Basic Business Management

Building a Corporate Brand

Learning Outcomes

By the end of this unit the learner will be able to:

v Set up an effective and efficient system for hiring, retaining, and succession
planning
v’ Start researching and designing your strategic plan
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Basic Business Management

Building a Corporate Brand

Your Brand
Your brand describes how your products and services are perceived by your customers. Do you want to
be a premium brand or a discount brand? Beautiful or efficient, or both? Expensive or budget?

Here are some other words that you can use:

e Anonymous e Expensive e Premium

e Beautiful e Fair trade e Professional
e Cheap o Fast e Resourceful
e Conscientious e Green e Slow

e Comprehensive e Innovative e Specialist

e Discount e Luxury e Sustainable

e Ecologically aware e Modern e Trustworthy
o Efficient e Personal e Unique

e Ethical e Pioneer

Ideally, you want a few short words and phrases that describe what you want your customers (internal
and external) to think and feel. It’s all about relative space and time — avoid absolutes like best, world-
class, global, etc.

Example: Acme Widgets Inc.
What Do We Do?
We sell four types of widgets and provide widget repair service. Three of our widgets are for home use.
e The base model provides basic cleaning services and saves customers about one hour each
day.
e The middle model provides better cleaning services as well as laundry duties. It saves
customers about two hours each day, plus all maintenance fees are waived for three years.
e The top-end model performs all services of a traditional butler. It saves customers at least
four hours each day, plus all maintenance fees are waived for its lifetime.

In addition, we offer an industrial widget that is custom-built and is designed to integrate with any
assembly line. On average, businesses save $1,500 per day in labor costs by using our widgets.

Our Brand
Some brand words for Acme Widgets might include:

e Innovative design
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Modern approach
Trustworthy service
Financially sound

Remember, the focus should be on a few unique, short phrases that will carve out a unique place for
your product in customers’ minds.

Brand Names and Slogans
If you’ve going to catch the attention of customers, you need to really catch them. Brand names and

slogans have the ability to attract customers or turn them away.

A good brand name and slogan have the following characteristics:
True to the product.
Recognizable, different, and unique. They set you apart from the competition.
Sustainable and durable. Did you know that John Deere’s logo has been almost the same
since 18787)
Flexible, so that you don’t have to re-design it every time something changes.
Something that your company can commit to.
Something that generates value for the company. How much do you think the golden arches
are worth?

You may already be working with a product or a line that has a brand name, but if you have the chance

to develop a name for a new product, take advantage of it! A great name has huge value and can stand
on its own.

Brainstorm some strong examples of brand names.

Do’s and Don’ts
Here is what you don’t want in a name:

Something that is boring and not distinctive
Something that is hard to pronounce or remember
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e Something that might have negative connotations for a particular segment of your population
e Acronyms and inside jokes

You do want a name that:
® |s memorable and noticeable
Speaks about your product or service
Engages customers
Is unique
Is appropriate and inoffensive

So where do you start? We suggest brainstorming words and short phrases that describe your product’s
purpose, and building from there.

Developing a Slogan

We like the word “slogan” because of its origins: it comes from the Gaelic word sluagh-ghairm, which
means “battle cry.” You might also know a slogan as a motto, tagline, mantra, or strapline. Whatever you
call it, it had best be good.

Not all products have a slogan, but a good one can significantly add to your brand’s value and give your
brand bigger exposure.

Remember, a good slogan is short, punchy, appropriate, and true to the product. To create it, we suggest
the same approach that we used for the brand name. To start, use brainstorming to tap into your
creativity and get lots of ideas flowing. Invite some friends to help you (and consider inviting someone
with some marketing expertise!). Once you get all your ideas down, you can narrow the field to words
and short phrases that describe your product’s purpose.

Creating a Visual Identity

O Important Information

All trademarks presented in this session are the property of their respective owners. BOLC does not
claim any rights to these marks and uses them for educational purposes only.’

Once you have your brand name and slogan, you need to determine how it will be presented to the
world. We recommend that you always use a graphic design service to create your visual identity, and
preferably one that specializes in graphic design, rather than just offering general marketing consulting
services. However, it doesn’t hurt to understand the basic elements of graphic design before you get
started.
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How People Will See Your Images
Although you probably don’t realize it, your brain breaks down symbols into different parts and then

puts them together.

