under radar to surprise
your competition, and for that reason I'll agree that visibility to the
world can wait. But make yourself seen and heard to those who matter
from day one: yourself, your employees, and those who can help you.
Soon after, when the competitive situation is right, be seen and heard
everywhere.

Don’t hide your brand. Humility and visibility can coexist.

Dalmatian Press snuck up on its competition by quietly building
and improving its product line until we appeared in the market as a
force too big to be brushed aside. When we hit the radar screen we
were firmly entrenched in the retail and home environments, pre-
venting our competition from preying on what was a smaller and
more vulnerable presence. We didn’t join the clubs of “who’s who.”
We didn’t go to all the industry events and parties. We didn't give in-
terviews. However, we did immediately begin with a branding strat-
egy internally. Our first converts were the company associates and our
board of directors. Without loyalty at home the brand story would
have quickly faded into an unhappy ending.

Controversial CEO Richard Kovacevich, banker and turnaround
expert of the profitable Wells Fargo & Co., is known for bucking
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trends. He said, “I'm not on the radar screen. I don’t do high-profile
anything. No one knew about Wal-Mart, no one knew about Home
Depot—until they dominated.”®

Who is your target audience? If you're Microsoft, it’s the world.
That is why we can’t make it through a day without being exposed to
its commercials, logos, or advertisements. Television, sporting bill-
boards, charity sponsorships, retail signage, and people carrying their
laptops in airports all scream, “Microsoft Windows!” Considering it’s
a relatively new brand, Microsoft is one of the world’s strongest
brands. But let’s not confuse advertising with publicity. Publicity gets
you attention. Advertising will then build the brand you are getting
attention for. Both are useless without visibility.

Chances are your brand’s target market is a lot smaller. At Dal-
matian Press we put Dalmatian spots everywhere—not just on the
product but on presentations, shipping materials, labels, business
cards. Associates at Dalmatian Press understand that every piece of
paper that goes out of our offices is another opportunity to link the
substance of the message with the symbolism of the brand.

We meet with important New York licensors at the International
Toy Fair every year. In the rush to prepare the accounting statements
of royalties in time for one meeting, the reports had been printed out
on plain white paper. Rather than hand those out, I chose to leave
them in the briefcase. Plain white paper lacked the brand imprint and
our trademark spots up and down the left margin of the paper. With-
out this branded stationery, the accounting numbers only told half of
the story. They lacked the ability to share the history of the company
and make the reader feel emotions like trust and loyalty that we had
worked so hard to build over eight years. Never ignore the power and
potential of tying your work to your brand.

Consider visibility at every opportunity. When you prepare a 20-
page report, consider the probability that there will be one page that
the reader focuses on. Perhaps they tear it out, photocopy it, and send
copies to others in their offices. Did you have your brand on that
page? If you routinely have it on every page, you won’t worry that you
missed the chance to stand behind your work and send your brand
out ahead of you to spread the story behind the presentation. We
send stuffed animals ahead of and after our meetings. These Dalmat-
ian toys bark and make people smile or at least shake their heads. We
elicit an emotional response. People remember us. We don’t want to
have to wait for someone to read the words “Dalmatian Press.” They
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feel it when they spot us. Many companies send thank-you gifts to
customers. The question is, do they tell your story and represent your
brand or are they generic?

Newspapers put their brand on every page via their name. We
take it for granted when we look at a torn-out page we've saved that
we can find the name of the newspaper it came from. This is what all
of our personal and professional marketing materials should do. If
you want your brand to get attention, put your brand everywhere it
can be seen. This isn’t vanity—this is branding. Science has shown
that there are over 750,000 separate thoughts bombarding us every
day,!° and many of these thoughts run well-worn patterns. It’s hard to
make new thoughts seen and remembered without a lot of repetition.
A brand that is repeated over and over will not only influence some-
one’s reality, it will become their reality.

How does your brand do?

It’s sad but true that visibility is credibility. The temporary absence
of talented movie star John Travolta between movies Saturday Night Live,
Grease, and Pulp Fiction made us wonder, “Is he any good? Was he ever?”
We think that if a brand was any good, it would be everywhere. If Mc-
Donald’s stores started to disappear we might think it was because they
weren’t wanted any more. If they weren’t wanted, it must be because
they weren’t any good. If a movie star isn’t seen in a major picture for a
while it must be because he’s no longer any good, rather than because
he just wants to take time off. Perception is definitely people’s reality.
And if we don't see a brand than we certainly don’t perceive it.

In 2003 Dalmatian Press decided to close its New York City office
because the person working out of that location left the company. We
didn’t need the office anymore. Some people in our business world
wondered if we might be having financial problems and might be
closing our whole business. I heard rumors. I got phone calls from
good friends in the business asking, “Is everything okay?” I felt it was
important to increase our visibility in other ways to offset the lost vis-
ibility in New York. I traveled coast to coast to make our presence felt
with important associates and partners. We simultaneously launched
major book product lines, including Veggie Tales and Strawberry
Shortcake, two of the hottest children’s character lines of that year, to
make our presence seen through product rather than with an office
space. Visibility comes in many forms.

Conversely, when something hits the radar screen we believe it’s
hot. Business analysts wait and watch to see if a market introduction
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becomes a trend. But which comes first? Do products and services be-
come fads because they are advertised and promoted? Or do they
have a grassroots, growing popularity until they hit our brain waves
and finally get public relations via a feature news story? It is visibility,
forced or natural, that stirs up our thought process and gets us won-
dering, “What’s up with that?” Being in the public eye gets people’s
attention, and brands thrive on attention.

What does this have to do with you and your brand? How do
you take your experiences and make them visible in a way that is au-
thentic and thus successful?

The Truth Stands behind the Brand

Whatever you do for your brand, if you're not true to yourself then it
just isn't worth it. We all know that no matter how successful and
rich we are, it is unsatisfying if we are miserable in life. As my per-
sonal and professional brands grow and evolve, I don’t want any-
body to be able to take my happiness away from me. Chances of
success are just that—filled with chance. So if an organization is built
and it is unsuccessful, at least it should have had fun trying and
knowing that it was authentic and not a phony attempt. If we labor
for something that is criticized and fails but is a labor of love, then
there is some satisfaction in being able to defend the time and effort
we spent on it.

It is far easier to live with the brand results if we have been in
control of its true substance. There’s no second-guessing our strategy
if we based it on the truth. When Dan Quail was George H. Bush'’s
vice presidential candidate, he had a lot of handlers. Everyone around
him created an image for him to try to become. The image was based
on what they thought the public would respond to rather than who
he really was. When his image failed (as did the reelection bid) and
years later he regained control of his brand, he said, more than once,
that if he had just been allowed to be himself he would have been far
more successful. At least he would have been less frustrated with the
failure. If he had still failed he wouldn’t be left wondering whether
the world might have embraced the real him.

It’s hard enough to fail, but it’s harder to live with your failure
when you’ve been something or someone that’s not you. You'll al-
ways think, “I know I could have been better.” You'll always have the
what-ifs that can haunt you forever.
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What Will You Do for Your Brand?

Brainstorm about how you can make your brand more visible and af-
fect people’s perception of it. If I could do whatever I wanted to make
my brand visible and audible, I would do whatever expressed my val-
ues and my character. When you perform the following exercises you
will stretch the way you think about how you present your brand to
the world. Keep asking yourself, “How does my audience see my
brand and hear my brand? How can my brand get attention for all
the right reasons?”

Here is the first of three examples to trigger ideas for building
brand visibility. Two more will be described in later sections of
this chapter.

Create Billboards That Translate Your Values for Others to See

Billboards are anything that puts your brand out there visually.
Thinking about my brand in billboard terms is a natural extension of
who I am, as you will see shortly. I am a billboard watcher. I love to
look out the car window and react to the various signs. I critique
them in every way. Is the type too small to read while driving by at 60
miles per hour? Is the color wrong for the various changes in sun-
light? Can the image be immediately recognized and remembered?
Do I understand the message?

I would love to create billboards that drill the image of my brand
into people’s memory. I want to provoke a strong feeling for my
brand. Remember, the reason we named our company Dalmatian
Press was because it is a whole lot easier to remember a Dalmatian
than it is a Hilicki. A Dalmatian Press puppy can trigger a lot more
smiles and emotion than a Hilicki can. A brand billboard is most ef-
fective when it makes an emotional memory.

Creating billboards is a natural extension of me. Not only does
it feel right because I love billboards, but it is a natural outgrowth of
my creative abilities in the publishing industry. When I was a little
girl, my favorite sitcom was Bewitched. I still look for it on TV Land.
I imagined the advertising job that Darren Stevens had as the ulti-
mate job. He was an advertising guy who always came up with the
perfect slogan and concept to connect his clients to their audience.
All those days of watching Bewitched have made me appreciate that
kind of advertising creativity. I appreciate the ability to come up
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with the perfect sales pitch to sell a product. Creating brand bill-
boards expresses part of my true story as the little girl dreaming of
having an advertising job, who grew up to create a line of books that
have to advertise fun.

Do you like to watch commercials? Do you read book jackets
and magazine covers? Do you read billboards while driving and ana-
lyze them for effectiveness? Once you see cereal boxes and Christmas
cards as a kind of brand billboard, you understand that all packaging
is a way to present your brand to the world.

My personal and professional brand makes the promise to im-
prove people’s lives, personally or professionally. So how can I create
billboards (a visual presence) that can communicate this with a
glance? Would it be with color or humor or an image that evokes an
inspiring feeling? And how can I unmistakably tie the billboard’s im-
age to my brand?

One of the reasons I put a graphic design of books into my per-
sonal marketing logo was because books are always associated with
value, and I love the idea that my name is likewise associated with
value. The world buys books and gives them as gifts because people
believe books can make lives better. We look for books in the offices
of successful doctors and lawyers. We love to see beautiful libraries in
Hollywood mansions with rich mahogany bookshelves and beautiful
original editions. It is a sign of status and prestige when a former pres-
ident of the United States establishes a library in his name. And since
people connect me with books because I am a publisher and an au-
thor, it makes sense to visually represent myself with books.

But even if people don’t know that about me, I believe they
will feel a sense of empowerment and betterment when they see a
stack of books. I deliberately had the top book drawn as if it were
opened to a new chapter in one’s life. A billboard filled with images
of books could inspire people to feelings of achievement, improve-
ment, and progress.

As an experiment, you might decide to design a small billboard.
Small billboard opportunities are everywhere—benches at bus stops,
bathroom graffiti, signs, fliers, and even your entry doors. Billboard
opportunities are available via the Internet. You might have a web site
or be linked to someone else’s web site. This experiment isn’t so much
about reaching the most people but about experimenting with the
graphics and the feel of a billboard.
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The experiment should help you answer these three questions:

1. Did they notice your billboard? Did it get their attention?
2. How did they feel when they saw it? Were they confused?

3. Could they repeat the message to someone else? Did they remem-
ber it 10 minutes later and a day later?

If you have a product that requires packaging, realize that it is
one of the most significant vehicles of your brand. The package is
shorthand for everything your brand stands for. The package must
portray much more than the product information. There are some
brilliant examples of this in the perfume industry. UPS has even per-
sonified its signature brown color in their packaging and uniforms,
with their ad campaign that simply says, “Brown can do it.”

I worked with a remarkable CEO who was one of McDonald'’s’
first female supplier/vendors. She has a powerful self-image and a
string of successes to her credit. As her company, The Tennessee Bun
Company continued to grow, she began receiving inquiries outside of
McDonald’s for her buns and English muffins. Costco representatives
said to her during one meeting, “We like your brand.” She called me
soon after and asked me, “What’s my brand?!” She had all that suc-
cess in spite of brand uncertainty. Imagine her success with the added
power of the brand—not to mention the fact that any additional, in-
tangible value would boost her company’s value far beyond what she
billed her customer.

We began to work with the entire company to define the expe-
riences that made it what it is today. Again and again I heard stories
about honesty and family: honesty in problem solving, work ethic,
accounting; family values around hiring practices, benefits, and the
nurturing attitude of the owners were an important part of the
company’s story. How did these company values of honesty and
family translate to the brand? What should it look like and sound
like? Well for one thing, it doesn’t look like a the trendy brown
wrappers that a lot of bread companies use to symbolize the Old
World bakery. Honesty doesn’t hide the product. And it doesn’t use
illustrations if possible. A “billboard” or package that depicts hon-
esty should actually show the product. So their packaging did just
that. Instead of an illustration of the English muffins, a large open
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window was left clear in the package so the customer could see the
real product. The package design said, “We have nothing to hide
here.” The family values were communicated with a simple phrase
on the back of the package under the ingredients: “From our family
to yours.” In fact, e-mail signatures within the company now con-
clude with that tagline. Every chance you get to further the look
and feel of your brand will further your influence. Cordia Harring-
ton’s Tennessee Bun Company brand was always there but now she
has birthed it. How she raises it will determine how her company
respects it and how the world values it.

How do you feel about having your name out there with no way
of knowing who’s looking at it? Do you wonder what questions they
might have when you are not there to respond? Does this make you
nervous? Or do you feel confident that your billboards effectively
communicate who you are and create the feelings you want in the ob-
servers? I am comforted knowing that if there is a question about
what I mean, I can answer it during a meeting. That’s not the case
with your brand billboards.

Size Matters

Think of yourself as a presence much greater than your person. That
is the very reason why companies have T-shirts printed and magnets
and calendars—to be in more places than they can be as individuals.
Your brand goes before you and should open doors to relate with and
influence everyone it touches.

When you begin to think of everything as a type of a billboard,
you will get into the habit of reversing the sizing in your mind. In
other words, if a business card is one form of a billboard, then imagine
it enlarged and blown up to the size of a billboard looming over the
freeway. Imagine how your logo on your card, stationery, or imprinted
coffee mug would look 30 feet wide by 20 feet tall. Every nuance and
choice of type, color, and spacing would big enough for everyone to
see. Nothing would go unnoticed, especially your mistakes and espe-
cially the things that you aren’t sure about. All the things that you kept
putting off, like corrections to the address or updates to the language,
would all be huge! If your little billboards can’t stand the test of en-
largement and expansion, then they shouldn’t be seen in their small
size either. If your brand can’t stand the test of sizing up to a billboard,
your brand needs work. Conversely, if your billboard can’t stand the
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test of downsizing to the size of a black-and-white business card, then
your brand isn’t clear enough.
This brings us to a second idea for building brand visibility.

Represent Your Brand with the Way You Dress
and the Way You Look

When I was letting people know about the children’s book com-
pany Dalmatian Press and my involvement with it, I actually
bought black and white clothes. From Armani to Target, I found
suits with Dalmatian-spotted collars and cuffs, blouses, and jewelry.
I even found a Dalmatian-spotted soft briefcase in Lord and Taylor
one year. Lucky for me, Dalmatians have been very popular in
the consumer product world since the 1996 Disney release of 101
Dalmatians. (Oh, wait a minute. Was that luck or was that accord-
ing to my branding plan?)

Although it may be a little too cute for you, my choice of clothing
was appropriate for me. Remember my confession in Chapter 1? When
I wore spots, my appearance was definitely noticed. Clothes have always
been a big part of my reputation, probably because of the way I grew up
in the wake of hand-me-downs and secondhand-store clothes through-
out college. So I pulled the Dalmatian clothing appearance off with
style. Since many of my true experiences throughout life have revolved
around clothes—getting them, and getting reactions from them—it’s a
natural expression of my true identity to express my brand with them.

Steven Spielberg has a look. He is known for his signature look:
baseball cap, leather jacket, and jeans. He looks fabulous in his Oscar
attire, but he’s expressed that the jeans and ball cap are the more nat-
ural extension of who he really is. His brand, both personal and pro-
fessional, makes us believe in his promise to take us on a journey of
strength and honesty. His movies, from Jaws to Schindler’s List to
Catch Me If You Can to Shrek, all illustrate fabulous and meaningful
moral messages. Just like his appearance, they are more about reality
and less about glamour.

His brand permeates his Dreamworks campus in Pasadena, Cali-
fornia. When I visited there I was struck by the feeling of Mr. Spiel-
berg’s values seen through the casual dress code of his employees.
Amusing live topiaries whisper of his deeper values on the campus
grounds of his studios. There is a green shrub cut to look like a child
sitting on the moon with a fishing pole, just like his movie logo. This
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reminds us of the dreams we all fish for in life. He and Dreamworks
have done a great job of presenting the brand in every way possible.
And therefore there are many more ways for his audience to come in
contact with the brand and all it stands for. Spielberg and Dream-
works get our attention and we feel branded up to take the action
they are looking for.

If the Shoe Fits

When meeting me for the first time in airports or in convention
centers, my contacts were amused and relieved when they spotted
me. It is still a great icebreaker and conversation opener when I
show up in my black suit with Dalmation spots on the collar and
cuffs. It has become my signature look. When I am seen, the com-
pany name, Dalmatian Press, immediately floats into their mind.
Many people have logo lapel pins made up to billboard their com-
pany name. Some companies make up signature ties. A lot of peo-
ple, especially men, groan if asked to wear a tie that has a picture of
their brand on it. I remember the sales team at Lyrick who were
asked to wear ties with a big purple Barney on them. That illustrates
my earlier point that for me to wear funky clothing is consistent
with the real me, but for a hunky, male senior vice president to wear
a Barney tie—well, there’s an obvious disconnect with who he really
is and who he is dressed up as.

Building brands is about loving your image and getting it in
front of people again and again. Luckily for me, I could do so with
some amount of fun and class in my clothing. Don’t ask me what I
would have done if | worked for Bozo the clown.

