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AYour brand may
all what you think it is. Your
brand may not be what you

intended for it to be. You

do NOT own your brand. i
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. There are few images as recognizable throughout the world as the Market' gBiz

A LS

CocaCola brand. Travel to the furthest reaches of the globe and you PROFES\SUNO
will probably encounter it on a clock or a sign, if not on the drink :
itself. Businesses and marketing specialists today look to the

CocaCola brand as a model of marketing power. Its image has -
transcended national borders and cultural barriers to reach almost
everyone on Earth. This is a sure example of the Power of Brandina.

From its beginning in 1886, when thg
CocaCola President John Pemberto
traveled the country to introduce
pharmacists to the drink as a medicinal substance to relieve
headaches, to today, where Coke is more than an icon, not justin t | "
:  world of brand marketing, but of American history. How did that :
happen? :

Pemberton handed out clocks, calendars and other items laden wit
the logo as he toured the country, spreading the brand and selling |
product. World War |1 helped:i
CocaCol a promised that oevery m:
CocaCola for 5 cents, wherever he is, and whatever it costs the :
company. 0 S(oldcbelchbe fpuncCtoraughout Europe as
American Gls carried it with them. By 1960, the number of countries
with Coke bottling plants had doubled. Today, Coke remains a :
powerful brand with over a century of history behind it. As a resuilt,
items featuring previous incarnations of the Coke image have bécome
classic pieces of Americana. It symbolizes the popularity of a so:‘t
- drink as well as the dominance of American entrepreneurialism :n the
- twentieth century and beyond. .

:Your O6brandd is everything! Dondt thin at
i Nike or Coke that you dondt have a brand. YOU
: the logo or symbol of Coke symbolizes a successful soft drink. But
: read the above paragraph again, and take note of what the Coke

: business did. They made promises they kept. The company delivered,
: not just door to door back in the late 1800s, but directly to the G:Is no
: matter where they were in the War.

= Your brand is NOT your advertising. Your brand is NOT your Iobo.
: Your brand is NOT your company name. Your brand is NOT your

: product. Your brand may not be at all what you think it is. Your -

: brand may not be what you intended for it to be. You do NOT oWn
+ your brand.

:Your O6brandd is 6owned?d by your customers, the
: and anyone else who has an impression of youd Your asotied :
‘peopl eds opfe rncheaptt iiotnds | i ke to do business
- with you, or be with you.
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:  That perception is also made up of your tangible images....with

- consistency through your logo, your website, your stationery, aqu'ell Market' gB'z
S

as all communications with the public. Nothing is more important that PROFE'SSI O A L
your ©o6brandé, because it is wha
do. It has equal importance whether you are one employee of a :
worldwide company or a eperson business working out of your
home.

Nothing is more importanthan your brand, because :|/ACl early, brand

itds what defines you, regar dI ewaoa&a‘makmgamrrkﬂ()dﬁwu
ing. It should be your top priority to build, protect, and represent your & and who will do so

brand to the best of your ability in every interaction you have with: tomorrow 8 are enagaain

others. The essence of building a strong brand is simply this: keeplng ith . dg ging
your promises and creating great experiences for others. . [ with consumers In deeper,

: : | more meaningful ways.
: You want customers to love you, not just know who you are. You:

literally have as many brands as you have customers and people wk o_TO the mantra of return O_n
have an impression of you. If those impressions are bad, or if you | investment, they are adding a

: dondt keep your promises, then| yQurO|brae thal Robwesa k .
: brands that you may have created without even knowing it: aptly refers to as

1 You transfer a customer four times to different departments and | . R e.t |
she never has her problem soIEveQJ.eThlé{dqs 9(9ur B Va5
f  You charge a customer extra for something they thought was in- _ _
cluded in the original price. [THedtFekertsyew Worlgwidgnd .

© 1 You replace a defective product but no one apologizes to the Saatchi & Saatchi

customer for his trouble. That~ AS?QPrqu brand.k Eip
Y You put a telephone cust omer h[on (éfvoermaorvesr £a

: your brand. : o s umet €0
9 Your website is confusing a.:nc hard to navigate.

: brand.

: 1 Arepeat customer for many years comes into your store ancE

:noone greets her by name. Thato6s your brand.

: Most feelings about brands are based on comparison. You mayfthin<
: that your competitors are the other companies that do what you:do,
:but customers dondot | imit their comparisons |ike t
: may know is that someone else in a business completely different
: from yours did something great for them that you, in their opinion,
iwere unwilling to do. You may hot think it

:who cares? | tos the customer®ds| call. Anythi
: does for your customer can have a strong influence on how shé rates
: your brand.