First, your eye sees the general shape:

(r

Then it sees the color:

Finally it adds the content:

@

Choosing a Color
With today’s technology, you can choose almost any color that you like for your brand.

Here is an overview of the top brands on the Internet and where they fall on the color spectrum:

Pageb5|26



Basic Business Management

o Sears . -
Pans
@ eorrLas oaCltl
o Q0 gﬁ o1 Vifagiit @
a7 . .
36 o :A & {3 50C0mCOSt 13

LIV ‘—JASMIN

P @
lil @ . e 72 NexTag l// 2 ASM .2 Absut.com
PayPaI % % =en . aa.Uﬁe&l&b e 75 conduit
19 THE 54 @
] P R AR ue e
3

Z2al

58 81 priceline .

seHOW BAOL s)

53 25@ 35%
=WebMD o @,

40 Answers.com’

@, 5

dom
LS/
64@' @ ‘“O . CNN 30 @ 0

Al e
79® 2 e« EST 1 ‘5’

m 853 ssPan[r_T_,]
<
ZB’I\

1?B 436 77
-G

98

27@ 7(111 amazon.com

69 ocoo-o
66 dm-m.a,.. .‘(.: ;
GOUSIQ v ., Sveryday 7) &8 60@ 0 Sk
d’Y 313 B o 7 ‘k
(Source: http://www.colourlovers.com/business/blog/2010/09/15/the-most-powerful-colors-in-the-

world; September 15, 2010)

Pageb| 26


http://www.colourlovers.com/business/blog/2010/09/15/the-most-powerful-colors-in-the-world
http://www.colourlovers.com/business/blog/2010/09/15/the-most-powerful-colors-in-the-world

Basic Business Management

You can see that blue and red dominate the spectrum. Wired magazine did a similar survey in 2003,
focusing on corporate America. The picture was fairly similar, although slightly more conventional:
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Keep this in mind when choosing a color: do you want to stand out or blend in with the pack? Pay
particularly close attention to the colors that your competitors use.
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Fonts

As a final note, let’s talk about fonts. Fonts can be divided into two major categories. Serif fonts, with
hooks on the ends of letters, are considered easier to read. (They are also known as Roman fonts.) Here
are some examples:

Sans serif fonts (AKA Gothic fonts), however, tend to produce a cleaner look:

There are also plenty of specialty and custom fonts out there:
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The trick is in finding a font that is easy to read, yet is distinct, and matches your brand’s look. It is
important to choose a font that you can use consistently for all of your branding efforts. You also may
need to get licensing permissions for some fonts. A graphic designer can help you with this!

Types of Visual Identities
Although you do need a graphic designer to create your visual identity, you should be aware of the

different types of visual identities that are out there. Let’'s have a look at the four most common
categories.

Simple Pictorial Mark
This is often what people think of when they think of a logo. It’'s a simple image or symbol that is chosen

to represent the brand.
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Examples

Apple Greyhound Target

Letterform
This approach takes one or more letters from the company name and turns it into art, essentially
combining the brand name and the logo.

Examples

Dell Sun Microsystems Atari

AT/ARI

L

Wordmark
Similar to the Letterform design, this approach makes art out of the entire company name.
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Examples
lkea Sobeys Levi’s Jeans
Emblems
The final major category is emblems, which combines a wordmark and symbol to create a unique visual
identity.
Examples
Thomas Cook Travel | Visa TiVo

Tho VISA

Cook

Working It Out
What elements of branding are you using already?
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What gaps can you identify?

Can you identify the type of visual identity that is presented in each of your examples?

Marketing Your Product

Introduction to Marketing

About the Marketing Process
Marketing processes may vary in terminology or process depending on the material you read. They may

include more or fewer steps than this session will. What is common, however, is that marketing is a
cyclical process, and it uses very particular terms. We will also use those terms here so that you can
speak to and perform these functions with some confidence that people will understand you.

A marketing plan will undergo many revisions until all stages work effectively. This frustrates people who
do not like working in a fluid state, or have trouble dealing with change. As a result, you need to work
with marketing professionals who love their work and have a strong track record. It can be fairly
straightforward to achieve an ideal in one part of your marketing plan, only to analyze the market,
consumers, or your competition to realize that you need to make some changes.