When I had cancer I studied the benefits of positive imagery. I
learned that different colors could affect my mood and my energy. I
began to surround myself with pink because of how it made me feel—
positive and healthy. I had pink walls, pink clothes, pink everything.
One year my husband gave me a pink Christmas. He surrounded me
with everything from pink garbage bags to pink light bulbs and pink
cotton balls. My friends turned out in pink to surround me. Today,
the color is associated with me to the extent that my friends will ask
me why I'm not wearing pink. This is a simple example of a true life
experience that shaped my values for health, which were then trans-
lated to a visible look and feel.

Nancy Zimpher is a powerful and immensely effective business-
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woman in Milwaukee, Wisconsin. She was the Chancellor at Univer-
sity of Wisconsin, Milwaukee, and was heralded for the improve-
ments she made to the image of this urban university. When she left
that position in 2003 for a life in Cincinnati, the funniest question
journalists had was, “What will she do with all her black and gold
clothes?” Nancy Zimpher had always worn the school colors, from
her early morning walks to evening society functions. She purposely
used her clothing as a walking billboard for the school. Wherever she
went she raised awareness and thus sparked conversations about the
university and its plans. She opened the door for provocative and in-
fluential conversations just by showing up in clothing that said,
“Here I am, go ahead, ask me about my school.” It was a great way to
get attention for her business. When she left, she donated her black
and gold wardrobe to charity, which reflects yet another level of her
values—turning symbolism into substance.

Norman Rockwell painted a portrait of Harland Sanders, the
founder of Kentucky Fried Chicken, in 1978. His attire, white hair,
and beard are so legendary that only Santa competes with it. What
is really significant is that this is the clothing he wore before he be-
came famous. He turned his real-life look into a marketing icon.
While other boys were playing baseball he was cooking at age five.
At age 40 he was serving chicken off his own dining room table in a
gas station. Today there are more than 7,000 KFC restaurants
around the world. Do you remember when they were called Ken-
tucky Fried Chicken restaurants? He kept his true story but simply
changed the way he communicated it to the new health-conscious
world. During the 2004 preelection days, the company ran a hip ad
campaign calling KFC “Chicken Capital, U.S.A.” Whatever it is
called, we will always and immediately know what to expect when
we see the white suit.

Music Magic

I was one of the women who planned her Monday night schedule
around the Ally McBeal television show in the late 1990s. And it was-
n’t a show just for women—I was joined by the men in the family, ab-
sorbed by the show’s comedy and sexuality. This comedy/drama
allowed us into the intimate circle of a law firm with its own interest-
ing brand. Their brand was associated with greedy, selfish, quirky, and
ambitious people, all desperately seeking attention and a meaningful
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relationship. Well, of course that requires a lot of therapy. And the
hilarious therapist, played by Tracey Ullman, had an unconven-
tional practice that used music therapy. She required her clients to
find a theme song that depicted their true story. It wasn’t a sugges-
tion or a piece of advice; it was a prerequisite for therapy with her.
The choice of the song was as much to tell them about themselves
as it was to remind them to get on with it, get going, and make
some headway in your life.

Ally made several attempts at picking her song, which were re-
jected by the therapist. I was appalled. Who was she to tell the client
what her true theme song should be? But here again is the lesson that
how we see ourselves is often very different then how we are seen by
others. So there is some benefit in having others look at your logo,
your 8x10 photos, and your theme song. The therapist told Ally that
what she had picked was too whiny, sad, and slow. She told her that
she was focusing on her sad stories and on what had happened to her,
not for her. At last they picked a song, which Ally loved and I loved. It
became the perfect theme song for Ally and for the series. People lis-
tened to it on the radio, in clothing stores, and over PA systems every-
where. With just three opening words and three beats of music, we
thought, “Ally.” And we felt the promise that if she could make it, so
could we. How many other theme songs are out there that you recog-
nize after just three beats? The theme from Cheers? Mash? ER? When
you hear the beginning of the song, do you realize what emotions the
song is triggering?

The Brand Plays On

Just for a moment, experiment with choosing a theme song for your-
self and your company. You don't have to tell anyone or use it, but go
through the exercise of choosing the music or song with lyrics that
capture the spirit and character of your brand. This isn’t just to have
fun. This is smart branding. Music is one of the most memorable as-
pects of branding. Music can create an emotional mood instantly.
And as a song gets stuck in the listeners’ minds, so will your brand be
stuck in their minds. Without even seeing your logo or your product,
your name will come to mind with the emotion of music over and
over again.

Think of some of the theme songs most memorable to you.
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Movies, sitcoms, dramas, and commercials all use them. Even the
shortest pieces of music can have the most impact. The opening lick
to Jerry Seinfeld’s TV show is incredibly recognizable. With its crazy
montage of pops and buzzes it stays in your mind. Plus it is so un-
usual that anyone trying to copy it will be accused of doing so, which
in a way just brings the listener right back to remembering the Sein-
feld show. Intel has a catchy few notes at the end of its commercials.
So does McDonald’s.

Music is so important that the rules of copyrighting continue to
create a billion-dollar protection and regulation business. When cre-
ating a new song, there are only so many notes that can be used from
another similar song before it is called infringement. That is how
valuable music is.

Music is so important in branding that companies spend huge
amounts of money researching the effect it has on shoppers. As you
walk from one department into another in a large retail store, the mu-
sic will change to reflect the demographics of the typical shopper in
that particular department. The brand of music has to change to tell
the different products’ stories as well as relate differently to different
shoppers. Music motivates the purchase.

Companies hope that particular songs will be associated with
the store to such an extent that when you hear the songs elsewhere,
you will be reminded of the store’s name and shopping experience
where you first heard it. Many stores now even sell CDs of the music
selections that you hear during shopping. They categorize them as
“women’s daydream” music, “girls having fun” music, or “men at the
sports event” music. It is a little weird if you analyze the whole mind-
control process they are trying to create. But the results are clear: mu-
sic subtly gets attention, whether it's conscious or subconscious.
Music stimulates your memories, your memories flood you with feel-
ings, and you take action based on those feelings.

If I could use music to bring attention to my brand, I would cre-
ate a theme song that captures my spirit, energy, movement, and pas-
sion. The music itself would have the whole range of notes, played
both slowly and quickly, to tell the story of ups and downs and even-
tual success. It would be about being born to fly. It would inspire oth-
ers that they can do it too, no matter what it is. It would get the heart
rate up even before I appear to speak or conduct business. It would be
remembered after I leave and would keep my brand in their mind for
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as long as possible. And it would seem vaguely familiar without in-
fringing on any other writer’s work, so that I would come to mind in
all possible situations.

Seinfeld, Intel, the Super Bowl, even weather alerts on TV all have
sounds that put you in a particular state of mind. When the brand
sets your state of mind, it can set the course of your action.

Now that you remember the true stories of your life, what
would they sound like in music? Can you think of a song that com-
municates who you are?

Music can actually be your chance to express yourself
with more honesty than you’ll ever allow yourself to do
with words.

What works for you? How can you make your brand seen, heard,
felt, smelled, and infinitely more memorable? Do you play the right
music in your lobby? What music do you play when a caller is put on
hold? What about at your meetings? Can you start them with music?
When you pick up clients in the car, do you use this as an opportu-
nity to set the right mood for business with the music you play in the
car? How are you making yourself heard?

Advertising versus Publicity

Advertising is different than publicity and visibility. Publicity exposes
your brand with visibility, and advertising promotes your brand. The
goal of all three should be to promote a response. A brand should ask
for or, at the very least, encourage a response.

Here are nine common ingredients of effective publicity and ad-
vertising for your brand:

1. They have a definite and clear call for action.

2. They influence by creating feelings of collaboration rather than
telling people what do.

3. They create responses that you can track.
4. They anticipate and intercept the most common objections.

5. Good ads and good publicity make the audience go back again
and again to reread and to reexperience what they felt when they
first read the ad.
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6.

They communicate with words, graphics, and feelings that clearly
tell the audience what the brand means.

They make the response easy because they are clear and convey
trustworthiness.

They follow scientific research regarding perception and absorption:

e We read the top left of everything first, and then we quickly surf
to the very bottom of what we are scanning to see if we want to
read what’s in the middle.

* Taglines and slogans should be short, never longer than 14 words.

e A postscript should usually be added, since this is what the eye
drops down to read before reading the main message. The P.S.
must engage and convince the reader to go back and read the
whole piece.

They follow color research. There is a large amount of color re-
search available when building your brand to advertise. If you
identify with certain colors, use them. If they do not reflect who
you are, then don’t. But do ask yourself, “What color is my
brand?” and use it over and over and over.

e The color blue-green indicates (and appeals to people with) fi-
nancial prestige.

e Deep red and plum colors get strong positive responses from
both men and women in upper socioeconomic classes.

e Bright sky blue is the number one color preference in the
United States.!!

I was honored to work with businessmen and women who were

launching a new community bank with impeccable ethics, purpose,
and morals. One of the favorite colors of the group was a beautiful,
deep red. The first step to develop a new logo and tagline was to put
them through the first few brand building steps we’ve identified so far
in this book:

1.
2.
3.

Examine your true experiences that no one else can copy.
What did these experiences cause you to value and believe?

How do those experiences relate to your audience’s wants and
needs?

In capturing those beliefs in a logo and tagline, what would it look
like, sound like, and feel like?
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I challenged them to examine their true story, subsequent values, and
the best way to translate those values to relate to their audience.
Think about it. These were people who all had great financial success.
Their true stories all reflected success that shaped their values of
growth and opportunity. They wanted the brand they were building
to relate to those who shared those values. How do you translate that
into a color for their logo? Not with the color red. In banking, the
color red means losses and a lack of profits. The story they needed to
tell was all about growth and life and financial success. What color is
that? Probably green and gold. These colors made their audience feel
like their money would grow.

The fact is we send a million silent signals with our brand by the
way it is made visible via advertising, publicity, or its mere presence.
Some of the signals are roadblocks to action.

All of us carry around a bundle of opinions, and when we
see something, we immediately attach a positive or negative
opinion to it without knowing anything more than our first
impression.

We have a scoring system of sorts. We evaluate the color, size,
sound, and feel of a brand as we approach it or as it finds its way into
our path. When we experience the brand we hit the “total” button. If
the total is 100, we buy. If it’s 40, we don't. If it’s around 70, we pause.
You have to figure out what will move the response over the edge to
the action you want for your brand. This is true for individual per-
sonal brands and large corporate brands. How do you score?

If your success is not on your own terms,
if it looks good to the world but does not
feel good in your heart, it is not success at all.
—Anna Quindlen (b. 1952)

Basic Brand Belief VI

I will do what it takes to be true to my brand with the way I
sound, look, and align myself with others.
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Brand Builders

. What experiences have you had that you believe others can
relate to? How will you incorporate those experiences into
your brand?

. What alliances do you have that help build your brand? That
dilute or harm it? What evidence do you have of the power
of either type of alliance?

. In what ways do you make your brand seen and heard cur-
rently? Do these ways make you more or less credible?

. How do you rate on a scale of 1 to 100? Would others give
you the same rating as you give yourself? (A 1 is a low score
and means your brand doesn’t score.) What can you do to
bring your score up by at least 10 points?




Chapter SEVEN

Planning for Your Brand

Many of life’s failures are people who did not realize
how close they were to success when they gave up.
—Thomas A. Edison (1847-1931)!

Remember Your Story

Here’s a simple little character story from which we can learn about
brands without any pressure or intimidation. It's about Rudolph. Not
Guiliani—Rudolph the reindeer. When Rudolph the red-nosed rein-
deer first burst onto the scene, he was a bashful and awkward deer
with a secret. His nose was red and it glowed. This characteristic de-
fined him more than any other. It was the essence of his existence.
Filled with embarrassment and afraid of being different, his parents
tried to cover his nose up with mud. Now he sounded a little funny
and looked a little strange, but at least no one knew his secret. Soon
all that changed when the dirty mud cap covering his nose was
knocked off while playing reindeer games. Sadly, he was mocked and
became an outcast.

This is a great example of how hard it is to be ourselves. It seems
much easier to be like all the others and fit in. This is an example of
our worst fear: “What if they don't like me?”

What did Rudolph learn? What can we learn?

First of all, secrets want out! It’s easy to make them up but im-
possible to keep them in.

Second, trying to be like the other guy won’t get you far. Cover-

146
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ing up your true story creates discomfort, isolation, and, in many
cases, depression. What are you or your business covering up?

Third and most important, keeping some secrets will dilute
your ability to relate to others with the one thing you can do the
best, namely being yourself. You can be an expert at being yourself.
Many of us, in our personal lives and our professional lives, don't
even try. But when we become living experts at this, we will attract
the audiences who need the very thing we can uniquely offer. Suc-
cess must follow.

When Rudolph was forced to expose himself, he was forced to
rely on what he had thought was his weakest trait. He found out that
his red nose that glowed in the dark didn’t hold him back at all.
What held him back were all the ideas he had chosen to believe
about himself. We all know how his story ends. What made him dif-
ferent made him the best. Christmas was saved that year because
Santa chose Rudolph above all the other (generic) reindeer. Rudolph
was different. Rudolph was special.

Rudolph initially got attention for all the wrong reasons and
success eluded him. Then he got attention for the right reasons and
the rest, as you know, happily went down in history. And his nose
wasn’t just a special feature that could be copied. It was the out-
ward physical characteristic that represented his desire to light up
others’ lives. It was a tool that he used to fulfill his desire to save
friends and family. His true story is about his values of family and
friendship and compassion. When he built his identity on those ex-
periences, he was able to enjoy what made him different. He real-
ized that this was his best strategy toward building a successful and
satisfying future. He should never forget his identity but remember
how it led him to real success. It’s not enough to know your stories
and reveal your secrets; you must remember them and use them for
the greatest competitive edge.

What a great brand. Today, all you have to do is call someone
Rudolph and you know they are referring to a bright red nose.

We know now that the first step in building your brand is to re-
member your stories. Think about all the experiences you have had in
your life. Think about the life of the organization you are trying to
brand. How did it start? Where was life created and born? Who was
there? How were you supported financially, emotionally, and spiritu-
ally? What were the highlights and the challenges?
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What did you come to value because of those experiences?
Some values include success, security, adventure, love, competition,
attention, family, and friendship. What do you believe has to hap-
pen to have security or success or friendship in your life? Write the
answers to these questions down, because when you look at the an-
swers on papet, they may surprise you. You may find that you are
holding yourself back by believing something that is negative and
counterproductive.

Because I had cancer and was attacked in New York, I value secu-
rity. I had been subconsciously telling myself that it was better to be
safe than sorry and that the world was a dangerous place. These be-
liefs were holding me back from obtaining the other things I valued,
such as success and competition and adventure. I have since rewritten
those beliefs. Now I trust that, although the world may be dangerous,
help is all around. I tell myself, “Be careful but don’t hide. And never
give up.” Today, success is mine. I have spent time remembering my
true experiences and putting them in the right context.

Now I know that my experiences have made me an expert in
certain areas that uniquely connect to audiences. I know what fea-
tures to use in my personal brand and my professional brand to opti-
mize my credibility from my true-life experiences. People know when
they work with me that I can bring them something no one else can:
not just experience but my experiences.

I stopped believing that I wasn’t good enough, smart enough,
and old enough. I've got proof of success in my results. My scientific
analytical skills are uniquely superior in a creative children’s book
business because I imagine all the creative possibilities and also ana-
lyze all the business probabilities.

How many of you believe that your business isn’t old enough,
big enough, rich enough, or famous enough to enjoy massive suc-
cess? Rewrite those thoughts and tell your true story—the story that
no one else can tell and the one that has the happy ending.

Use the same strategy when you analyze any organization. Start
with the founder of the company and learn why the company was
started, how, where, and with what support. Learn about the com-
pany’s good times and any hard times. Find out how the dynamics
changed because of external or internal pressure.

When I spoke at a national conference for Health Education
Centers, each director had a chance to tell a little about their center to
familiarize each other with their challenges and opportunities. As you
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can imagine, it is difficult to hear so many names, titles, and operat-
ing structures with any real hope of remembering them. But one di-
rector talked about the center’s early founder and her purpose for
donating the seed money. She had a moving story about preventing
health emergencies that could have been averted. She talked about
the spirit and heart of the founder and how her words and motto
were incorporated into every aspect of the current operation.

It touched us all. I guarantee you this was one of the centers that
will be remembered by everyone in attendance. And when you are
competing for funds and grants, being remembered is what counts.
It’s no different in any other business.

Learn to Tell It

If you refuse to brand yourself either professionally or personally, you
will increase your chances for isolation and remoteness rather than pre-
vent it. Your brand message will make you or break you—and you’re in
control of it. You are in control of the emotional message. Because even
though you can’t always control your audience, you can always control
the smile on your face and the tone of your voice. After we remember
or acknowledge that we can control the look and sound of our experi-
ences, we can move on to the next step with what I call brand lessons.

If you want to graduate from “Brand Academy,” you have to re-
ally dig into these lessons and put into practice your goals with the
results you have in mind. As we’ve discussed, that means deeply
learning and absorbing the lessons about your true self.

This branding process is easy because you already have
everything you need to get started. It’s difficult because it
will take some painful self-examination to proceed.

There are many ways to get yourself branded, many of them
highly enlightening. You can learn about the logos and slogans of
branding and discuss how brands look. You can study a lot of success-
tul brands and be tempted to copycat-brand. But wait. This is not a
book about the advantages and disadvantages of copycat branding. It is
the course of action. In fact, when you get deeply involved with your
brand, you may find out it’s not working and have to crawl back out.