:f 9The other company returnsgmy calls within a cou
: You usually take at leasttwenty ur hour s. 0 :

:f 0Everyone at the dry cl eanérs knows my name.
: thirty dollars a week with them. My company spends tens of thdu-
- sands of dollars every year with you and yet | feel like you have no
idea who | am. 6
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T oMy stockbroker call s me Market' gBi or

guestions about how my stocks are performing. You only caII me - P o & E s 1 o L &
when you want to sell me some: :

T 60The owner of the ser-\se'rvu:eegasta
pump the other day to tell me how much he appreciates my business.
Youdve never made that kind of| gesture of apprecia

—_

t h e

Experiences |ike these are what make P Bl | Vi d
you, which then becomes your brand. The lesson that the market: 3 -

teaches is that every single encounter that anyone has with you |$ what
ultimately makes up your brand.

It takes an ogoing commitment to take your personal brand to thé
o0Category of Oned6 | evel. |t doesnét
takes hold, however, with proper attention it becomes the essence of
. who you are and what you do. It transcends policy, which enables you
to transcend commodity. Brand becomes the way you do everyth'-‘ing,
almost without thinking.

acci

Brand is everything. One more tifrieshould be your top priority to
: build, protect and represent your brand to the best of your ability with V4 EM
:everyone you meet. And remember, . P about ke
: and creating great experiences. R

How do you establish...or reestablish...

an effective bran® Branding creating a distinctive

: corporate and business culture identity for your bugiisesstical

: to your success as an entrepreneur. You can, and must, use the
: process of setting up and managing your business entities to esxabllsh
: your own distinctive brand.

:The worldés greatest compani:

es| have his
:You dondt need even to see the name the compan
“the Mercedes or MacDonal dds | ogo, so effectively h
: companies imprinted their identity into the minds of the consumer.
:But remember, branding is not ust about a |l ogo. |

= ing sure that you have a consistent identity, one that is reflected in
: your website, your stationery, your company vision and dultiure -

: communications within the business and with the public. Ind|V|d-'uaI
. entrepreneurs often use a haircut, accessories, even styléafsdress
:the oMan i n Bl adtoknprindtieinidentyy in@a:s h di d
: the minds of the public. Even a small business owner doing business

: on eBay will profit from having a consistent, memorable image as an

- established, reliable firm associated with expertise in its niche. :
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: Make sure that you check both the LLC and the Corporation data-

. bases. There could be a corporation with a very similar name to:the
: one you want to use for your LLC that your state authorities might

: not catch if the corporation and LLC divisions are separate. Too:clos
. a similarity with the name of an entity of a different type will cripple

: your efforts to establish a distinctive brand and could cost you in the
: long term. Years ago the Body Shop did not bother to do this

= checking outside of California, and ended up being forced to change
: their name when challenged by a more successful business started
. earlier with a similar name. .

H4)
tbusi
: you make a decision on a name for your entity, if you are using-

: anything other than your own name or a name that clearly indicates
- exactly what you are doing (something other than Mary Jones :

P
: your name, you will need to file a fictitious name statement with the
“County Clerk. There is usually a nominal fee associated with doing

You can use the process of structuring your business to start buildin

g
a strong brand. Whether you are establishing an LLC or a corporation Market'
or other entity, you will want to follow a number of steps to make sure

that your structures will build a strong foundation for your brand. :
This is not just for startup companies, but if you are not happy with
your brand and want to reach for something new and enhance your
already established brand. Bu
choose exactly what you need to do. :

1) Make a list of several possible names for your company that réﬂe ct

your area of expertise and your 88PUn i que Sel | i nig
Number them 1 to 5 or even 10 in order of priority. If you already :

have a name you are happy with, think of a slogan or subtext thaE de

scribes your business product or service.

2) Check with the U.S. Patent and Trademark Offipe/(
www.uspto.gov/main/trademarks.ftor the Intellectual Property
Office in the country where you live if you live outside the United :
States, to make sure that you have not selected a name or slogan (G
you might soon be using in a potential trademark) that is already-
taken. Running a search is an easy matter on the Internet. If yougfin(
that the name or mark is already taken by someone engaged in a Iin
of business close to your own, make a note of it and move on to
check the next name or subtext on your list.

3) Conduct a si
inceds authority

milar search:o
fdinmost cates thd Ses h

retary of State. If you are considering setting up a corporatlon or:LLC
= in more than one state, be sure to do the same both in the other:state
= and in your home state or province. You can find the appropriate
. authorities in both states easily by doing a search on Google. .

Next, conduct a search on:t

P ROFESSIO A LS

at

Propositiono6.

ne

of
ons

h the website
ng corporat.

v

e

he fictitious

ness aso6) registry of yowur

umbing, for example) or if: vy

this, but dondét think of thi:s
way to establish your exclusive claim to the use of your DBA. :

t
county or other

ou add somet hi ng

as an

ngBiz

t he

names
| oc
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