Cycle Overview
Marketing uses the following steps:
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Consumer and
market analysis

Analyzing
competition and
yourself

Reviewing and
revising

Analyzing
distribution
channels

Implementing the
plan

Creating a
marketing plan

Stage One: Consumer and Market Analysis

This is the research segment of the process, as you carefully consider your customer and what they
need. You have to be honest with yourself and look at their needs in direct contrast to what you may
think of as your ideal customer. People don’t all have the same needs and wants. Your goal is to identify
groups of people (called segments) who have related or similar needs so your marketing dollars can be
directly pointed at them. There are several questions to ask yourself here:

What do they need?

Who is buying our product? Who is using our product?

What is the buying process?

How can | leverage segmentation?

What do they need?

The answer to this question may seem simple to you, but we want you to take a deep look so that you
get the real answer. When answering this question, you can potentially uncover a segment of the
marketplace that has been overlooked or underserved until you arrived. IKEA has a tremendous market
presence for furniture and home furnishings, which has led to businesses who now concentrate on
recovering and upholstering IKEA’s old furniture. How did the aftermarket business get started? They
knew that people don’t like to get rid of their IKEA furniture, and were able to capitalize on their
consumers’ energy for repurposing.
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Who is buying our product? Who is using our product?
Babies don’t buy diapers, their parents do. Dogs don’t really care what their food looks or tastes like, but
their owners do. Who does most of the purchasing in the market segment you will serve? There is no
point marketing an item in a men’s magazine if the item is normally purchased by women and given to
men; you need to market to women in their own spaces.

What is the buying process?

Grocery and corner stores place candy and chocolate bars at the cash register because so many people
purchase those items on impulse. Staple items such as bread and milk are often located at the back of
the store to force shoppers to walk past and view all of the other items on display.

Large items like a car or truck take more time to consider. They are a significant investment of money,
and are an item that the buyer wants to have for a long period of time. As a result, people may do some
research on the internet and they will visit a car lot to see the features of the vehicle for themselves.
Then, they will take it for a test drive (or two or three test drives) before they make the decision to
purchase. The buying process generally follows the steps below:

Write out the buying process for one of your major products below.

How can | leverage segmentation?

Once you know which segment of the marketplace is interested in your products, how will you make the
most of their interest in buying from you? Will you offer supplementary services or products? If you own
a training business and teach people how to use computers, can you also offer them soft skills training?

In considering market segments, you need to evaluate the following:
Measure: Can you gauge the size of your segment?
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Access: Can you reach the segment through advertising and then distribution?

Growth: Is the group growing, shrinking, or maturing? Are they sizeable enough to bother
with?

Profit: Is the profit potential enough to make it worth going after?

Retention: Are you capable of servicing and retaining these customers?

Defend: Can you defend yourself and stand out from the competition?

The segment of the market that wants your product can be identified through research, so that you
know exactly who you are targeting. For example, if you are selling a new organic dog food, your sample
demographic could look like this:

35 to 60 years old

College educated

Full-time employment

Childless households

Household income is more than $65,000 per year
There are plenty of dog food companies out there, so you’ve got to make sure that there enough people
in the demographic to support your company and to meet your goals for profit and growth. You will have
to review the idea of your market segment several times to determine the number of people within the
group who have dogs, who prefer to purchase organic foods for themselves, and for those who have the
disposable income to apply to your products.

Stage Two: Analyzing the Competition and Yourself

You must have a plan that sees you exceed the competition, and you will need to take an honest look at
your operation in order to do this. We can hide all kinds of things in an analysis to make things look
better than they are. Be honest with yourself to protect the integrity of your business.

Some of the questions you will want to ask include:
What are your advantages?
What are your core competencies (the things you do well)?
What are your weaknesses?
Where are your shortcomings?
What can you do to capitalize on your strengths?
What can you do to exploit the competitions weaknesses and shortcomings?

SWOT Analysis
We recommend that you use a SWOT analysis to address each question in the list above. SWOT stands

for strengths, weaknesses, opportunities, and threats. It is a method of analyzing external factors
(opportunities and threats) and internal factors (strengths and weaknesses) in a methodical way.