If you have not yet developed a successful brand, then you must
admit your brand efforts aren’t working. You need Brand-Aid. You
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have a brand whether you mean to or not. Take control of it and
build it for the results you want. If you do have a brand but have not
built it on your authentic, true-life experiences, then it is time to face
the fact that it is not working like it should.

Outline Your Future

Writing your brand plan means writing your results plan. Too often
we simply write out our goals and objectives, and we think we have
a plan for success. But goals are just that: merely goals. A goal is
something that you shoot for or aim at. It is a target. A goal is not
what will happen but only what you hope will happen. It is true that
we should have goals and hopes. But a successful brand plan should
be based on the identification of what will happen, not what we hope
will happen.

Many professional and personal success coaches advise us to use
the word outcome instead of the word goal. You will always reach an
outcome. You will not always reach your goal. So identify your results
in terms of an outcome. When developing your brand, use the words
conclusion and completion. Plan and imagine with your mind and in
your heart, on paper and in your thoughts.

Remember that whatever you do, it will get results. What kind of
results do you plan for your branding?

I have been fortunate enough to work with a New York business
coach, Scott Jeffrey, who gave me this exercise: If you had only 24
hours to live, what would your message be to the world and who
would your audience be? He challenged me with this question be-
cause I had become a professional jack of all trades. I could have
coined the phrase, “Been there, done that.” And that is part of who I
am. It is part of my story, and I connect with a wide variety of audi-
ences when I describe my background and areas of expertise. But now
I needed to focus on what mattered most. I needed to gather up the
fragments of my life and focus on my results. I wanted to be known as
an expert and not a brand of many faces.

This important exercise will change everything. When you
choose your message as if you only had 24 hours to live, the most
amazing thing happens. You will stop thinking about yourself and
your ego and begin to think about your audience and their needs and
desires. If you only have 24 hours to live, it has to be spent trying to
add the most value to everyone else’s life. This is the essence of
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brands. Remember, it’s not about you and your needs, it’s about them
and their needs.

Your ego will get in the way of building the best brand. Not the
ego that is indispensable to negotiating your true brand. The ego that
gets in the way is the self-obsessed “me” that isolates us and strips us
of connection to others. Don't let your pride cancel out your gut intu-
ition and proven research.

Now, what is the most important message that the world can’t
live without and that only you have the unique experience to give?
That’s real power. This will be the defining moment of your brand.

We've now come to the part of the brand construction where
you must have a kind of blueprint or outline for your strategy. You
have learned your stories and realized how unique they make you.
You now know that you have the ultimate brand advantage in that
no one can copy what you've discovered about yourself.

You've begun to see how your true essence takes shape and form.
What does the true you sound like and look like on paper, on the
phone, or in a promise?

Elizabeth Dole has a biography filled with experiences that illus-
trate her sincere gift for person-to-person contact. Today we see her as
being approachable and connecting with her audience. Her personal
brand based on these unique characteristics extended to her profes-
sional brand. She was a natural choice to lead the American Red
Cross, an organization defined by caring for people. All of her life’s
stories prepared her to personify everything this organization stands
for. There was consistency between who she is and what she does.

And who can forget the incredible speech she gave to Americans
when her husband, Bob Dole, ran for president against Bill Clinton?
As his partner, she spoke in a format that no one had ever seen. She
spoke to the studio audience not from behind a lectern but while she
walked up and down among them, touching shoulders and making
close, personal eye contact. It was exactly what we expected from her.
When Hillary Clinton tried a similar speaking approach, it didn’t con-
nect with us. Hillary’s personal brand is less approachable and more
distant. She feels right when she speaks from behind a lectern or sit-
ting still in a chair. This is what I'm talking about when I ask, what do
your unique character traits look like in action?

Barbara Walters is a personal hero of mine. Forced to compete
in professional broadcasting when woman were dismissed as incon-
sequential, she never pretended to be something she wasn’t. She
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competed in a man’s world, but she didn’t act like a man or look like a
man. That may sound silly, but many a woman has adopted false man-
nerisms, from cigar smoking to suit wearing, in order to fit in. Barbara
Walters stood out because she stayed true to her values of professional-
ism based on the job, not the gender. She is one of the classiest busi-
nesswomen ['ve seen. Her experiences with financial struggles while
she supported her family at a very young age gave her a determination
that you could see and hear and feel in her personal and professional
life. Her brand is authentic and she is an icon because of how her
unique life has been woven into her valuable brand. There is consis-
tency between who she truly is and how she looks, sounds, and makes
us feel. I believe she is so successful at getting the people she interviews
to open up about their true experiences because she is in touch with
her own true identity. She knows exactly what to ask because she has
gone there before them and asked herself the same hard questions.

New stories are being written every day in your life, about
your life. Your brand has to be able to stretch beyond the plan to
meet everyone where they are. If your brand lives only by today’s
plan, it will eventually die by this plan. A plan needs room for ex-
pansion. A plan needs room to grow, like a great house that can be
seamlessly added on to. You're not changing the foundation but
adding a new room. We truly do not know at the beginning of our
brand what the end of it will hold for us.

A true brand will mirror the changes in our own true stories.

And as long as we know our true essence and incorporate the
growth and changes bravely, we will strengthen our own brand.
Sometimes when we struggle over the particulars of the brand, it
is to avoid discussing the real issues of the meaning behind the brand.
When we discuss and dispute the specifics about the brand’s logo,
color, how it is used, and where it is placed, we might be sidestepping
the essentials of the brand itself. It is much easier to debate where the
brand logo should be placed on each product and insist that it be
moved from the front to the back than it is to question, “What is the
meaning and purpose behind this logo and has it changed over time?”
It causes less trouble to question the color of the logo or the
choice of one word in the ad copy than to probe the real meaning of
the company motto to see if you still believe in it. Such questions and
answers might require painful action. Or, worse yet, they may result
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in the choice between getting on board and supporting the true story
or leaving the company in order to be true to yourself. Of course, the
worst choice would be to fake it and pretend you can represent the
brand as an extension of your true story.

When Dalmatian Press expanded its product line from coloring
books and activity books into storybooks, there was a lot of discus-
sion between me, as the founder, and every other department man-
ager. The conversations and debates centered on where to put the
logo of the Dalmatian Press puppy dog. We had always put it on the
front top left corner of each book. It was easily seen and “spotted.”
Some employees and associates felt that it was too noticeable and that
it made the books look less sophisticated. Imagine my distress, when
confronted by my own employees about the worthiness of my brand
logo for the front cover of our books. In essence I was being told that
our logo was not sophisticated enough. If these books were to be
cherished and kept as treasures, passed down through the genera-
tions, then the emphasis should be on the content and the beautiful
cover illustration.

As they showed me example after example of other precious
books in the industry, they pointed out that they rarely had the pub-
lisher’s logo or brand imprint on the cover. These employees had not
been with our company from the start. They didn’t understand that
the original story of Dalmatian Press was to bring attention to the
publisher and create loyalty to the publisher as opposed to the book’s
character and story. They didn’t understand that I wanted to be asso-
ciated with precious stories as much as I wanted our brand to have in-
trinsic value. The discussions focused on the size of the logo, the
position of it, and how to combine it with the company name. But
we never faced the real question: Should we change our “story” and
begin to separate the book’s cover and content from the publisher?

The employees and I had three choices:

1. Adopt the original Dalmatian Press mission and stay true to its
essence, which sought brand loyalty to the publisher as much as
the author or cover art.

2. Join a different company that held publishing views consistent
with their beliefs.

3. Reexamine our past experiences and question how our new ones
have expanded our story and therefore our brand. Then define
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how to share this evolved brand so that it continues to represent
our present identity while not abandoning our past ideals, having
already achieved brand equity. Bingo—this was our choice.

Mirror, Mirror, on the Wall

The best brands mirror the changes in your life. At the inception of
Dalmatian Press I didn't foresee this stage of its life. A brand has to
keep in mind its audience’s changing wants and needs, and stretch to
accommodate them. This doesn’t mean that it becomes what it isn’t.
Our solution at Dalmatian Press was to create a revised logo and trade
dress for a more expensive line of books while continuing to build
loyalty. The new trade dress incorporated a pawprint so there is an
obvious connection to our Dalmation logo. But it now made the cus-
tomer feel different and more sophisticated, with a more sophisti-
cated art treatment. But first, we had to stop hiding behind
conversations about the logo position and get to the difficult heart of
the matter.

I don't blame the employees for sidestepping this issue, because
I had pounded it into their heads for seven years that only through
consistency could we build a brand. I blame myself for not doing the
work of constant self-examination. Who the company is today is not
who it was in 1995. It has grown, and the brand needs to reflect that
growth. It needs to examine the new stories of the company and re-
flect them with the brand strategy. The best brands must constantly
examine themselves and see if they continue to reflect the true story,
past and present.

Kentucky Fried Chicken uses its acronym KFC. Its story is the
same, but it appeals to the changing wants and needs of its audi-
ence. Supposedly, Americans want to eat healthier. Deemphasizing
the word fried and replacing it with an acronym lets customers
feel better about choosing to eat its chicken. Same food, but differ-
ent feeling. Today, the Colonel’s spirit and heritage are reflected
in KFC’s brand identity—the logo features Colonel Harland
Sanders, one of the most recognized icons in the world. Every day,
nearly eight million customers are served in terms of their wants
and their needs.

Madonna is brilliant at brand alteration. One could argue that
her brand is constantly changing. But it’s not at all. Her brand is
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change. If she didn’t change her look and sound, she would not be
true to herself or her audience.

Midwest Airlines, one of my favorite airlines in the country,
changed its name in 2004 from Midwest Express to Midwest Airlines.
They correctly expected that their new name would increase bookings
as potential passengers came to realize that they are a full-service na-
tional airline, not a regional carrier like the old name seemed to con-
vey. Their slogan is “The best care in the air,” and it makes a promise
to their customers that you'll feel more cared for when you fly with
them. Like many in their industry they have endured financial diffi-
culties and they will have to decide which corners to cut and which
services they must keep to fulfill their promise. A great brand eventu-
ally fails if its products and features don’t deliver. Midwest is now us-
ing smaller planes that do not have their signature big leather seats.
They don’t always serve their famous warm gooey chocolate chip
cookies. They also do not allow disabled passengers needing oxygen
to fly with them whereas most other airlines do. So, although their
brand name is expanding its reach, their pledge to give the best care
in the air has room to grow. If your brand evolves, it must be based on
true experiences and not on goals yet to be reached.

I interviewed the president of the Milwaukee Metropolitan As-
sociation of Commerce, Tim Sheehy, to discuss one of Milwaukee'’s
most important jewels—Midwest Airlines. Headquartered in Mil-
waukee, it employs over 2,800 people. In addition to Midwest hav-
ing a strong brand, Tim knows its alliance with Milwaukee can
strengthen the Milwaukee brand. Tim Sheehy is one of Milwaukee’s
most important spokespeople as an advocate for encouraging busi-
nesses that build Milwaukee’s brand as a great place to live. Tim
gets branding. He summed up his discussion about Midwest Air-
lines by saying, “Everything from the chocolate chip cookies to the
best service makes you feel special. There couldn’t be a better way
to welcome people into Milwaukee than via a Midwest Airlines
flight. Their brand tells a great story.”?

Go ahead. Live your best brand!

Here’s what a dog can teach us about building brands:

e Never pretend to be something you're not.
e If it itches, scratch it.
¢ Be loyal. Jump up and down. Beg if you have to.



156 MAY | HAVE YOUR ATTENTION, PLEASE?

e If what you want is buried, keep digging until you find it.

e No matter how often you're criticized, don’t buy into the guilt. Run
right back and make friends.

Envision Your Best Brand Moments

Each time you imagine the future, put it into the context of the fol-
lowing questions.

How does my brand make me feel
connected to an earlier time in my life?

Most often people will develop personal or professional brands that
unknowingly are rooted in their meaningful life experiences. We tend
to create two kinds of scenarios. Either we try to repair difficult situa-
tions or we recreate wonderful situations. Perhaps we have lived
through times when we didn’t get sufficient attention or recognition.
Building a conspicuous brand may be a way that we unknowingly
deal with that experience! Or perhaps we had a memorable adoles-
cence during which we were recognized for the way we looked or
acted. Building a brand may be a subconscious attempt to recreate
that situation.

If you ask yourself what memories your brand stirs up from
your earlier personal life, you'll probably be surprised by your an-
swer. Keep asking this question, because acknowledging that connec-
tion is absolutely essential to your brand building success. Then, as
you envision the future, ask what feelings your brand will stir up in
others. Is that what you had hoped for? It is your audience’s feelings
that count. If they don’t connect with you and feel like they can re-
late to your brand, then you are meaningless to them. Is that what
you want?

What does your brand development help you
to believe about yourself and your future?

Brands are what we feel about the product or the service, but they are
more than that. They are what they can make us feel about ourselves.
The really potent part of a brand is that it allows you to carry
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around beliefs about yourself that make you feel special, precious,
valuable, worth your weight in gold. But the truth is that your brand
does not give you these attributes.

The fact that your brand now puts you on people’s radar screens
and therefore makes you feel valuable from the resulting recognition
doesn’t mean that the brand is responsible for you being valuable.
You were always valuable, and your brand gave your value a forum to
be seen. Said more simply, you define your brand. Your brand does
not define who you are or how you feel.

Phil Vischer has been called one of the twenty-first century’s
most influential men. He is the creator of the Christian phenome-
non VeggieTales, to which millions of children give their love and
attention. We spoke for hours one hot summer day about the heat
he was taking for his brand protection. Even though Phil grew up in
the church with his dad the Sunday school superintendent and his
mom the choir director, he went through the same problems and is-
sues that any kid does. When his parents divorced, he moved into
the basement of his house and, metaphorically, of his life. Deep in
introspection, he realized that God had filled his head with stories
and the ability to make people laugh. Yet he was also filled with
moral outrage, even as a teen, that the world was in trouble when it
came to values.

Phil is one incredibly hard worker, but he said, “I'm driven by
need. If people took better care of their kids I could slow down. I'm
not a type A.” Did he feel like he wasn't taken care of growing up? He
admitted that the VeggieTales brand is “me.” He also confessed, “I
have no desire to run a company.” What an admission! He was run-
ning a multimillion-dollar company when corporate management
wasn't his true story. His constant self-examination helped him re-
main true to his brand protection. He knows who he is and what his
brand means to people. Because of his childhood experiences, he
wanted to help parents raise their kids with the message of God.
Therefore he kept his brand from expanding into product lines that
could carry the logo but not actually spread God’s word. For example,
he expanded into books but not bicycles. He protected what his
brand promised at the expense of new revenues. One can see how his
true experiences are reflected in his business, including a succession
of three unsuccessful presidents. Was he looking for a father figure,
perhaps? Phil says, “Maybe.”?
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In 2004 Big Idea, parent company of VeggieTales, was sold to
Classic Media. But Phil’s brand story is a great and successful example
of building a brand to connect to earlier times in your life in such a
way that it perpetuates your beliefs and plans for your successful fu-
ture—no matter how you define success.

If you were to make a list of all the things your brand makes
you believe, you might find words like powerful, important, and fas-
cinating on your list. If you believe in these qualities associated
with your brand, would they disappear if your brand dissolved?
No. These are the qualities that you give to your brand. Your brand
does not give them to you. However, when envisioning your fu-
ture, you must ask what your brand helps your audience to believe
about themselves.

e Does it make them feel good?

¢ Does it make promises that they need to hear?

* Do they feel more important and worthy?

e Does your brand make them feel better or worse?

If you can’t answer “better” to the last question, your brand is in trou-
ble. Write the most exciting conclusion you can imagine for your
brand. And learn to rewrite it and rewrite it and rewrite it. The im-
provement of your brand reflects the improvements in your life and
its telling.

It may be hard for an egg to turn into a bird: It would be a jolly
sight harder for it to learn how to fly while remaining an egg.
We are like eggs at present. And you can not go on indefinitely

being just an ordinary decent egg. We must hatch or go bad.
—C. S. Lewis (1898-1963)*

Brand Building Belief VII

I will think of my brand in terms of the results it can bring to-
day, and as a vehicle to mirror change, while connecting me to
past ideals.
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Brand Builders

. What is a “Rudolph” characteristic in your life?

. If you had 24 hours left, what would you want your brand to
communicate to those important to you?

. How will your brand mirror the changes in your life? If your
brand is the reflection of your true experiences, what images
do you see?

. What does your brand help you believe about yourself?




Chapter EIGHT

Getting Results from Your Brand

Singleness of purpose is one of the chief essentials for
success in life, no matter what may be one’s aim.
—John D. Rockefeller, Jr. (1874-1960)!

The Map

We're all trying to deal with different kinds of maps in life. Personally
I hate maps. I can follow directions so long as they include land-
marks. “Turn left at the Holiday Inn, go straight until the road be-
comes a one-way street, and immediately turn right into Wal-Mart.”
But give me directions that start with the word southeasterly and I am
lost. It’s not that I won’t ask for directions. I love directions. I just
don’t want to read them off of a map. In fact, when my husband
hollered to me that Toronto was nowhere near Niagara Falls on our
way there from Buffalo, New York, I snapped. I wadded the paper map
in my lap into a ball and threw it out the window while we were
speeding down the highway. That would show him.

