The $3000 Branding Lesson by Jeff Heilbrunn

Your next discussion will discuss some issues that have to do with branding.  By the time you read this message and the attachments, you will be branding experts and better prepared to work on the discussion.

So what is a brand…it is the sum of your feelings, emotions, imagery, history, and everything else you have towards a certain product, store or service.  Or for that matter, your favorite rock band.  When you think of McDonalds, do you think of good, consistent quality food.  Do you think of Happy Times and Happy Meals.  McDonalds is a part of most of our lives and the lifestyle of the dashboard diner.  When you think of Wal-Mart do you think of low priced items, and the price-slasher character?  

The five elements of any brand include value, values, attributes, benefits and personality.  The brand can be based on one or more of these characteristics, in any blend, to make up and create the brand.  

· Value….the price to benefit relationship.  Here an emphasis is usually placed on pricing, especially low prices.  Wal-Mart is the low price leader and the one company you think of for every day low prices (edlp).

· Values…does the company or product stand for something important to its target audience.  For instance, The Body Shop is a store that places special value on the preservation of the environment.

· Attributes…or as I like to say, what it is!  A Ford truck is built tough with special reinforced frames and side-walls.  

· Benefits…what is does for me.  A benefit is a result of a feature and what it does for the customer.  Gatorade has electrolytes (attributes) that help you to continue to exercise longer (benefit).

· Personality….describing your brand or store as a person.  Fords are Tough; the Pillsbury Dough Boy is playful and helpful in the kitchen.  Mountain Dew is extreme like the lifestyles of people who drink it.  
That’s what it takes to create a brand…and brands are important because you as a consumer come to trust them in the marketplace…another human characteristic, trust.  Now to be successful as a brand, what do you do.

Success in branding is the subject of the article attached …the article is an excerpt from a new book called Bands That Rock.  It discusses bands as brands and why they have stood the test of time.  At least some of them.  Please refer to page 23-24 for some idea on why bands and brands become and stay successful.  One of the more interesting suggestions is that you need to make your brand relevant to the point where the culture adopts it…item 12 on the list.  Here is a little model, in part suggested by some thoughts in the book.
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As we develop our brand for cultural adoption, we need to observe the culture that we want to be adopted by (target market) and attempt to become

Relevant …. We need to become an integral part of the fabric of the culture if possible

Reflective….We need to in some ways reflect back the culture

Influence…..We need to exert some level of influence, offering both a follower-ship and 

         a leadership role to our activities within the culture.

Get included at the cultural level…and you win.  
The bands of the sixties played a lot of rock music with anti-war themes.  It was reflective of the times, and the bands even took some of the lead.  It reflected the values of the intended audience and the music fit the lifestyle of the time and the youth group.

Let’s do one more example…Can You Hear Me Now.  Verizon Wireless.  The lifestyle part of the culture demands good wireless service.  Their principle competitor was having quality issues (Sprint).  So they attacked with a lifestyle campaign that hit home with all of us who are so dependent on our cell-phones.  By moving Can You Hear Me Know into the language of the culture…every time you cannot hear someone speaking to you, you say this phrase…they have WON, the branding game.   