In addition to using SWOT analysis to answer the questions about your company, you will repeat the
process to consider your competition.
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Next Steps

Once you have gathered your information, there are several ideas that you can use to help lessen the
impact of the competition. For example, perhaps you have eliminated barriers that the competition has
not been able to minimize for themselves. If you have partnered with a great distributor and the
competition is struggling to get their product out to stores, you have eliminated a barrier.

As you decide what makes your product stand out from the competition (your unique selling proposition,
image, or brand), you can decide how to position your product. You also need to create a name for what
you have, because names stick in people’s minds. For example, when Apple Computers was ready to
evolve, their product was called a Macintosh. They have moved from fruit branding to making their items
personal through their “i” branding and products like the iPod, iPhone, and iPad.

Stage Three: Analyzing Distribution Channels
There are plenty of options for getting your product to your customer. Deciding which ones to use will

have an impact on pricing, profit margins, servicing, and timing. There are plenty of options available,
and in choosing yours you may need to consider what your goals are and how many layers of people are
involved.

In a product that is typically used by an individual purchasing in a retail store, the product can go from
your production facility to a wholesaler, and then to smaller distributors to be sold to a retailer. Each
step in the process has to produce a profit, just as it does when you sell a service. In a complex system,
you may be surprised at how many people are involved. The flow below is common:

Multiple
Retailers

= Wholesaler

ABC Productio

At each stop on the chain, the participant does something that adds value to the product (packages,
labels, or advertises, for example) and earns a profit.

Test your Knowledge
Where does your product or service start within the process?
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Where does your involvement end?

Is the method that you are using the most efficient one, or are there other possibilities?

Stage Four: Creating a Marketing Plan

Your marketing research gets applied in a marketing plan based on the P’s of marketing: product, price,
place, promotion, and packaging. All of these P’s influence the positioning of your product (how your
product compares to similar products from other companies).

Product
Marketing your product includes differentiating it from other products in the market place. There are
lots of ways to do this, and you will want to pick a few that make sense. Some ideas:
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Capabilities

Style
Warranties/guarantees
Service

Labeling

Size

Here is an example. When Lululemon was first established, they were looking for a name that was
attention-grabbing and that people would remember. They also wanted something that had appeal
around the globe. Their made-up word, with three I’s, helped them to stand out.

Price

Even a non-profit or not-for-profit company has to make a certain amount of money in order to
continue. If you own a for-profit company, you’ve got to be making money. This means that no matter
who you are, you need to understand every aspect of your business when establishing price. If you
forget to allow for certain costs and sell the product at a loss, your stakeholders won’t stand for it.

On the other hand, some products are deliberately priced at a “deal” price (also known as a loss leader)
to draw people in to the store where they will be sold other products. A car can be priced below cost,
but by the time that the extended warranty, roadside service, fabric protection, and chrome package are
added, there is no loss for the company any longer.

Psychological pricing is what has stores using prices that end in 95 or 99 cents. The idea is that people
will pay $39.99 for a product they won’t pay $40.00 for.

In a competitive market, you will see marketing strategies that will meet or beat a competitor’s price in
order to gain (or regain) market share. If you pick up a flyer and see the phrase, “We will match any
competitor’s advertised price and beat it by 5% on all our products,” you are witnessing meet or beat
competition in action.

Price and quality are things that must always be considered in pricing services and non-tangible
products. If you have a service and price it very cheaply, people may not value what you offer in terms of
the knowledge and expertise that is required to develop that service.

Penetration refers to introductory pricing that is deliberately low in order to gain market share. The idea
is to price products at a low per unit amount and then sell a high number of units with the objective of
gaining recognition in the market.

Place
This is all about how you will distribute and provide your product. Your analysis of distribution channels

will help you flesh out this part of your plan. Will you be a wholesaler, distribute products through a
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franchise, have brick and mortar retail outlets, or be an online-only store? You can also choose several
methods to create a big presence.

Promotion
Promotion refers to the way that the market sees your product. It is very difficult to get shelf space in a

retail store, so you have to decide how you will draw your potential purchasers’ attention. Pizza shops
might send staff members to stand on the corner with a sandwich board describing this week’s deal.
Cupcake stores might have someone dressed in a giant cupcake costume waving to passersby. Coupons,
flyers, newsletters, and special deals are also part of a promotion strategy.