Well, back to maps. Not only do I want to be able to read maps
but I want to be on the map. You've heard the expression “She put
him on the map,” or, “She’s his due north,” or, “He’s on the map
now!” Remember the free-standing map in shopping malls or theme
parks where we search for the “You Are Here” icon? Think about the
Internet sites that assist you with direction, reservations, and travel
plans. They all begin with the word Start. Go to the map. Get on the
map. Figure out where you are starting from and who you really are.
Then and only then can you get to where you want to go.

160



Getting Results from Your Brand 161

If you think of yourself as a kind of a map marker for other peo-
ple or businesses, then you’ll understand that we need to be that
which others look for or look to. Success is a huge map marker. It's
like a flare sent up demanding attention. It acts as a compass, and
people will want to follow it and be directed by it. It’s okay to emulate
patterns of success. That doesn’t make you any less authentic, as long
as you use the compass of success to discover your characteristic be-
haviors you haven’t owned yet. Start by defining yourself as a success
to which people can relate. We are all like road signs or landmarks of
some kind. We are a key word that others are searching for. To get re-
sults with your brand, you have to know that you are consistently
and correctly communicating your brand. If you were a key word on a
search engine, what would it be?

Let’s use the word American as an example of a key word. This is
a word that is frequently used to describe those born in the United
States, including African American, Native American, Asian Ameri-
can. Once while watching Kelly Ripa on the ABC show Regis and Kelly,
I saw an interview of a new television character that happened to be a
puppet. She asked him what it felt like to be a sock. He replied, “My
dear, I'm no sock, I'm a Fabricated American.”

It seems that many people born in the United States want to be
defined as some type of an American. When Bruce Springsteen sings
“Born in the USA,” the crowd goes wild. For many reasons people
have decided that this suffix increases one’s respect, value, credibility,
and ownership of various rights. The brand “America” is powerful. It is
influential. Its logos and brand images make people feel a wide range
of emotions, regardless of political affiliations. Liberal Americans tear
up when the American flag is presented. Stoic citizens will stand to
sing the national anthem. The American soldier in uniform stirs up
feelings of loyalty no matter whether we support the war effort or not.

In 2003 when the George W. Bush administration led the U.S.
into war against Iraq, one of the most popular country music groups
of the time spoke out against the president. At that time, Bush’s ap-
proval ratings were extremely high. Lead singer Natalie Maines of the
Dixie Chicks said that she was ashamed that George Bush was from
her native state, Texas. Many people who had aligned themselves
with the “America” brand took this as a personal insult of their brand.
Record sales plummeted. Radio stations refused to play the group’s
singles. Other music stars criticized the Dixie Chicks and distanced
themselves from them.
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No one likes to be told that they have made the wrong choice.
And when the Chicks criticized the president it was as if they were
saying, “Bush is no good so America is no good, either.”

We don'’t just choose brands because they make life more conve-
nient. We choose brands to affirm our values and align ourselves with
what we believe in. Our choices say a lot about who we are. It’s one
thing to be told that our choice of music is wrong. It’s quite another
thing to be told that your alignment with your country, and all it rep-
resents, is wrong. Some products and services matter more and, there-
fore, so do their brands.

Many Americans never watch hockey or even care much for the
game. But in 1980 when the American team won the Olympic gold
medal in hockey, people were proud to be an American. I felt the
pride bursting through me as I watched the games from the campus
brew house along with hundreds of other screaming, excited college
kids. Part of America’s brand is the feeling of being winners, whether
on the ice or on the battlefield. If you attack the America brand then
you make Americans feel like losers. People don’t like to be called
losers. When Russia, France, or any other country wins, it makes
everyone who aligns themselves with the country’s brand feel like a
winner no matter what the competition is.

When J. B. “Van” VanCronkhite was an American soldier it was
the early 1950s. As a young enlisted man he was taught the art of
psychological warfare as the cold war heated up. His training was for
the express purpose of building or maintaining brand loyalty to
America with the armed troops. Van tells the story of his days as an
information and education specialist in western Germany during
the 1950s. Having been trained in psychological warfare methodol-
ogy, he was asked to develop a program that would negate the effect
of Russian propaganda that was wooing American soldiers to em-
brace Communism.

With the assistance of one female and two male soldiers, he de-
veloped a team that visited Army units along the Russian-American
checkpoint during the notoriously hated Saturday morning informa-
tion and education training sessions. After announcing that the four-
team members were card-carrying Communists (during the tag end of
the McCarthy Communism hearings), the four extolled the supposed
virtues of Communism as their audiences sat quietly in disbelief over
what they were hearing.

Van anticipated that at least one older master sergeant would
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have his fill of the talk, and he was never wrong. Inevitably, the intol-
erant older sergeant would stand and tear apart the team’s message by
bringing up the virtues of being an advocate of American freedom.
Soon the others would join in and cite examples they probably had
not consciously thought about. There were times, Van reflects, that
the team had to admit to the hoax before leaving the session, for fear
of not making it to their vehicle in safety, so heated did the argu-
ments become.?

Before the session, the soldiers believed that the United States
had an authoritative brand that was also shorthand for restrictive and
limiting. But when the brand that they had sworn allegiance to was
being attacked, it made them feel like they were being personally at-
tacked. This was about more than loyalty to their country; it was
about their egos, too. By noon, the brand had changed from some-
thing slightly negative to one that was powerful and positive, stand-
ing for a wide range of freedom protected by a disciplined military
and personal sacrifice. The military had become a map marker for
others looking for freedom and opportunity.

What other defining adjectives are on your brand map? To get
the powerful results you want from your brand, your brand map must
be clear. Not only must you identify your starting point, but the road
behind you must be as clear as the road ahead. Can you trace your
way back home? Can others looking at your brand connect with the
foundation of the brand? I guarantee that if your brand’s beginning,
humble or otherwise, is kept out in front, your audience will better re-
late, connect, and remember your brand. There is a common expres-
sion, “Don’t forget who you are and where you came from.” Never is
that truer then when you're growing your brand identity.

How Does Your Brand Travel?

Next let’s look at your map for diversity. When plotting a course to
success there are many pathways to take. You can go the most direct
route. You can take a few side trips to enjoy the scenery. You might
make a stopover to pick up another passenger. We base our travel
plans on what kind of traveler we are. Do you travel well? Do you like
to conquer and get to your destination as quickly as possible? Do you
drive with a phone in one hand and a super-sized slurpie in the
other? Once again, you have to look at yourself to know not just
where you are starting from but what characteristics you have as tools
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to use for the journey to greater brand success. It's not enough to
know the road; you have to know what kind of a driver you are.

I have a science background, and I build analytically and with
organization. I must be able to accurately and systematically trace my
results back to their definitive origination. I felt like I lived my early
life in a world of chaos and upheaval, so order and logic became very
important to me. I learned to believe that only by taking control of
everything could I control my success. These tapes that constantly
played in my mind kept me from reflecting on more recent experi-
ences I'd had, including whirlwinds of spontaneous achievement and
artistic accomplishment. Only when I examined my whole life and
not just my old self-concept did I build a more successful personal
brand, which extended to my business success and corporate brand at
Dalmatian Press. Dalmatian Press is in a constant state of commotion
that makes people feel like anything can happen.

Follow this example of my personal and professional branding
pathway: My early experiences of chaos led to values and beliefs of ex-
treme organization. These values were translated into a brand that
looked and sounded precise and controlled. I became a scientist. My
brand felt logical and scientific and made my audience feel safe and sen-
sible. My brand at home and at work could be traced back to my au-
thentic and unique experiences in life. More recent experiences allowed
me to value spontaneity, which when incorporated made my expanded
brand identity look more colorful and fanciful, and excited and in-
trigued my audience. Now I expanded my brand to a kind of scientific,
creative children’s publisher. The combination of past and present expe-
riences expresses the kind of diversity that connects with a wider audi-
ence but still has a focus and purpose based on my authentic story.

Develop a passion for helping yourself look for what you typi-
cally overlook in yourself. Get connected to you. Specialize in finding
what you have buried and what, for practical purposes, you have lost,
regarding yourself. Next, remember to incorporate each new day’s ex-
periences and what they teach you instead of remaining in the past
and in the past brand. When you know your heart, wear it on your
sleeve, put it on buttons, send out fliers, and wear it for all to see until
it becomes written on the hearts of those you care about.

Sharing your new and current true story prevents the growth of
disparity between who you say you are and who you really are. Stay
connected to your truth or you're in danger of creating a false rela-
tionship with your business associates, your friends, and yourself.
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Labels and Map Markers

As much as we love brands in this world, we love their labels even
more. If a brand makes our life a little easier, then putting a label on a
brand would seem to make it even easier! When we label something,
we can file our knowledge away in a little mental file to be accessed
whenever we need it.

Labels shouldn’t be taken lightly when we are building a brand
or analyzing brands. They are limited by their very nature and they
can erode your authenticity. They can hold you back from develop-
ing your brand. Remember that a brand is how you feel about some-
thing, and a label can cover up what you're really feeling deep inside.
The labels tend to be stuck on the surface of companies or people
and can actually put up a barrier to getting down underneath them.
They can become convenient works of fiction that influence every-
one who uses them.

Our businesses have labels and we each have personal labels.
Sometimes we inherit them and sometimes we make them up our-
selves. But as long as they remain unchallenged we will never sustain
the success that depends on constant self-evaluation and incorpora-
tion of our daily new and unique experiences. You'll never become
your real brand. You'll only be yesterday’s brand. If you don’t keep
up with your work of ongoing discovery and define your new self
every day, then the label you've put on your brand will be its limit-
ing factor.

This limitation will result in a box of judgments from which you
can’t escape. It may be a comfortable box. In fact it might be so com-
fortable that you start putting all of your energy into supporting the
falsehoods of how you’ve labeled yourself.

That’s when companies and the people who run them lose the
success that they had—because who you were yesterday is rarely who you
are completely today. Dalmation Press was labeled as a Wal-Mart sup-
plier at first and then as a mass market publisher. Those are limiting
labels; they are not what we are but just things that we did. The true
experiences that each day has brought continue to shape you, result-
ing in your better, more successful brand. You may not notice much
change, but your brand can’t help but continue to grow if you absorb
each day’s new experiences, think about them, and use them.

I'll never understand how people can go through major crises in
their life and not change. Cancer, death, and divorce happen, yet
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they live in denial of what that means for their lives and how it
should shape their identities. They tell a story of shallow indifference
when the truth is more about pain and fear, which could be about
survival and perseverance if they did the work of self-examination.

I'll never know completely why I went through the pain and tri-
als I did, much less why others do. But if a child goes through sick-
ness, chemotherapy, radiation, pain, needles, tears, or death, let it not
be for nothing. If an organization goes through layoffs, downsizing,
bankruptcy, scandal, and despair, let it tell a story to learn from. Let
the pain serve the brand.

Corporations and businesses live lives that are sometimes
filled with crisis. Do we analyze them or do we just try to forget
them because they embarrass us or hurt us? Remember the earlier
discussion we had about hidden treasures? These crises are valuable
to the extent that we study them and figure out how they make us
different from everyone else. No one else has had that experience,
even if it is a bad experience. These unique experiences are the true
stories that should be shared via the new and changed values we’ve
developed from what has happened. Too often we stay stuck in an
old, comfortable definition of who we think we are or who we
think we should be.

Brand Boxes

As a student of corporate brands, I have seen how companies not
only try to be like certain other companies but they even try to fit
into a category or type of company. They build a brand and then they
build a box around the brand by deciding what kind of a brand they
are! Here are six examples:

1. The informational company is typified by a big building or lots
of buildings housing conference rooms for education, auditori-
ums for seminars, management training rooms, and human re-
source departments. It emphasizes knowledge, information,
huge product lines, and data as much as profits. Universities and
hospitals fall into this category. Johnson Control and Johnson
Wax do also.

2. The artistic company emphasizes feelings, beliefs and, emotional
output resulting in great works. Sometimes the means to success
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are anything but logical. Five-year plans with spreadsheets and
system queries have at their core the desire to be true to the com-
pany philosophy as the end result. Great achievement and suc-
cessful results come from gut feelings, intuition, and artistic
expression layered on top of P&L analysis. Some film studios, such
as Dreamworks and Sundance, wear this kind of a brand.

. The corporate or institutional company emphasizes the corporate ex-
perience. There is even an unofficial uniform that everybody
wears. Remember the joke about IBM’s mandatory blue pinstripe
suit? Here everyone’s office decor is similar. Corporate assembly is
important and the term, company man gets used as a compliment.
Conformity is important. The IRS and other federal institutions
are like this. Wal-Mart shares some of these brand traits.

. The nonprofit or community company emphasizes social importance.
Profits are important but not if the cause isn’t met. Benefiting the
cause is often used as an excuse for not being profitable! The com-
munity company doesn’t need a building. It operates house-to-
house, moving within the community, meeting the needs of the
world without set hours or days of operation. Museums, the Red
Cross, Girl Scouts of America, Planned Parenthood, and Campus
Crusade for Christ share this look and feel.

. The healing company emphasizes the employees’ benefits as much
as the company’s success. Healing companies value the growth
and improvement of individuals. They believe that one of the
most important roles of the company is to mentor the employee.
The work of the company is as much about growing strong indi-
viduals to send out into the world as it is to serve the outside
world. Every year a variety of business magazines rank the na-
tion’s best places for people to work, based on the benefits, op-
portunities, and personal growth potential. Some companies
simply care more about this. Some companies define themselves
by how good the work experience is for the employee. A consul-
tant for Boston Market once taught, “Happy employees sell more
chicken.” Either way, companies that pay as much attention to
the employee as they do the customer have a different type of
brand. Examples are Focus on the Family and some family-
owned businesses.

. The entrepreneurial company is characterized by energy, individual-
ity, and a never-give-up attitude. Such a company emphasizes the
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vision of its founder. Usually privately owned, it has a brand that
makes people feel both invigorated by possibilities and frustrated
by constant change. Sometimes corporate organizations want to
be seen as entrepreneurial to hide from their true identity. Dalma-
tian Press wears this brand, but so does the conglomerate of
Oprah’s Harpo Productions.

Every company is probably a mixture of brand traits.

However, when you know who you are and define your
true brand, don't disregard that which you are not.

For if you center all your thoughts on only what you are, you can be-
come arrogant and unbalanced in your approach to the business you
are building. If we focus only on who we are, we can begin to believe
that we're better than others. Plus we will become weaker and weaker
in our undeveloped areas. If you realize that your strengths lie in one
area or another, it's only natural to put all your energy there. It is cer-
tainly more comfortable to operate in that zone. But you do so at the
risk of losing perspective about others and about the changes you are
likely going through. Don’t stop working to discover who you are and
what your authentic brand is. Change doesn’t mean that you are
abandoning your brand, it means you are making use of the experi-
ences you have day after day. What did you learn today?

Well-intentioned businesspeople can be heard saying, “I'd use all
my talents and I would incorporate all my good qualities and gifts—but
I can’t find them.” Sometimes this is just dodging the work, and some-
times it is a genuine concern. But we need to talk about the word can’t.

If you want to find those qualities to better yourself and your
company, you need to make it a priority.

Get serious about searching out your diverse self, as it contains
the essence of your uniqueness. Do this not only because it is good
for you but because it is a smart business decision. In today’s market,
with increasingly diverse backgrounds of customers and customer
needs, satisfaction depends on your being able to harness your di-
verse characteristics to meet those needs. The more you understand
yourself, the more you are likely to understand your customers.

I'm not talking about some cozy management meeting where
we all hug each other and sit around talking about our grandchildren.
This is really about improving our company performance by knowing
how to connect with people and instituting a feeling of inclusion.
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The Journey and the Search

When we choose our map we can wholeheartedly begin the journey
toward who or what we envision as the best person or place to be.
This journey or search for your brand must be consistent and flexible
at the same time. How is that possible?

When [ was a scientist | wore a white lab coat. I thought it was
cool. Actually, I'm sure I looked like a nerd. But it made me feel smart
every time I put it on. Can clothes affect who you are? Of course they
can. There’s a well-known expression, however erroneous, that “The
clothes make the man.” If clothes affect how you act, do they affect
your brand image? Does your organization’s or corporation’s packag-
ing affect your brand?

Certainly if Barney, the famous purple dinosaur on PBS,
changed his color and became a red dinosaur, his brand would be
noticeably changed.

Is it a contradiction to have a true brand identity and the need
to reformulate yourself at the same time? A friend of mine, Pete
Fisher, has one of the coolest jobs: He’s the general manager of the
Grand Ole Opry. Last March he divulged that he constantly assesses
the status of the Opry’s brand and the strategic plan to further de-
velop it. He confessed, “We're all just creatures of habit. We have to
challenge our natural tendencies to fall into routine.”?

Pete manages the business of one of America’s best-known
brands by protecting its authenticity. I had the chance to be backstage
during a few fabulous performances at the Opry. The genuine excite-
ment that pours out of the performers night after night is unmistak-
able. To quote Pete, it is the feeling of Americana, patriotism,
heritage, and legacy translated into music and lyrics that make every
listener validate who they are meant to be. The Grand Ole Opry has
83 percent unaided awareness. Pete’s vision is to increase that aware-
ness to 100 percent. I interviewed him in his cozy office, filled with
historic memorabilia from the likes of Minnie Pearl and Johnny Cash.
His message was delivered softly, smoothly. He’s a smart man with a
meaningful past of his own.

