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SMART THINGS TO KNOWSMART THINGS TO KNOW
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...BRANDS & BRANDING...BRANDS & BRANDING

About

...MARKETING...MARKETING
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“GET SMART…”

• Smart Things to Know About Brands and
Branding
– “Understand and capitalize on the power of

brands…”

• Smart Things to Know About Marketing
– “Marketing is having what will sell…”

• Target audience--everybody!

• Clear understanding--“Shingles”
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Brands = Promises

• A brand is a prom ise of value that can be trusted.
– Titleist, J. & J.

• A brand is a rel ati onship ...between a buyer and a
sel ler.

• A brand is a powerful diff erentiator.
– Nike, Apple

• A brand is a valuable asset--perhaps the m ost
val uable asset any company “owns”.

– Coke
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Brands Live A Long Time

• Good brands are hard to kil l!
– SCHWINN

• Even the best brands can be over-extended.
– 7-UP, GM Cars

• Brands m ust be supported and cared for.
– Advertising and promotion is “food” for brands.

• Brands m ust be used (properl y) to stay vi tal and
val uable.

– Nothing builds a brand like strong sales!
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Marketing

• “Marketing is having what will sell…”
•Roger Blackwell

• “The purpose of a business is to create and
keep a customer.”

•Ted Levitt, The Marketing Imagination
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5 Smartest Things to Know

• 1. You must have a PLAN…

• 2. Get CLOSE to CUSTOMERS…

• 3. Do your HOMEWORK...

• 4. Remem ber RELATIONSHIPS…

• 5. Use the speed & reach of TECHNOLOGY
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THE PLAN

• “Failing to plan is planning to fail”

• Corporate Strategy i s marketi ng strategy,
and vi ce-versa.

• “What do you w ant to sell to whom and
how? (and where, etc.)

• Why do you deserve to succeed?

• No plan = no di rection
• Football
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CLOSE TO CUSTOMERS

• Custom er i s your partner, and vice-versa.
– Trust, fairness, honesty

– Open communications

– Information sharing

– Balanced risks and rewards

• “The customer is always right”... (maybe)
– BUT… “the customer IS always the

customer!”
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HOMEWORK

• “Luck is preparation meeting opportunity.”

• Know your custom ers, competitors, and your
market BETTER THAN ANYONE!

• “If I had eight hours to chop down a tree, I'd
spend six hours sharpening up my ax.”

– Abraham Linc oln.

• “Knowledge is power.”
– Sir Francis Bacon
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RELATIONSHIPS

• Custom ers = Partners

• Suppli ers = Partners

• Empl oyees & Associates = Partners

• Y ou get the idea!
• Marketi ng must “market” insi de the com pany

as wel l as outside it.

• The ULTIMATE ADVANTAGE!--a cohesive,
ti ghtl y knit team !
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TECHNOLOGY

• Have it--Maybe an advantage

• Lack it--Certai nly a di sadvantage

• Reach = New possibi li ties previ ously
unknown, unheard of...

• Speed = The ultim ate weapon i n the “new
econom y”-- “leave the competition gasping!”

• “FAST BREAK”
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MARKETING + BRANDING

• Powerful beyond im agination

• Lasting leverage
• With Mega-customers

• Prof itable
• Enough to create offspring

• Dominant
• Threatening to move “next door”...

• Exciting and Fun!
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WHAT WILL YOU DO?

• Never stop learning, sharing...

• “If you don’t go where you don’t go, you
won’t know what you don’t know!”

•Steve Gou beaux

• “You have to kiss a few frogs to find a
prince.”

•Bill Kahl

• Lead, fol low,... or get out of the way!
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Summary-I
•• BRANDSBRANDS

– A brand is a promise and a relationship--don’t
ever betray either of them.

– In an era of information overload, a brand is a
valuable “shorthand” communication.

– A brand is a valuable asset, use it wisely, support
it and protect it.

– “If you fool with anything long enough, you’ll
break it.”

• Co rollary to Murphy’s Law
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Summary-2

•• MARKETINGMARKETING--5 Smartest thi ngs to know
– 1.  You must have a plan.

– 2.  Get close to the customer.

– 3.  Do your homework.

– 4.  Remember relationships

– 5.  Use the speed and reach of technology.
– “...marketing is having what will sell” ...and

then telling people about it!

@John Mariotti2001-www.mariotti.net 16

NOTHING HAPPENS UNTIL

• YOU do something.

• 3 Frogs sitting on a log…

• “Postponed perfect ion is the enemy of
planned progress.”

– Dan Stolle
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WORDS OF WISDOM
• You can love me, but on ly I can make me happy.

• You can teach me, but only I can do the learning.
• You can lead me, but on ly I can w alk the path.

• You can promote me, but I have to succeed.
• You can coach me, but I have to wi n the game.

• You can pity me, but I have to bear the sorrow .
• For the Gift of Love i s not a food that feeds me,

• it is t he sunshine that nou ri shes that which I must finally harvest for
myself.

• So i f you love me, d on't just sing me you r song.

• Teach me to sing, for when I am alon e, I wi ll need to know the
melody.

• ––Don Baker,  Qu oted from Pat Summ itt’s b ook , Reach for the Summi t
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THANK YOU!

• "It is one of the most beautiful
compensations of this life that no man can
sincer ely try to help another without helping
himself."

– Emerson

• “He who would learn to fly one day must
first learn to stand and walk and run and
climb and dance; one cannot fly into flying.”

– Nietzsche