Public relations campaigns are another form of promotion. Internet marketing is another form of
promotion that can use programming and keyword techniques to ensure that a search for products like
yours will lead to your company’s website.

Packaging

The esthetic value of your packaging can draw a customer’s eye or can turn them away. Designers and
marketing firms aim to create the best packaging possible to attract consumers or at least create some
kind of reaction. In addition, items must also be packaged in a way that protects the contents. Cardboard
boxes, protective materials (like Styrofoam), labeling, color, and appeal must all be considered to present
your product appropriately and protect it from damage.

Test your Knowledge
Sketch out a marketing plan that incorporates what you have learned today and the five 5 P’s.
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The Final Stages: Implement, Evaluate, Review, and Revise

The next stages in the marketing plan are to implement what you have laid out. Give it some time to
work, and then review and revise. Remember that marketing is a cyclical process. At any time in the
cycle, the marketer can be forced to return to an earlier stage to remedy some kind of problem. If you
are in the midst of pricing and determine that the product as it currently exists is not going to be
affordable to your market segment, then you’ll have to step back and see what can be done.

In other instances, the product will be launched and will sell in greater volume than you could have
imagined. Then, you will need to consult with production to make sure they can keep up with the
demand. Then the competition may launch a generic version of your own masterfully created and
marketed product, underpricing and even taking a loss in order to gain part of your hard-won
marketplace. It’s back to the marketing drawing board, and possibly even a review of the company’s
strategic plan.

Leveraging Social Media

Lots of companies will say that they have a social media strategy. Do you? Do you need one in order to
widen the exposure of your product? What kind of response are you getting right now?
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There is plenty of debate about the value of social media in order to widen the exposure of your
products and services. People around the world have embraced social media, and it has become a very
popular and even a normal way of doing business. However, we don’t want you to be fooled into
thinking that spending all your time on social media is the best way to market your product. Social media
is simply another way to get your message out. It’s not the only way, or the best way, nor the worst. You
probably need to include social media as a part of your marketing strategy (although it depends on
where you live and what products and services you sell), but we have a few guidelines for you so that it
works for you and your message gets heard.

Here are seven strategies for using social media in your business.

Stretch

Work with people who have a deep digital reach. Traditional marketers focus on what they know in
order to help you establish a niche in the marketplace. They rely on tried and true methods for design
and marketing campaigns. (Think about flyers, brochures, contest entries, or contact forms on a
website.) If your usual marketing is not getting you the results that you need, make sure you increase
your bench strength by bringing on expertise that gets you what you need.

Build a Community
What you really need is to get people talking about you in a way that they promote your brand

independently of you. Seth Godin has written about this as tribes. The Grateful Dead, a wildly successful
band for more than 40 years, focused on providing their fans with experiences at their concerts rather
than selling albums. Fans (called Deadheads) went to the concerts because they knew that each one was
different from the last. Think of the things that you can do for your customers that are different than
what everyone else is doing.

Watch Out for Social Media Experts

Social media is constantly evolving, and it is one aspect of marketing, but it is not all there is to
marketing. Marketing consultants who are also specialists in social media understand its fluidity. They
can help you navigate and establish your brand in the social stream as one aspect of your marketing
plan. However, make sure that they can do what they say they can do. Ask for references and look at
what they’ve done in the past.

Be There

Whichever social channels that you use (and there are more coming out all the time), make sure that you
participate with your community. Don’t ask a question on Twitter, for example, and then not be around
or available to reply to people’s answers, or you will turn them off. Better still, give them something they
have not even thought to ask for yet.
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Find Your Customers

When you conduct your market analysis, be very clear about where your customers are. Make sure you
reach them and their friends so that they are able to talk about you. This doesn’t mean that you need to
sign up on every social platform there is, because you won’t have time. Focus on methods of reach that
work for your customers.

Be a Person

There is a lot of artificiality in social media. While systematizing and pre-planning updates makes sense,
you look like a robot if you come off like something that has been automated. Make sure that some of
your personality and character shines through the things that you say.