“I have to love what I do or I don’t do it well,” he said. I asked
him what the word brand meant to him, and he explained, “It is
dialing up the thoughts and feelings of the true essence of some-
thing.” I asked him how he was managing this brand that was in a
time of transition. It’s cool to be country now. How does one stay
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true to one’s essence and also stay in touch with today’s audience?
“It means knowing the right ingredients and staying true to them.”
Pete smiled, “I'm not trying to make the Opry something it’s not.
We are telling the same message of Americana and family, only we
package the message differently. We used to tell the story with Min-
nie Pearl and Roy Acuff. Now we tell it with artists like Brad Paisley
and Vince Gill.”

Pete talked a bit about his childhood and the values he devel-
oped based on his experiences. His passions are his family, music,
God, and the people whose lives he touches. What a perfect fit that
makes him for his position at the Grand Ole Opry, which is the one
that can most affect the brand. His personal passions permeate his
professional life. When he looks around the place he thinks, “Let me
make a difference here. Let me make a difference so that the people
who have worked here for 40 years have not done so in vain.”

While growing up, he had a dog named Lucky. Maybe that name
was evidence that he could believe in the impossible. He told me that,
when building a brand, you simply must see the impossible. “Dream,
dream, dream,” he said. “Dreams feed the vision.” Making dreams
come true takes more than luck, but sometimes luck doesn’t hurt.

Pete Fisher has studied the map for building his personal and
professional brand, and now he is on the journey. He is focused and
yet flexible. His story illustrates how important it is to know what
your audience wants and how that evolves over time. He has been
successful in giving the fans what they want without changing the
true identity of this national treasure. He knows exactly who he is
and who the Opry is. We can depend on him to weave his experi-
ences into his work so that both his personal life and professional life
are enriched. He uses the key ingredient—the truth—to enrich his
personal brand and the brand of the Opry. What a great example of
evolving in place! The Grand Ole Opry has never been more popular
and more connected to its audience than it is today. Building on truth
has certainly made the journey for the Opry rewarding.

The most critical principle that a leader must embrace for suc-
cess is to know the objective. Military leaders, corporate CEOs, foot-
ball coaches and you must all follow this principle. “Everywhere in
life, lack of clarity with regard to goals is 89 percent of failure, and
clarity is 89 percent of success,” says success coach Brian Tracy in his
book Victory!* Make sure that as you develop your brand, your goal is
a crystal clear reflection of who you are, more than who you want to
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be. Furthermore, your brand objective must be absolutely clear to
everyone who is likely to help you achieve it.

The Grand Ole Opry’s parent company is Gaylord Entertain-
ment. Its chief, Colin Reed, approaches branding from the opposite
end of the equation. In a 2003 interview with a Nashville newspaper,
City Limits, he was quoted as saying, “What we have to do is define
what we want people to say about us, and then we have to develop a
plan to market that.”s

This strategy needs further clarity. It’s okay to identify the results
you want from your brand, such as wanting your audience to think
you're smart and to tell others that you're sharp. But if this isn’t your
true identity and you manipulate your market to feel something that
is phony and bogus, than disaster is waiting. Rather than defining
what you want people to say about you, define yourself and get peo-
ple to tell your true story.

Focus

What is the brand’s goal? What is the company’s brand? What is the
individual’s image? The clearer you are about these things, the more
likely you will have success. This is the only way to continue building
your brand and get incredible results. Imagine looking through a tele-
scope and finding the optimal focus, but it keeps slipping. You must
keep refocusing constantly, or look away from the blurry picture.
How would it be if you got new eyeglasses that gave you perfect focus,
but the focus gradually slipped?

Obijectives are meaningless unless you focus on them. Whatever
you focus on will surely manifest. In these days of multitasking, there
seems to be less emphasis on focus. This is a mistake. We laugh at
how juvenile news reports, books, movies, and music are nowadays,
but in fact writers must write at a low level of comprehension, not be-
cause we are stupid but because we have split our concentration into
so many places at the same time that there is no one part of the brain
available to summon up enough focus for an intelligent study.

Yes, we must do more and more at the same time, but it is more
important than ever to focus, precisely because we have so much to
do and only limited resources. Imagine how, looking through the
small lens of a telescope, we can make what we're looking at bigger!
Sometimes, only by looking at less can we see more.

We can no longer afford to scatter our efforts. We have to fall
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back on our core abilities, our core products, and our core services.
And these are precisely related to our core identity, which I call our
essence or unique fingerprint. Focus single-mindedly on this.

Maneuver

Charles Darwin is remembered for teaching, “It is not the strongest of
the species that survive, nor the most intelligent, but the ones most
responsive to change.”®

The ability to maneuver is the result of remaining flexible. This
does not mean that we are tossed to and fro in the wind with change.
It means that we can take our objective and our focus on it and think
outside the box regarding how to reach that outcome. Progress comes
from originality and from knowing when you have to do things dif-
ferently. Sometimes a makeover accomplishes uncovering the true
you that wasn’t being seen.

According to an article in USA Today Weekend in July 2003, it
wasn't age but necessity that led Betty Crocker, the grand dame of
baking, to seek a superstar makeover. General Mills of Minneapolis
devoted more than a year and more than a million dollars to making
over its packaging to appeal to today’s bakers. Audrey Guskey, market-
ing professor at Duquesne University in Pittsburgh, said, “It’s a manu-
facturer’s silent salesman and has to have a ‘wow’ effect. The average
shopper spends 27 minutes in the supermarket, and the average store
has 30,000 items. So consumers spend a fraction of a second looking
at a package.””

The package is the business’s way of telling the brand story. A
package can be almost anything. For Betty Crocker, it is the cake box.
The marketing firm Lipson Alport Glass & Associates sketched 800
versions of new packaging ideas, and handwriting analysts evaluated
over 100 versions of the Betty signature, to get the look and feel of
the famous homemaker. The branding efforts’ target was to make
consumers feel like they wanted to eat that piece of cake on the pack-
age right now.

Since 1921 Betty Crocker has been turning out dessert mixes.
Since then Betty herself has had several hairstyle changes to relate to
her audience. One thing that has not changed is her signature hot
red-orange cookbook. Back in the 1980s her cookbook was on every-
body’s must-have list. Western Publishing (later known as Golden
Books) had the honor of printing this tome. Year after year, book after
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book came off the press line until one year “Big Red,” as we affection-
ately called the book, printed up an awful orange color. Taking care of
the brand has to start at the top of a corporation, and it must be cher-
ished and cared for at every touch point along the way. In this case
the pressmen didn’t take very good care of the brand. They didn't
honor the trademark color that generations had come to recognize. It
became a publishing nightmare, costing the company hundreds of
thousands of dollars, their reputation, and a few people’s jobs. Had
the orange book been allowed to get out in the market it would have
opened up the floodgates for other manufacturers of Betty Crocker
products to get sloppy with Betty’s brand. Every time Dalmatian Press
doesn’t protect its brand by using either its spots, name, or logo, it di-
lutes the long-term brand for short-term gain.

What is your signature packaging? Is it protected? Is it working?
Is it going to work tomorrow? Between focus and maneuver, you'll
find the balance for success. Insanity is doing things the same way
and expecting a different result.

When at first you don’t succeed, try, try again. But don’t keep
trying the same way. Keep changing your method or your model until
you get results. This is how business executives and leaders succeed.
Thomas Edison said, “I have not failed, I have only found 10,000
ways that don’t work.”®

If you want different results, you have to do it differently. Not be
different—do different. The only way to show your whole, true self is
to present yourself from different angles and perspectives. This is the
only way to be fully appreciated.

More specifically, this book has discussed focusing on you and
your true story such that you know how to define it and then use it to
define your brand. When we look at corporations or significant indi-
viduals, we rarely see them as who they really are. We see them as
similes, metaphors, allegories. We put them in context with compar-
isons and references. When people see us, whether it’s ourself or our
company, they see what they came to see. Their viewpoint is en-
hanced or obstructed by so much subjectivity that they really see
more of themselves than the reality.

Imagine

Imagine that you could create and transform your brand into any-
thing you want it to be. Imagine this in terms of your own personal
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brand identity, your corporate brand, or some combination of the
two. But think about what you could do, or would do, if you had a
magic wand to zap your real and your perceived image into anything
you wished.

If I had been given the proverbial three wishes in the past, I
might have mistakenly wished to have the following:

1. The best-known brand.
2. The brand best known as successful.
3. The brand that makes me a lot of money.

Some people probably would have begun by wishing for more
wishes. I don’t know what your dreams are and what results you are
seeking, but today, I would be wishing differently.

The “-est” Brand

This is what I've learned about best-known brands: Sometimes they
are well known because they are bad brands. Some brands have made
their reputation on careless mistakes and breaking trust, hurting
their customers with poor quality, empty promises, and even dam-
aged lives. Just because we want attention, we don’t have to behave
like puppies acting out for any kind of attention based on good or
bad performance.

What Dalmatian Press has evolved into is the type of attention-
seeking company whose honor it is to acknowledge attention, say
thank you, and turn it right back towards the customer, partner, or
whoever it is that gave it to us.

Some people will strike out on their own and make a name for
themselves, as individuals or within organizations, in an attempt to
be the “-est” of something. The “-est” symptom comes from wanting
to be known. They want to be known for something, anything. So we
become the biggest, loudest, rudest, fastest, whiniest. They shock peo-
ple into listening. They get attention for exaggerations, bad behavior,
or for making statements that are controversial. And once done,
they’re too afraid to change their ways since they are now being
watched (isn’t that what they wanted?). There are a dozen bad-boy
CEOs out there who live this way. Howard Stern, Rush Limbaugh, and
Bill O’Reilly have personal “-est” brands. New York City, Wal-Mart,
and General Electric have corporate “-est” brands.
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There are many brands that “have a reputation”—a bad reputa-
tion. They're like the kids in high school who your parents didn’t
want you to hang out with. Some companies have the same buzz
about them because they have shocked the world or hurt the cus-
tomer or have been deceitful to the culture and society.

Calvin Klein was a company that shocked the world with its ad-
vertising campaigns. On billboards, television, and magazine ads, one
could see the brand associated with scantily clad models or partially
nude children. It certainly got attention. Its corporate spokespeople
were whisked onto major news networks to talk about those cam-
paigns and defend their use of nudity to sell clothing. Did it become a
better-known brand? Yes. Did it create both positive and negative per-
ceptions of its brand? Probably. Is this a brand strategy that can be
copied and take away from the unique position that Calvin Klein was
attempting to create? Of course.

Tylenol, Firestone, and Kathie Lee Gifford were companies that ac-
quired more brand awareness at one time by hurting people. It wasn’t
their intention, but it was the result of some of their business opera-
tions. These companies had associations with arsenic, poor safety per-
formance, and the frightening use of child labor. These brand builders
had no intention of connecting to these problems that brought them so
much attention. Once the spotlight was on them, they had to put their
valuable time, energy, focus, and money into changing their tarnished
brand image. Instead of being able to focus on building their compa-
nies, they had to focus and maneuver to keep their companies alive.

In some cases, a company’s reaction to bad publicity will help
create an even better brand. For instance, the way Tylenol put the
public’s safety first, no matter the cost of business, made customers
believe that it did indeed really care about them, and that they could
trust it again. Likewise, Kathie Lee Gifford put all her effort into elim-
inating child labor from her clothing line’s production as well as
fighting against it in the rest of the world’s consumer products. She
testified before Congress at the request of President Clinton and used
a painful personal experience, her values, and her professional brand
identity to help get the “hot goods” act passed. She built a greater rep-
utation for her brand by appealing to our values of righteousness and
defense of the weak and vulnerable.

Most recently, companies have created incredible brands labeled
as greedy, untrustworthy, and unscrupulous when they were shown
to have unethical accounting practices. In 2001 few people talked
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about big accounting firms like Arthur Andersen or Strong Financial.
They were in the background of society. But by 2002, whether your
business was managed by these firms or not, you saw them every-
where on television and in newspapers, exposed for their question-
able profit reporting that misrepresented the facts. As the SEC got
involved and founders resigned or were fired, so did the brands fall.
These company names became shorthand for corrupt, insincere, and
fraudulent. To some people, they even become synonymous with the
single thing that stole their secure retirement from them.

Being the best-known brand is meaningless. I would rather be
the best-kept secret of a few who know me as trustworthy, a quality
company, and a brand that makes a positive difference in the world.
Being little known is one of the hardest things for some people to rec-
oncile in their lives, especially if they have something that they are
proud of, something that they believe is the kind of good news every-
one should know.

There is a huge difference between pride and humility.
Sometimes it is just a matter of timing. Sometimes it is a
matter of your true intentions. But as you seek publicity
for your brand, remember: Go in with good intention
and you’ll come out with the right attention.

The Most Successful Brand

If I wished to be the brand best known as successful, I believe I could
build this several ways. The key is acknowledging that there are
many, many different definitions of success, not only among different
people but also within one’s own way of thinking. What you think of
as successful may not be perceived as successful by your audience.

Dalmatian Press was often in negotiations to acquire important
licensing deals with big Hollywood entertainment studios. We typi-
cally defined the potential success of our licensing acquisitions based
on financial projections. Would the licensed children’s books sell suf-
ficiently that we would earn out the royalties guaranteed? Would the
product be profitable after the percentage of its price received was
paid to the licensor? One opportunity in particular was a risky busi-
ness because of the magnitude of its financial guarantee. I asked,
“How are we going to measure the success of this business?”
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I knew that if it was based on our previous standards of surpass-
ing financial guarantees I was in trouble, or would be three years
down the road. I suggested that our success be measured by new prod-
uct introductions, a greater presence on retail shelves, and much
greater brand awareness for Dalmatian Press via this pressworthy
alignment. In fact we accomplished all of that with 80 new books,
huge retail promotional space, and photos of our product line in the
New York Times and on the cover of Publisher’s Weekly.

But what was the cost? In dollars and cents it made calculated,
but risky $ense; however, we definitely got on the publishing indus-
try’s radar screen when we built the intangible value of our brand,
too. Now it is a matter of time to see how that intangible value
translates to concrete bankable value. I believe that as a result of
that successful book launch, other cartoon character licensors have
seen greater potential with a Dalmatian Press partnership. We have
their attention and have been pursued by the some of the biggest
and best Hollywood studios to publish their characters in the chil-
dren’s books business.

We have a brand that has proven itself to be fast, innovative,
and easy to work with, based on these particular cases. Our spotted
spine is everywhere, building the recognizable moment of, “Oh,
they’re the books with the puppy spots on the spine, aren’t they?” 1
hope that 80 years from now grandparents will be buying our books
for their great-grandchildren and saying, “I had the spotted books
when I was your age. I remember them fondly.”

Success means something different to different people. If I
had become known for my participation in a social cause, such as
building literacy, I would be successful in some people’s minds but
not everyone’s. If I had become known for constant growth in my
company'’s revenues and profits, I would be successful in other peo-
ple’s minds.

Now is the time to check in with your original true story. Your
definition of brand success should be an extension of how you de-
fine your own true success story. What were you intended for?
What was your company created for? When you copy other com-
pany brands, you make the mistake of chasing after their definition
of success.

The most obvious example of this is when people decide that
their company is only successful if it is called so on a profiler list of
who's who. Forbes, Inc., Fortune, even People magazine all have an “-est”
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list and the most successful list. The idea of making it onto those lists
can become more important than remaining true to your original plan.
Making their lists can detour you from your true identity.

I know several companies that are tricked into thinking that if
they are on a “future 50” list or a “top 100" list, they really are suc-
cesstul. They may fool themselves into false importance and perhaps
are trying to fool others, too. It's so easy to get caught up in the name
game of who's who. Sometimes our benchmarks change because we
are growing and stretching our abilities, but too often they change be-
cause we think that to be successful we have to use someone else’s de-
finition. Are we really trying to be successful or just to get approval?

My true success comes from making people happy. I try to con-
nect with people and make them feel better about their circum-
stances, be they personal situations or a corporate state of business. I
have lived through experiences that I can now use to help others im-
prove their personal and professional lives. When I have the opportu-
nity and honor to do this, I feel successful if I help others become
more successful. This doesn’t impress those who judge success by fi-
nancial standards. But for me, making people happy has usually re-
sulted in financial success as well.

I may not become well known for this, though, unless I proceed
to let everyone know that I thought I was largely responsible for their
success. Again, there’s the bad type of notoriety. Building others’ suc-
cess doesn’t necessarily put you on the lists of America’s top 50 entre-
preneurs, or Inc.’s 500 fastest growing, or Entertainment's 50 most
powerful people. About all you get is a ballad recorded by Bette Mi-
dler, singing “You are the wind beneath my wings.” Nice song, but
not enough to keep me going. If I wanted to get on those lists to feel
successful and become well known, it may mean abandoning what I
do best and neglecting my true gifts. Ultimately this will backfire, be-
cause if I am not doing that which is an extension of my true essence,
then it will not be that which I can do best, for the long term. What I
can do best for the long term is what will make me happy and make
me a pleasure to do business with! That’s the success cycle.

If building other people’s success makes you feel successful, be
prepared to be frustrated. Consultants know all too well that sharing
your experiences via business plans and strategic consultations doesn’t
ensure that people will use or implement what you have shared. But
when you are the best at what you do, no one can ever say that you
didn’t do what was right, but only that they didn’t follow what was
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best. There are some great recognizable business leaders whose busi-
ness it is to help others succeed: Tom Peters, Brian Tracy, Peter
Drucker, John Maxwell. So take heart. You can help yourself by help-
ing others.

The second wish I would have made in the past I would still
wish for today. I would like to build a brand that makes people think
and feel that it is successful. I would wish to be known as successful in
a variety of ways and to a variety of people. But rather than starting
with the question, “How do they define success?” and then trying to
become that, [ would ask myself the question, “What can I do better
than anyone else? What can I do that no one else can do because of
the experiences only I have had?”

Then I would market myself to those who define and admire my
kind of success. You've heard the expression or read the book, Do
What You Love, the Money Will Follow. My rewording of that is, “Do
what you like, and you'll be good at it. Do what you’re good at and
you'll attract the customers that you are meant to have.” You will be
the best at it. People will be drawn to your type of success. You will
have the inherent ability to define your strategy and set your course
because you have studied your brand map from the vantage point of
where only you have been. When you control the map and your au-
dience sees your expertise, they will follow you. They want a leader,
and you're it.

I honestly think it’s better to be a failure at something
you love than to be a success at something you hate.
—George Burns (1896-1996)°

Retail giant Target reported sales of over 45 billion in 2003. They
made Forbes Top Company list that year. Compared to Wal-Mart’s
sales of over 250 billion, they have room for growth. But how will
they grow? The Target brand tries to make its customers feel a little
more sophisticated than Wal-Mart or KMart. The way the store is laid
out, lighting, designer brands, and overall product offering is a little
more upscale than Dollar General. People told me they think the
store is a little classier than Wal-Mart and that’s why they register for
their wedding gifts there. It makes them feel classier.

In late 2004 Target embarked on a dollar item promotional area.
To be certain, the competition from dollar stores is increasing and
taking a bite out of everyone’s business. But if Target becomes known
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as a player in dollar products, how will that affect its brand? Will its
loyal customers be confused about the Target identity? Will they feel
like the promise of higher quality and a nicer shopping experience is
at risk? Is Target maneuvering its brand because it has changed its
philosophy and true identity? Or is it chasing dollars and trying to at-
tract customers to someone else’s success that it is trying to make its
own? If its true identity is a better shopping experience and product
selection, than why not make that more visible and attract the cus-
tomers that it is meant to have? I don’t know if Target management
has done the hard work of self-examination. I don’t know if they
have a brand manager at the highest level to protect its value. But this
change in product offering will result in a change of the brand, possi-
bly for better, perhaps for worse. Time will tell.

Brand Bling-Bling

I suppose I will always wish to be the brand that makes a lot of
money. Once again, this goes back to my true story that defines me
personally. Because I have struggled for money throughout much of
my life and have seen my family fight the money game and suffer for
lack of money, it will always be important to me as a tool that creates
security and a vehicle to help myself and others. Let’s face it, money
means something different to everyone, but it is almost always associ-
ated with opportunities and possibilities.

So imagine exactly what you want your brand to look like,
sound like, and feel like. Imagine exactly how you want people to feel
when they encounter your brand. You've made the connection be-
tween who you really are and what you really want from your brand.
Now, live your best brand.

Living this way to success isn’t pretending. It is identifying
through visualization—imagining and believing a set of behaviors
and actions that get you the results you want.

Brand Building Belief VIII

I will focus on my brand to get results and make its evolution
possible for the greatest possibilities of success. I will set clear,
achievable goals and take action to reach my objectives.
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Brand Builders

. How much energy do you put into protecting your comfort
zone? How much is this helping you and how does this hold
you back?

. Think of some of your personal and professional painful ex-
periences. How have they served you in the past? How can
you make them serve you in the future?

. Do you focus on what you are and disregard what you are
not? How can you pay attention to what you are not, so that
you can relate to others?

. What are the “-est” qualities that you wish for? Are these fea-
tures or truly brand results you seek?




Chapter NINE

Sustaining the Results
You Get from Your Brand

Success isn’t permanent, and failure isn’t fatal.
—Mike Ditka (b. 1939)!

that working for you?” When building your brand from the be-

ginning with your past and present true experiences, you have
to come to the point of looking at the results. You've identified them,
visualized them, and planned for them. Now ask yourself, how is it
working for you?

Some people have better experiences than others. Does that
mean that they will have a better brand than others? Many intelligent
people believe that isolation from customers in business is the ab-
sence of enough or the right customers. This is a mistake. The same
can be said for individuals who think that they aren’t connecting
with other people because of the other people. They believe that their
isolation is a by-product of another person’s absence.

Read this again. Your brand disconnect is not about the other
people. If that’s so, then what is it about? Your connection to your au-
dience doesn’t come from them. Nor does your detachment. It comes
from you. If your brand is emotionally detached, you alone have the
power to push it out of solitude. Your brand development doesn’t be-
long to any other person. It is yours and only yours.

This is the most important realization for your success. Realizing
that any failures you have are not the product of anyone else or even

Dr. Phil has a great line that the pop culture has adopted: “How's
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any other condition in the marketplace brings the failure into a place
where you can work with it instead of diverting your attention to
some temporary fix.

Distinguishing Characteristics

One of the biggest differences I advocate in today’s business world is
to bring your whole self to the workplace. Whereas it’s usually best
not to bring your work home, the old adage, “Leave your personal life
at home,” just doesn’t apply anymore. Now I'm not talking about car-
rying your personal problems and household gossip into your lobby
and through the workday. But I am talking about the essence of how
you might solve those problems. I'm talking about the joy or hilarity
that you are composed of that would give rise to amusing gossip.

You are a composite of joys, sorrows, deep thinking skills, and so
many other emotions and abilities. These are the traits that are both
innate and the direct result of all the experiences that you and only
you experienced in life. These have given rise to your unique finger-
print of hope and dreams and, yes, even your coping mechanisms.

Whatever is rare, whatever is different about you—this is
your value.

That is your brand. And when you bring those elements to the
workplace, you have added something that no one else can con-
tribute. Work with and build with those truths. Those are the things
that have created your true story.

I'm not talking about your sad stories or your bad stories. Re-
member that the things that happen fo you happen for you. I know
how hard it is to define and use those distinguishing characteristics.

Forty-five percent of singles say that the worst conversation
killer is the discussion of past relationships.? There’s a great line deliv-
ered by Renée Zellweger to Tom Cruise in the movie Jerry Maguire. The
two are on their first date and Jerry (Tom Cruise) begins the typical
sob story about his past broken relationships. Renée leans across the
table and says softly, “Jerry, let’s not tell our sad stories.”

Similarly, in business, people don’t want to hear about how you
hate your old boss or the company you're leaving. They don’t need to
hear about how some client screwed you or your plan for revenge.
These are not the secrets to tell. These are things that develop a belief
system that will hold you back and keep your brand down.
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Nip/Tuck

In the physical sense, there are few distinguishing characteristics that
cannot be easily altered without plastic surgery. Police officers will
train people to look for these physical traits as a way to identify them
later. Whereas hair can be quickly cut or dyed, a person’s earlobes can
be identified as attached or hanging. The amount of eyelid crease can-
not be changed without the knife. The tip of a nose displays the
amount of the nostrils’ opening. These are lasting physical character-
istics that distinguish one person from another.

What are the characteristics that cannot be altered about you,
and hence about your brand? We haven't really discussed the differ-
ence between the traits that people can change and those they can’t.
The expression “You can’t change a leopard’s spots” reminds us that
some things just never change, no matter how much a spouse nags or
a counselor counsels.

Women need to like the job that the man in their love life has.
Men know that. That’s why men create names for their jobs that
will impress women. They’re managers or supervisors of recycled
engineering (garbage man). They're directors of human resources
(mall information booth). In a Seinfeld episode, a woman with
whom Jerry has been involved dumps him because she sees his
comedy act and doesn’t like it. She can’t be involved with him if
she doesn’t respect his work. A man has to brand himself to get the
results he wants. People look at other people’s jobs as an outward
display of their true identity. It’s part of their brand. So we all nip
and tuck at ourselves to make permanent what might not have
once been.

Price versus Cost (What Price Will You Pay?)

It is one thing to establish and grow a brand in a marketplace that has
a need for you or where there is a void in the landscape. Additionally,
it is easy to put your brand in the face of your consumers in a robust
marketplace because there is ample opportunity to do business. It is
quite another thing to be recognized, become memorable, and gain
loyalty in a flat or oversaturated industry.

Brands that have gotten worldwide results have done so with
skill and luck. Here are some of the ways you can skillfully get the re-
sults your brand deserves.
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Get in Their Face

I had ordered a special bed—half for medical reasons and half for lux-
ury—that was more of an amusement park ride than a mattress. The
order was written wrong and the delivery was fouled up. I had repeat-
edly done business with this particular large, upscale furniture store,
Sprintz, for its service. Good service doled out by great personnel was
their brand when you could find the less expensive product in many
other locations. I needed this bed. I had counted on its delivery. [ had
a moment of doubt that the company had let me down when the
busy owner, Mr. Charles Sprintz—alerted by my salesperson, Denise—
called me himself to apologize and promise to do everything he could
to make me feel good about being a customer with them. He did more
than fulfill that promise. He fulfilled the promise of his brand, mak-
ing me feel special. Many of us feel special when the president of a
company makes a guest appearance at a meeting. We should. Every-
one has many places to spend their time and when they spend it with
you they are saying, “I respect you and you’re important.”

Remember that the prize in our brand competition is attention.
We have realized that we need and want brand attention and that our
businesses depend on getting attention—as long as it is for all the
right reasons. Conversely, no amount of attention is too much for your
customers. There is no substitute for face-to-face business to establish,
build, and protect a brand. Go ahead, make it personal. Defy the
trend toward electronic communication. Remember one of the most
important branding rules: Be human. Good branding incorporates as
many human senses as possible. And there is no replacement for the
touch of a handshake, the smell of human contact, and the feedback
that all the senses can give immediately during person-to-person in-
teractions. The nonverbal cues noticed in personal contact are enor-
mous and have enormous possibilities for the growth of a company
and your brand.

I believe in constant contact. If the goal of branding is making a
connection to your audience (and it is), then there is no better way to
do so than in person. A radio ad campaign playing at the start of 2004
featured a recorded voice saying, “This is Gigantic Medical Offices. To
schedule an appointment, press 1. To schedule an appointment this
year, please call back next year.” Another medical ad campaign goes,
“Here is your new doctor, X19.” Then a robot voice proceeds to misdiag-
nose the patient with appendicitis and try to anesthetize him although
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he has come in for cold medication. Both ads are exaggerating how im-
personal many companies can be and are branding their business as one
that is extremely human and personal. They are building brand power
based on the power of human contact.

A classic example is Sam Johnson’s company, SC Johnson Wax.
In addition to advertising their myriad of home-care products, from
Pledge furniture wax to Off! insect repellent, they now display and
voice the tagline, “Johnson Wax, a family company” at the end of
every commercial. They are trying to touch the consumer by portray-
ing a human dimension to their product. As one person in the com-
pany’s hometown put it, “They are really in the business of
manufacturing poison, so they need to show their better side.” In fact
the Johnson family is responsible for too many works of charity and
philanthropic acts to mention. Their generosity is unparalleled. By
connecting their name to the already successful product line they of-
fer, they will effectively compete with their growing competition. In
the summer of 2004, the legendary CEO, Sam Johnson, died; but his
company’s brand will outlive him—a huge accomplishment for a
company founded and named for an entrepreneurial individual.

They have what no other competitor has: the Johnson family
and the Johnson tradition of giving back to the community. Even
if they can’t actually meet every customer, they can at least remind
us that a real family is at the heart of the business that cares about
our family.

It is much harder to forget someone with whom you have
shared a laugh—not just heard it over the phone or, worse, seen it on
an e-mail smiley face. When you are with someone in person, you
can overlap all the senses at once for maximum impact and brand
building. It stands to reason that since you are human, the best way to
represent you is with all the human qualities and characteristics that
you can muster.

We have discussed building your brand with the essence of you,
so stop and think about the advantage you bring when you arrive in
person. Only you have your tone of voice, your touch, your smell, and
your look that cannot be copied. Who better to build your brand
then? Whether this is actually you or your company carefully grown
to represent your brand, the purpose is the same: Your much-visited
clients will respond with greater loyalty and more business.

Obviously we cannot be everywhere all the time. Nor can we al-
ways afford the time or expense of traveling to our audience and
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clients. But still the same rule applies: Use as many human character-
istics as possible to communicate the essence of you—which is the
essence of your brand.

I was happily surprised one day when I received a note from the
president of a children’s entertainment company, expressing his plea-
sure and astonishment over my handwritten thank you note to him
for awarding Dalmatian Press an important contract. I had made a
small impact on him. I had extended the very essence of our com-
pany philosophy, “Let’s make a difference in people’s lives,” by mak-
ing my note personal so that he could see my handwriting, with its
suggestions of thoughtfulness and care. These were some of the very
reasons his company had chosen to work with us over our bigger and
less personal competitors. He was just e-mailing me his acknowledg-
ment that we were special.

Show No Mercy—Audit Your Relationships

This is a hard but fast rule to observe—hard in the sense that we want
to live by the golden rule, which tells us not to be cruel, but fast in
that cutting off contact and business with damaging clients must be
swift (and possibly painful). When associations are more about dam-
age control than they are about growth and development, we need to
ask again, “How is that working for you?”

There’s an old fable in which a wise father tells his son to
pound a nail in a fence for every wrong he committed. After apolo-
gizing for each misdeed, the boy is allowed to remove the nail that
represented the wrongdoing. At the end of the lesson, when all the
nails have been removed, the father reminds his young son that al-
though the nails have been taken out, the holes caused by his un-
kind words and deeds will never go away. That is the tale of brand
bashing.

Now that you have defined who you are and the essence of your
character, put the spotlight on what you want to become rather than
on what you are trying to not to be, or rather not be called. Con-
stantly rethink your clients and customer base in terms of their drain
on your time, energy, and brand. Rethink your associations as to
whether they enhance your true story and retell it in their own value-
adding way, or detract from and destroy it. If they aren’t adding to
the sum then they are subtracting from it. There is no such thing as a
static relationship in business.
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All the revenues and profits in your world cannot offset the
losses of brand damage. Your net value will be greatly influenced and
will again be the sum of your financial and intangible worth.

Reconsider Bonding

We all tease each other about bonding opportunities and bonding ex-
ercises. We know the importance of father-son bonding and many
other types of bonding. So, in light of the preceding caution about re-
lationships, apply this to your brand growth. You don’t always have
to go it alone. The right alliances can definitely help build your
brand. Good strategic partnerships can catapult your brand onto the
radar screen. The price you pay can be anywhere from an equity posi-
tion in your company to the purchase price of licensing deals to the
distribution margin points in the sale. But the real cost is the risk of
not being able to control that company’s brand equity. Imagine part-
nering with a strong company that soon becomes riddled with a scan-
dal or liability.

Tim Welu, CEO of Paisley Consulting, had just that experience.
In 1998 he began what seemed to be a fortuitous relationship with
one of the biggest of the big five accounting firms. Yep, Arthur Ander-
sen. The Arthur Andersen name became something of a joke when its
2001 meltdown occurred in the wake of scandal and legal battles. Tim
Welu can, however, call the whole of the experience a positive rela-
tionship. He himself should be congratulated for making one of Inc.’s
lists as one of the country’s 500 fastest growing companies. But he
also defines the ordeal as being a double-edged sword. His experience
illustrates that even the most promising relationships have unfore-
seen risks.

Another cost of bonding is that your brand has the potential for
getting diluted or even covered up by a strong brand. Dalmatian Press
was sometimes initially mistaken for a Disney company. The associa-
tion with Disney’s movie 101 Dalmatians was natural. And although
Dalmatian Press was happy to have the halo effect of kids being inun-
dated with Dalmatian puppies, we were also quick to differentiate
ourselves distinctly, quickly, and meaningfully.

Bonding with another strong brand should never be substituted
for building your own brand. Its purpose is not to copy someone’s
brand or be something that you really are not. Bonding is just that:
combining your very real and valuable brand with someone else’s by
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association. There must always be a clear division between the two. It
must always be understood where one leaves off and another begins.
If you don’t maintain that distinction then you have really sold your
identity—and nothing should cost you that much unless you are in
fact intending to sell out.

Think “Pretty Woman”—Kiss Up to Your Customers

Who can forget the wonderful and enviable Rodeo Drive scene in the
movie Pretty Woman, starring Richard Gere and Julia Roberts? When
they were prepared to spend an obscene amount of money they re-
quired only one thing: a lot of sucking up from the store. And the
store was only too happy to oblige. Were they remembered by the
pretty woman? Most certainly. She made a point of going into the
store that had snubbed her the day before and pointed out their
costly mistake in not paying her attention.

Here’s the rule: To get attention you must give attention.

Now I am really not suggesting that you give meaningless and
insincere attention to your customers. That is a price not worth pay-
ing. But the right kind of service will be remembered. And the only
thing you have to offer that your competitor doesn’t is you—you,
given in a timely manner over time. Happy customers may not ex-
actly remember everything about your business, but what they will
remember, and what will stay with them, is the feeling.

You want them to have a good feeling! Unhappy customers
quickly turn into brand bashing and lost business. Happy customers
become your best salespeople. If a customer is unhappy with your
company, they lose trust and loyalty to your brand. Everyone has to
be in charge of the brand.

Make them happy. Get in their face and make it personal. If they
are not happy, get in their face and get a quick and meaningful reso-
lution to the problem.

I once had a colleague who accused me of being the ultimate
schmoozer in business. She was implying that I was a phony because I
was so friendly with all my business contacts. In truth, I told her that
I did try to make friends with my business associates. I did this for
two reasons.