Follow Others
It’s not appropriate to be a one way machine in social media. For example, if you are on Twitter and have

2500 followers, and you only follow 20 people, you will not be able to reply to people who are speaking
with and about you. We know you cannot read comments from 2500 people a day, but we also know
that you can organize people into categories and lists and that you can participate in that community you
are trying hard to build, instead of being a sandwich board on the street corner that simply makes an
announcement. If you are blogging, make sure that you reply to people’s comments on your blog posts
and that those posts provide people with information they can use, rather than just writing them as a
billboard for your products.

Selling Your Product

Building Your Sales Force
When it comes to your sales force, you have the same things to consider as with each other area of your

business. Do you hire specialists (people with a proven track record in sales), or people who have
product knowledge, but less sales experience? Are you currently the manager and sales leader, or do you
need someone in that role?

Consider the pros and cons to hiring people with sales experience versus those without sales
experience, and what the results might be.
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The Sales Cycle
We speak about sales in terms of cycles to help us organize our activities and keep focused. Here is a

look at the basic sales cycle:

Initiate
The first stage of the cycling is finding new opportunities and establishing relationships that focus on

identifying and solving client needs. These relationships can evolve in many ways.

The easiest sales are with customers that you already know or have already bought from you. In order to
keep your pipeline full, however, it’s important to attract a variety of customers from different industries
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or types of businesses. That way, if there is an economic slowdown, a business shutdown, or a natural
disaster, your potential to sell is not so strongly affected.

These days, it is common for salespeople to get involved in a range of networking activities that may not
seem directly related to one particular sale, but they are a help in getting established within a network or

community.

What kinds of activities, networking, or connecting are you doing?

How do these activities enrich your work?

Many top salespeople learned a tremendous amount about sales by cold calling, and there are lots of
salespeople who make all of their sales strictly over the phone. Phone sales often mean that the
salesperson is taking incoming calls from inquiring clients. This means that they do not have to find
clients, but they do have to qualify those clients within a phone call.

Build
This is where you convert opportunities into clients by building trust and credibility.

Once you meet your client, you begin building your relationship with them. These relationships are

based on trust. As you build the relationship, you will investigate your potential client’s problems, get a
solid understanding of their situation, pre-qualify them as a buyer, and consider how you will make your
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presentation to them in a dynamic way. Remember that your presentation has to appeal to them from
their point of view, and that customer focused selling is a consultative process.

What are some optimal ways to build these relationships?

Manage
The next stage is managing the relationship and focusing on serving your customers by offering
solutions, resolving problems, meeting their needs, and getting their agreement to buy.

In this part of the sales cycle, you will make your presentation, considering all aspect of your client’s
needs and the benefits of your solution. You will also ask them to make a buying decision and work
through any objections that they have.

Another thing that a sales professional must work with is what makes their company, product, and/or
service unique. This is called your Unique Selling Point (or Position) — the USP for short. Make sure that
you can answer your prospects when they ask why you are in the best position to provide this solution.

Our customers are experiencing information overload much of the time, so the amount of attention that
they will give you is limited. If you send them a written proposal, expect that they will scan it very
quickly. This means that your headings and text need to be short and to the point. During an in person or
telephone presentation, watch and listen for cues that you have their attention and are answering their
guestions. Adjust your approach as necessary to keep them engaged.

Optimize
In the last phase of the cycle, we grow the relationship with consistent results and problem solving. This
is the time to set up long term relationships through additional problem solving, business building, and
referrals.
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This is also the aspect of the sales cycle that you will use to help top up your pipeline. Even if your
prospect says “no,” that does not mean that they will never do business with you, or that they don’t
trust you. Sometimes it means that they need more time to consider your offer, or that there is some
very real barrier they have to deal with. Instead of thinking that “no” is the end of your relationship, you
can continue to build the relationship. For example, you can ask the client for referrals.

The other aspect to consider at this stage of the sales cycle is whether there are other opportunities to
work with the same organization. Can you build on the relationship that you have developed and help
other departments, locations, and people within the same company? If you have not been introduced to
those opportunities through the sales cycle, ask.

The final phase of optimizing is to evaluate what you have done throughout this sale. What have you
learned? What can you do better or differently next time in order to reach a more successful result?
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