One, I genuinely believe that there is something about everyone
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to like or at least some common interest we can share. So I am always
searching for clues about activities or associations that I can use to
launch a conversation. When we have a common denominator, we
have a basis for remembering each other. This leads to my second rea-
son: There are so many people to do business with in our market-
place, we might as well do business with people we like. So be nice. Be
sincerely nice.

When building a brand you must think of yourself as the con-
summate public relations department. Relentlessly pursue the result-
ing referrals. Relentlessly be nice to your customers and contacts. It
will come back to you, directly or indirectly. It will be a crucial com-
ponent to your brand identity.

The most important single ingredient in the formula
of success is knowing how to get along with people.
—Theodore Roosevelt (1858-1919)3

Stay in School, Do Your Homework,
Stay the Course of Your Map

The problem with the execution of plans is that it just isn’t as much
fun as it was to come up with the ideas. Execution is the stuff that vi-
sionaries and leaders delegate to others to do, right? Wait a minute.
Do great CEOs and Nobel Peace Prize winners execute their own vi-
sions? Yes!

Great brands are inherently about executing the promise. They
are built by leaders who realize that unless I can make it happen, my
brand is just an unfulfilled promise. Doing homework has nothing to
do with luck and everything to do with work. In a flat or saturated
business field, a brand is all you have to build on. In this type of envi-
ronment it is even more frustrating to compete with price or features
as the motive for sales and attention. Build the brand. Greatness is be-
yond the plan. Don’t break the promise.

Build the brand by doing the work required to “know thyself.”
Don’t even think about serious brand building until you know every-
thing there is to know about your character and what you are made
of. Then, study everything there is to know about your clients, your
audience, and your competition. When you are armed with that type
of understanding, you will have insight and credibility and the
knowledge to follow all the previously listed rules.
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Being Special Isn’t Special Enough

If you want to build your brand, you understand that its purpose is to
say you or your company is special. But being special isn’t special
enough. If you want your true story to be successfully told with your
brand, then it must clearly reveal its core benefits as well as the story.
The story doesn’t mean anything to your audience unless it has some
benefit to them.

At Dalmatian Press I respond to sales, marketing, and creative
presentations with the same reaction, over and over: “So what?”
That’s become our code for “Don’t just tell me about a feature this
product has, tell me what the unique benefit of that feature is.” A fea-
ture is meaningless unless it is attached to a benefit for the customer,
audience, or whoever comes in contact with it.

If we are developing a book with 128 pages, I ask, “So what?”
Someone responds, “Well, it provides more hours of fun.” So say that.
If the toy has educational content I ask, “So what?” The product man-
ager defends himself: “Parents will be getting a toy that is fun and
teaches children easy counting lessons at an early age. It will help pre-
pare them for kindergarten and give them an early sense of achieve-
ment.” So find a way to say that.

Coca-Cola doesn’t just advertise the fact that it is a good-tasting
beverage. It ties the beverage feature to the benefit of refreshment.
Their web site says, “Refreshes people across the world.” In other
words, Coca-Cola doesn’t build their brand solely on the feature that
it tastes good. They build their brand on the whole story: The good
taste makes people feel refreshed.

Know how your brand benefits those who contact it. And under-
stand that what your audience values today they may not want to-
morrow. Your feature, or the essence of your brand, doesn’t
necessarily change, but how it meets people’s wants and needs will
evolve as times change. For example, bottled water companies had to
change the way they communicated their brand to meet the chang-
ing desires of their customers. The bottled water brands are built on
the essence of clean, pure water. At first they emphasized the benefit
of safety, people felt secure when they thought of the brand. Over
time the desires of bottled water consumers have evolved, and now
the brands promise health and energy. The feature never changed
(clean water) but a different benefit was explored and delivered.

If you manage a powerful brand, you need to keep in touch with
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how your audience’s wants and needs are changing. You must actu-
ally anticipate how their wants will evolve. If you do not have a dom-
inant brand right now, it is still possible that as the world’s wants and
needs change, your brand will be better able to offer the right benefit
over another brand.

If you have a powerful personal brand, the benefit you offer your
organization today may not be beneficial to them tomorrow. Should
you change or try to become something you are not? No! Be yourself
but find the opportunity to share how your true features provide mul-
tiple benefits based on different needs and wants.

The point here is not to make you feel that as trends change you
either have to change who you are to succeed or you're out of luck. It
is to remind you that you have to constantly monitor change and
search your experiences to see how you can relate to the change. How
can your true experiences be beneficial to others? Pay attention to
others’ changing wants and needs, and they will pay attention to you.

Protecting the Prize

Not everyone wants fame and fortune, but most people want to guard
what is theirs and feel safe from crimes of theft and fraud. We all seek
something in life. We’re looking for more responsibility, reward, op-
portunity, and whatever else we define our personal and professional
success with. We are all looking for more, or, as one game show host
said, what’s behind door number two. And as we accomplish our
goals and reach our target, we want and need to protect what is
unique and personal to our lives and achievements. Today it is be-
coming increasingly difficult to protect our assets in any form. When
we incorporate our business and finally establish a successful corpo-
rate identity, we are in constant danger of being robbed of its value,
whether it is intangible value or tangible worth.

Today we have complicated copyright and trademark laws de-
signed to protect ideas, designs, and literary works. Our founding fa-
thers wanted copyright terms to be only 14 years with an additional
14 years if the author was still alive. Others argued that in America,
land of the free, there would never be a lack of expression and a flow
of new ideas. But think about what has happened with the great
works of Disney and Irving Berlin. Ideas that build our great society
are limited from expression as they are restricted within the confines
of today’s copyright laws. Today, fierce opponents of these laws cry



Sustaining the Results You Get from Your Brand 193

out, “Give up those rights you've had for too long! It's not just the
right thing to do, it's a right.”*

When is there too much government regulation and when is
there too little? In 2003, the Supreme Court has made it harder for
companies with famous brand names to protect their names and the
value associated with them. The Court denied a claim that imitators
dilute the value of a famous brand. The Court’s unanimous decision
involved a lawsuit brought by the owners of Victoria’s Secret, the
huge lingerie chain, which sued a small strip shop company called
Victor’s Little Secret. Victor’s Little Secret, owned by Victor and Cathy
Moseley in Elizabeth, Kentucky, sells lingerie, adult videos, and adult
“novelties.” Originally the store was named Victor’s Secret, but it re-
ceived complaints from Victoria’s Secret, a business unit of Limited
Brands Inc. When the name was changed to include the word Little,
the big chain complained that the small store’s lingerie and adult toy
business “blurred and tarnished” its famous brand. The Court ruled
that the use of the name Victor’s Little Secret “neither confused any
consumers or potential consumers, nor was likely to do so.”’

Personally I believe that this small chain does tarnish the reputa-
tion of the big chain, Victoria’s Secret, and drags it down into the
realm of soft pornography. In recent years, Victoria’s Secret television
commercials, catalogues, and special broadcasts have become so
overtly sexual that any association with the pornography businesses,
intentional or not, will put the stamp of crude porn all over it. In my
opinion, Victoria’s Secret is riding a dangerous tide of sophisticated
sexuality and crude pornography. It must protect any association that
will push its reputation over the wrong edge of its goals.

In 1995, Congress amended the Trademark Act to cover “dilu-
tion of famous marks,” defining dilution as the “lessening of the ca-
pacity of a famous mark to identify and distinguish goods and
services.” Congressional debate used examples such as Dupont Shoes,
Buick Aspirin, and Kodak Pianos.® Here’s my question: How does any-
one prove exactly what dilution is? How can anyone calculate finan-
cial harm and measure the loss in products or services sold? This
ruling will encourage people like Victor Moseley to associate them-
selves with successful brands and rip off famous marks because no
one can prove the exact damages. How can you protect your brand?

Now let’s examine why Victor’s Little Secret chose to attach it-
self to Victoria’s Secret. Obviously Victor Moseley knew that his com-
pany could quickly ride the coattails of the big chain’s efforts in
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advertising and successful marketing. With this name they could
leap past years of work that would explain what their product was.
They captured the customer’s attention with the built-in and un-
aided awareness of the words Victoria and secret. They evoked all the
emotions of intrigue and sexuality that Victoria’s Secret had spent
years and millions of dollars building. And with the play on the
words Victor and Victoria, they put a clever spin on their brand’s
promise. Brilliant? Or just easy?

Well, it certainly was easy. And as an angle to launch a business
it was clever. But when a company so blatantly defines itself as being
like the other guy, rather than as itself, it may launch a business but it
will never sustain it or grow it. Now, for better or worse, Victor’s Little
Secret will always be associated with Victoria’s Secret. In good times
and through bad times, the little company will have less control over
its identity than if it had been true to itself from the beginning. From
now on it will struggle to define itself; instead it will be mostly de-
fined from outside influences. Any points of differentiation will take
considerably more effort, and the very thing that it hoped to build its
success on could become the albatross around its neck.

It will never have the dignity and strength that comes with indi-
viduality and being special to the consumer. It will always have the
reputation of being a clever copycat. Again, this may have been a
good starting point for the store, but it will not be a great pathway to
long-term and continual growth. Perhaps it never wanted greatness.

The Name Game

Companies that try to mimic other companies in name and in brand
do themselves a disservice. Eventually they realize that they should
try to outdistance and outperform the one they were copying in the
first place.

The only company who successfully built a brand on being sec-
ond was Avis. In the 1960s Avis, number two in the rental car market,
turned their true experience into their amazingly successful brand
campaign. They convinced customers that being second made them
try harder, and trying harder was a brand feature more valuable than
market share or being the biggest. The “We try harder” program told
their true story. It touched consumers’ hearts and, I believe, made us
root for their success. It seemed to be a personal admission of their val-
ues, which was memorable because it was emotion over information.



Sustaining the Results You Get from Your Brand 195

Brand Building Belief IX

I can protect my brand best by building on the only thing that
no one can copy: my true experiences.

Brand Builders

1. List the features of your brand.
2. What are the benefits of these features?

3. How are the benefits of your brand tied in to your true expe-
riences?

4. As the needs and wants of your market or audience change,
can you turn to other benefits that your true self can offer
without changing who you are?




Chapter TEN

Conclusion—Back to You

Getting people to like you is simply
the other side of liking other people.
—Norman Vincent Peale (1898-1993)!

Your Brand and Your Competitive Edge?

There are so many ways that a brand gives you an advantage in life.
We’ve discussed how being memorable is essential to both business
and personal relationships. We've realized that we can maintain that
memorable, unique identity when we feature the one feature that can
never be copied, and that is our true-life experiences. Now let’s look at
one more edge your brand will give you.

Your brand will give you permission and approval to do the things
you never allowed yourself to do before. Having a powerful brand is in-
toxicating. It fills our heads with thoughts of grand possibilities such
that we have the boldness to step out beyond our stifling behavior that
usually holds us back. When we have a strong brand that is compelling,
influential, and important to other people’s lives, we do things that we
don’t usually allow ourselves to do. We say yes to invitations that we
don’t usually accept. We make calls to people that we once were afraid
to call. We go to sleep peacefully and wake up excited to start the day
because of the confidence we now live with. A brand gives you the edge
of freedom: freedom to be who you really are and all that you can be.
Your competitive edge is that you hold all the keys to your brand.

More and more we see evidence that phony corporate images are
dying slowly. In addition, the concept that organizations should have

196
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an active social conscience is growing by leaps and bounds. Both of
these telling trends point us in the direction of integrating our personal
brand into our professional brand. Your professional brand will benefit
from the personal experiences you have tapped into, and your personal
brand will benefit because professional brands simply don’t last as long.

Someone called Dr. Smith may enjoy the prestige and power
that his positional brand brings. The “Doctor” brand makes people
feel respectful and impressed. But after the job is done or the doctor
retires, only the personal brand remains to draw strength from and
sustain the results you want in your life. Combining your personal
brand with your professional brand will tell a story that has the maxi-
mum impact on your success.

We see television sitcoms all the time that depict a powerful
CEO who comes home, where he is henpecked and dominated by his
wife. One of the most famous Christmas movies of all times, White
Christmas, revolves around the attempt by Bob Wallace (played by
Bing Crosby) to honor his retired army general, now living as a custo-
dian of an old Vermont Inn. His sentimental song sums up the prob-
lem with positional/professional brands with the chorus, “What do
you do with a retired four-star general?”

Colin Powell, the United States’ sixty-fifth secretary of
state, is quoted as saying, “Don’t let ego get too close to
your position, so that if your position gets shot down, your
ego doesn’t go with it.”?

The same is true of your brand. Positions are just features that come
and go. If your position goes, you don’t want your brand to crash and
burn with it.

A company could—and I think this is a common challenge—try
to extend its corporate values or founder’s values into the market-
place, assuming that its values will resonate with the market as well as
they do with the employees or the founder. I founded Dalmatian
Press on the values of making a difference in kid’s lives by creating
wholesome products that were packed with value and quality and
sold for a low price. On top of that, the parent company added the
values of following Sam Walton’s model of business success defined as
superior service and relationships with the retailers.

For years I directed product development to share those values. I
know this is the source of many frustrated creative processes. I ex-
tended my values for wholesomeness onto our product line even
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though the marketplace showed a demand for some of the most vio-
lent and horrific cartoon characters. I had certain values—call them
inspirational—that I developed from my personal experiences and
wove them into the consumer product line of Dalmatian Press. These
values became part of the Dalmatian Press brand. We even got letters
from parents who said that when they saw the Dalmatian Press spots
on the book spine, they felt they could trust the product to be squeaky
clean and a great value. Sometimes it was evident that the market
would bear a much higher price point, but that’s not our brand. We of-
ten priced books at a dollar less than our competitor’s book product.

Our competitive edge continues to be that we know who we are
today, and we will continue to ask tomorrow, “Who are we today?”
What are the constant values that we can bring into the future? What
are the evolving values that we should incorporate into our current
brand without losing focus and brand awareness? We hold the key to
brand success because we can unlock the treasure chest of the real ex-
periences that make us authentically unique. These real experiences
will be our best and most powerful connection to the world. And as
the world changes, we need to harness our new experiences to stay
real to the world.

You’ll Find Your Brand as Much as It Finds You

Who'd have thought that with all the marketing platforms we've
built to create bigger brands—web sites, simulcast, computer graphic
imaging, MP3 communications, 127 television stations—we’d be
looking at the proverbial smoke and mirrors instead of authentic
brand images? In our personal branding there are a growing number
of ways to market ourselves, from plastic surgery to video dating to
life coaching. But you will find your brand as much as it finds you. It’s
like Michelangelo told us: the sculpture is already in the stone.

Once you determine who you are through and through, you can
go to the end of the mission and work backwards. Your ultimate mis-
sion is to figure out what you want your brand to stand for and what
response you want to get whenever people hear or see your brand
name and image.

I believe that your brand identity will find you as much as you
find it. Imagine my surprise when the whole world of branding found
me. There is a long list of skills that I have not mastered, a lack of
skills that downright embarrasses me. But this I know, branding is as
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much about book knowledge and following marketing models as it is
about gut instinct and an intuitive knack for getting it. Branding is
something that I get. I have always been drawn to the magnetism of
strong brands. I could sense when it was the image more than the
substance and clearly define which was which. Branding strategies
and efforts are not lost on me. I love to feel them and study them and
play with them. When you find someone like that in your personal or
business life, my advice is to use him or her however you can to im-
prove your branding strategy.

But first, know that as you define your story, your true story,
you can take control of the brand message that you send out. What
you can be sure of is this: Every day, you are in business profession-
ally or personally and you have a chance to exhale your very own
breath of life. You breathe in and out as you live your brand and tell
your true stories. For that reason, I love the expression, “Mind your
own business.” Get it? Mind your business! Pay attention to it, and
others will pay attention to you for all of the right reasons. Breathe
your brand in and out. You can either breathe deeply or gasp little
shallow breaths of air.

When we are overwhelmed, unsure, or nervous we breathe dif-
ferently. We breathe from the throat and with our ribcage instead of
the diaphragm. This breathing is shallow and ultimately uncomfort-
able because we’re not getting enough oxygen—we’re being poisoned
by CO,! This is a physical metaphor for branding based on your true
story. If you are unsure of your experiences, if you haven’t analyzed
them and defined what they mean to you, then you will be unsure of
your brand and will be tempted to copy someone else’s brand. If you
are unsure of your brand, the effect will be shallow. The best branding
starts from deep inside of you. It is all that you are. It is you in your
best light. And it is vitally important for you to share it. If you try to
be something you're not, you won't have the endurance to sustain
you through good times and bad times.

Brand Maturity

A lack of maturity often accounts for bad brand decisions and strate-
gies. It's ironic that brands are best built from the start, exactly when
you don’t have maturity. Consider how young people lack maturity
to develop smart brand strategies. Young celebrities are good exam-
ples of young brands gone bad because they didn’t have the maturity
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to examine themselves and know what to do with the information
and emotion they turn up.

Country music sensation LeAnn Rimes was set for unprece-
dented success when at age 11 she first recorded her single soulful hit
song “Blue” (written by Bill Mack). She was so young and innocent.
Yet she admits, “It’s funny, when I was young, I always wanted to be
sexier than I was and now I'm so glad that no one let me do it.”3

Young companies are often in such a hurry to be all grown up
that they will focus more on their future than on their precious, pre-
vious experiences, limited as they may be. At Dalmatian Press we
were tempted to hire some of the heavy hitters in the industry for
vice presidential positions. We wanted instant respect and status.
How silly that seems now. The very concept that brought us to the
top of our retail buyers’ awareness was that we were a young, innova-
tive group of individuals. Our story is that of a small organization
with the senior management doing the sales calls themselves. It was
the fact that we weren't stale that was intriguing and captivating to
the buyers. It’s a good thing we chose not to bury that story under the
hiring of people who couldn’t tell our true story of a start-up.

You have the choice at this moment—and this is the only mo-
ment you have for sure—to exhale deeply and show the world who
you really are. Show them the good stuff that you were born with.
Show them the stuff that happened for you because you turned it to-
ward your goals and purpose. And show them the real stuff that you
were destined to become.

I don’t want to put you on the defensive by telling you that
you need a brand. A far more powerful motive for you is to
believe that you deserve a brand.

In the summer of 2003 I took a young girl to see a movie called
What a Girl Wants portrayed a teenager trying to adjust to her newly
found family and environment. She tries so hard to be the type of
success that her new family expects, that she forgets who she really is.
I left the movie thinking this: “Why are you trying so hard to fit in
when you were destined to stand out?”

If your life ended tomorrow, what would you regret not doing?
Who would you regret not being? For many of us, the answer is, “I
wish I could just be myself.”

Even when we go to funerals we hear someone say, “They looked
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like themselves.” What does that mean? I can’t say whether they re-
ally did or not, but I can comment on what they meant. We all desire
to be ourselves, the best of our selves. And even in death, what we
hope for others is that they lie in peace as themselves, no longer try-
ing to be what they were not. That’s the final compliment we offer,
that they look like themselves.

Anyone who has built a business of any kind can tell you that
at the end of the day, the fiscal calendar, or even a liquidation, you
probably don’t want to be remembered for the image you were try-
ing to fake. You want to be remembered for what lies behind your
strategies, your results, and your business plans. Hopefully, you will
be remembered by others for who you are. Don’t quit while asking
the question, “Who could I have become if only I had known who I
really am?”

The gift you give yourself when you recognize who you really
are is a gift that you give to every other life you touch. Whether you
brand yourself or are branded by another lies in your hands. As much
as you make powerful impressions on other lives, you are the single
most important influence on your own life.

Don't get so wrapped up in the nonessential stuff of branding
that you don’t really know yourself and enjoy yourself. If you have
the chance to be branded or to brand, I hope you brand.

Share Your Story

When it comes to sales and marketing, branding is probably the most
overused term today. The problem is that most people don't really
know what good branding is. Testing and evaluating your brand are
essential tools for learning and growing your brand. Let’s review spe-
cific communication strategies to test and build your brand. When
you pass these two tests you will be on your way to enjoying a more
successful and satisfying life.

1. Communicate Your Brand with Integrity

Simply stated, you've got to tell it like it is. You've got to develop
and communicate your brand with absolute accuracy. No matter
who writes or designs for you, you must demand accuracy. Whether
your brand is boldly stated, implied, or suggested, be meticulous.
Be precise.
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Integrity has as much to do with intellectual information as it
does with an emotional dialogue. Some companies complain that
they don’t think their customers understand their brand or really
connect with their goals. Of course not—not if their brand lies!

Does your brand tell the truth? Does your audience believe that
you are telling the truth?

2. Brands Must Be Built with the Means
for Two-Way Communication

A one-way brand tells its story but never listens for the reaction. A
brand that has no means to accept feedback only exists to say,
“Hey, look at me!” It’s all about me, me, me. It puts itself out there
but doesn’t care if anyone really gets it. If that’s how you brand,
then all you know is what you'’ve said, and you haven’t a clue about
what’s been seen, heard, or felt. Result: Lack of action. Brands must
actively talk and listen. Does your brand have the means for two-
way communication?

What Do You Know for Sure?

This chapter evolved out of my favorite question, what do you know
for sure? What is the one thing you know for certain? When you are
in the habit of asking yourself this question every day, then you are in
the habit of constant and useful evaluation of your self. And when
you do that and make choices based on your evaluation, then you
can answer another question with certainty: Will you let other people
define you? Or do you know yourself well enough to represent your
true self with your true brand identity?

Even when people like you and love you, keep challenging your
habits. Don't let people’s praise keep you from constantly improving
yourself with self-examination. Don’t let your habits let you off the
hook from continuing your constant self-examination. You must un-
derstand your story in the context of current times.

What do you know for sure? Asking this question or some form
of it is a little frightening. When I started to wonder about what was
true and certain, I came to an alarming conclusion. I had been play-
ing it safe for years. I had had opportunities to start new businesses
but couldn’t (or wouldn’t) because the timing was never right, I didn’t
have the money or education or something. But the truth was I had
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all of those things, as much as they were truly necessary. What I didn’t
have was the certainty that I would be successful.

What [ knew then for certain was that fear was paralyzing me
and holding me back. A wise friend said to me, “You can continue to
be very successtul doing what you're doing and play it safe. But you
are like a ship in the safe harbor. And ships weren’t meant to be safe.
They were meant to sail across deep water, rough and wild, calm and
true.” I knew then that this was my truth and that I had to live from it.

Will you let others define you and your brand? As you enter this
new phase of your business growth, focus on what is true for you. Ex-
amine your whole self and let it serve you and others. So what do you
know for certain?

We all want to be something special, and some of us
manipulate the world around us to put ourselves in a
special light. But it is really a shame if our life is going just
the way we want it to go and not the way it really should.

We are all conditioned to focus on our external conditions. We
learn from the earliest age that the stove is hot and the street has fast
cars. The older we get, the more we concentrate on what we think oth-
ers are thinking. We spend a lot of time wondering what others are
thinking. When we think we know, we even conjecture about why peo-
ple feel the way they do, especially when we think that others are think-
ing or feeling badly about us. Challenge what you think you know at
every opportunity.

The Language of Your Brand

What exactly is the right language to speak in when creating the emo-
tional dialogue with others? It has nothing to do with the words you
choose and everything to do with your intent and purpose.

There is something in the human heart that wants to be moved.
It is why we feel stirred when the Olympic flame ignites. It is why we
tear up when we see sentimental movies. It's as if it is happening to
us, if not for real then at least in our hopes and dreams.

If you have the right intentions, you can create the powerful
emotional dialogue with your brand language. Then your language
will be understood clearly and you will achieve the best possible re-
sults. When you are true to who you are, your communication will
carry the truest intentions for a positive outcome.
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I think one of the keys to building brands based on your true
stories is to stop trying to change others. Change the way you express
yourself. When you go to Spain, it is helpful to speak Spanish. When
you go to your audience, speak their language while expressing your
true identity and story.

Testing Your Brand for Effectiveness

Test how your brand is positioned with the following five sets of
questions:

1. Does it incorporate both the personal and professional experiences
that you have defined? If one brand erodes, does the other one
shore it up? Does your company use the valuable personal experi-
ences of the management and employees? Do the personal brand
identities flow smoothly into the corporate or organization’s
brand identity?

2. Do you actively resist the temptation to live by old habits?

3. When you have personal or professional policies and procedures,
do you challenge them and ask if they were part of the old you?
Do your current brand policies reflect the stories of the current
you?

4. Do you see evidence that the marketplace or your audience,
friends, and associates connect with who you are and what you of-
fer? Or are you stubbornly holding on to an identity that you de-
fend because “I am who I am and the world will have to deal with
me, like it or not!”

5. Are you paying attention to your development that ultimately
pays attention to the needs and wants of others? Are you learning
to speak your audience’s language?

When was the last time you made a significant change in how you
conduct your personal or professional business? No change proba-
bly means that you are not paying attention to yourself and your
true stories. My friend thinks she shouldn’t have to change because
it implies some kind of a cop-out. “I am who I am,” she says. I
asked her, “Are you getting the results you want in life?” Silence,
then “No.”
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You have a new plan now for developing and succeeding with

any kind of brand. The four final tests of brand worth—if you are
about to make the commitment—are as follows:

1.

Does your brand involve everyone? The greatest resource we have is
our true experiences. Know them. Define them. Tell them. Share
them. How does your personal or professional brand create new
stories in the lives it touches? We create new experiences with con-
stant feedback and exploration that invite expression and sharing
of true stories. “Words are, of course, the most powerful drug used
by mankind” (Rudyard Kipling).*

2. Is your brand empathetic and compassionate? Any brand must con-

nect with the audience’s heart and soul. And then it must fulfill
the promise that it can improve their lives and contribute to a bet-
ter world at large. People everywhere want to know that the
brands they choose share their social, ethical, and moral concerns.
“No man is so poor as to have nothing worth giving. Give what
you have. To someone it may be better than you dare to think”
(Henry Wadsworth Longfellow).

3. Is your brand dynamic? Does it reach, stretch, and permeate with

every experience, or is it just a static image? Does it go beyond the
intellectual encounter and become a human sensory experience?
It’'s not what you say and what they hear, it is about how you say it
and how they feel. “An image is one thing. A human being is an-
other” (Elvis Presley).6

4. Does your brand speak across all platforms? Today’s brands must

communicate equally well across all types of media, from print to
television. How will your experience translate across the tele-
phone lines and e-mail with the same result? Is the message unde-
niably clear? “Be yourself and no matter where you go, there you'll
be” (Chris Hilicki).

Is your brand working for you? If you examine the relation-

ships around you and people are constantly put off by you, you
need to reconsider whether the brand you are building is really one
of destruction. It simply isn’t truthful to go through life with the
attitude and expression, “Well this is who I am. I can’t change, so
like me or leave me.”
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Change the World

Everything we do and don’t do represents us. The things we buy
stand in our place for who we try to be, whether it’s the sports car, the
house, or the style in which we furnish our home or office. We go
through our country stage, our high-tech stage, our sexy stage. When
we make changes we even say, “I'm not country anymore, I'm tradi-
tional now,” or, “At home I'm art deco but at the office I'm contem-
porary.” So we try to let an obviously recognized style speak for who
we want others to see us as.

We let the people we hang out with define our identity. Since
the day we toddled into day care, we have cared about the clique and
peer group that we were seen with, knowing that we would indeed be
seen as one of them. Today, in our adult years, we still pick the group
we want to be known by instead of knowing who we are and choos-
ing the appropriate group. Be careful, because who you are with is
who you become.

In all these instances, what we are doing is letting someone else’s
brand build us instead of building our brand for others to see.

Hope

The words hope and whole sound very similar, and, they resemble each
other in more than just sound. They share meaning. We can’t have
hope without the pain of wanting something or without the feeling
that something is missing. That’s why we hope. We hope for some-
thing because we know deep down inside that we want, yearn, han-
ker for, or desire something more. What we hope for will make us feel
whole. We believe that it will fill the void and make us complete. And
many times it will. I believe that what we hope for most in life is to
know ourselves, love ourselves, and get the attention that makes us
grow and thrive.

This is not selfishness. Selfishness is when we are interested in
ourselves or our businesses at the expense of others. What I am talk-
ing about is self-interest. Self-interest is about our true purpose and
ability in life to care about others the way we care about ourself. Self-
interest means we think about others as we think about ourself. Self-
interest allows us to share our ideas and thoughts and plans with
others because it teaches us to search out what is best for us, which is
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always in relation to others. It is in the fullness of self-love that we
have the capacity to love and care for others.

The issue as explained in this book is not our desire for atten-
tion. It’s how we meet that desire for attention and who we trust to
fill it. If you try to get from the attention something that it cannot
give, then you will warp that desire for attention.

In other words, if we think that the attention in itself will make
us feel whole, we will never get enough. The attention in itself will
never make us successful or worthy or triumphant. No amount of at-
tention can give those things. And if we think it will, then we will act
out in our business and personal life to get more and more attention.
We'll end up doing all kinds of crazy things to raise the level of aware-
ness, kick it up a notch, keep people interested. Our actions will turn
into shocking and extreme measures to feed the attention-getting
monster. Our desire for attention becomes warped and often takes the
form of addiction. We get addicted to all kinds of things in business.
We get addicted to praise and we work ridiculous hours. We get ad-
dicted to power and we rant and rave to show others who is in
charge. We get addicted to money and we put our business through
its steps for all the wrong reasons, getting all the wrong results.

Attention is a good thing when you get it from trusted sources to
use for trustworthy reasons. Don’t try to get out of it what it can
never give. It cannot make you or your business whole. Only by
knowing who you really are will you know how to make yourself and
your business best known.

What will give you the energy and endurance to keep searching
for your true self? Every day you change and create more true stories
to live by and to base your true brand identity on. Everyday you must
ask what is true today. The thing that will give you the energy to keep
searching and digging will be hope.

Why do we hope? As long as we have hope we will have a long-
ing inside of us. Hope and aching go hand in hand. We hope for
something because we feel like we are missing something. And it is
that state of feeling like something is missing that makes us long for
something more. Hope makes us believe that all things are possible.
We don't actually live in the state of knowing. We live in the land of
believing. Certainty flickers like a firefly’s light. Believing is an admis-
sion of hope. Sometimes hope is a state between doubting the least
and believing the most.
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Hope. It is hope that propels us. It is hope that compels us to
keep digging. When you keep digging you will ultimately discover
what is true. And the best thing will happen: You will behold who
you are and you will become what you see. This kind of hope does
not disappoint. If you hope to merely be like someone else you will
eventually be disappointed. It may motivate you for a while, but only
the hope we have in ourselves and the creator who made us for our
true purpose will satisfy us.

Our desperate desire to have our identity, our image, and our
brand make a difference now must be put into the context of how it
will make a difference always. If we only think of our brand identities
as an immediate source of power, then we are bad examples. Many
times I have worked with people who say they want a long-term, en-
during brand power. But when push comes to shove and crazy, busy
schedules force us into positions requiring immediate gratification,
we live and work for the day. Long-term strategies go out the window.
We end up with nothing more than new packaging, professional or
personal. As such, we are bad examples. We must live and work for
the future as much as we do for the day.

Hope makes us aware of our dissatisfaction. If we are satisfied
than we will not improve. If we are satisfied then our future is empty
because we are content with today’s prosperity or accomplishments.
It is the poor or desperate that we marvel at. They seem to leap up out
of nowhere, passing us by with unexpected success. They are not sat-
isfied. They hope for more. Too much success limits our hope. It cov-
ers up our greater need. Our riches blind us to what we need to be
doing. Our desire for more product or packaging, another clever ad
campaign, or instant web site messaging is only a fraction of our
long-term existence and influence. Hold on and hope for the future.

In the 2002 Hollywood movie Legally Blonde, Reese Witherspoon
plays Elle Wood, a Beverly Hills sorority princess turned serious Har-
vard law student. She voices our fears and frustrations of building our
true brand on our true story. About to give up, feeling betrayed and
abandoned by her friends and professors, she cries to the one person
who believes in her, “I'm tired of panty hose and business suits. I'm
going home to L.A. I'm tired of trying to be something that I'm not!”
Emmett, her hero and the associate law professor, responds: “What if
you're trying to be something that you are?”

It is hard to be who you really are. Being you isn’t easy. It takes
even more strength and determination than pretending to be some-
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one else. It may cause ridicule. It may be awkward. Fitting in can be
easier. Elle was a little bit fashion model and a little bit brain. In her
Los Angeles sorority she denied her brains, while at Harvard Law
School she denied her natural beauty and joy. It wasn’t until she com-
bined her brains and beauty into a complete package that she truly
represented her whole self and created her true brand identity—which
just happened to be incredibly successful. Lucky? No. Coincidence?
No. The result of building a brand based on true stories? Exactly.

Brands can awaken us to the grand fact that humans are capable
of much more than concrete service and productivity. Brands remind
us of our promise to bring each other beauty and equality, courage,
freedom, greatness, and human rights.

Go be your best brand and get the attention you're worthy of.
Get the attention you need, in order to give back to everyone you
come in contact with the attention they deserve. Your brand occupies
the most important real estate that exists: the mind. Mind your busi-
ness and it will build your business, whether it is professional or per-
sonal, for success of every kind.

Be Yourself and You Will Be the Best Brand

If you've never come to the point of being yourself, come now. No
one else can label you good or bad. There’s just you. There’s no com-
plicated pathway to follow. There’s just the commitment to make to
be you. Be thankful for you, now. The more grateful you are for you,
the brighter you’ll shine. The brighter your light shines inside, the
farther it can be seen.

This branding process works on the principle that each of us,
and our corresponding brand identity, is complete and whole. Know
that this wholeness already exists inside of you. Give your brand
time to be.

Brand Building Belief X

My brand already exists inside of me and my business. I will dis-
cover it, define it, and share it for the kind of success I need and
want.
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MAY | HAVE YOUR ATTENTION, PLEASE?

10.

The Final Big 10 Brand Builders

Recognize that you already have a brand whether you know
it or not. It's time to take control of it to build an authentic
powerful brand destined for great success.

. Identify and examine your own story, experiences, and life-

changing moments in your personal and professional life.

. Attach importance to your story because it is real, unique,

and the only thing that can’t be copied.

Connect your experiences to the things that are important
to you—your values and beliefs.

Express these values as your brand values with correspond-
ing elements that are visual and audial, as well as those
characteristics that can be felt and make people feel.

. Share these values in a way that incorporates as many of the

human senses as possible.

Communicate these brand values so that they relate to your
audience and can be easily remembered.

Reveal your authentic brand in a way that involves your au-

dience, listens, responds, and maneuvers as you anticipate
your audience’s changing needs and wants.

. Write down a specific plan for your brand development and

the results you will achieve.

In the fullness of believing you are worthy and valuable,
turn the attention your brand receives back to the world to
meet and exceed their wants, needs, hopes, and dreams.
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