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TODAY'S TAKEAWAYS ...

o UNDERSTAND THEEMOTIONAL
CONNECTION CUSTOMERS MAKE WITH
BRANDS AND COMPANIES

o LEARN HOW EASY IT IS TODEVELOP A
BRAND STRATEGY

o KNOW WHY BRAND MANAGEMENT IS SO
EFFECTIVE ATRETAINING CUSTOMERS AND

GROWING PROFITS
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CONSI DER THI S

1 Buying decisions are made on promises that
transcend products and services, and
promises connect with  /iuman emotions

1 How customers feel about your brand should
Influence how you develop and  /manage your
company.

o Changing the emotional connection
customers have with your brand will give you
a competitive advantage
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ACCEPT THIS ...

u It is preposterous to think that business is
strictly an  affair of numbers

o In fact, few people are particularly good at
numbers, but many people are extraordinarily
good at feelings .

o The value of your brand is best defined by
how employees and customers  fee/ about
your brand.
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THE TRUTH ABOUT FEELINGS ...

They are profound because they are simple,
like feelings we all seek and appreciate.

U Decency
U Honesty

U Excellence
U Value
U
U

J Fun




EMOTIONAL CONNECTION ...

How your customers feel about
vour br andasubl/s no
question.

It Is the crucial question.




EMOTIONAL EQUITY and BRAND
EQUITY ...

1 They are soul mates.
1 Emotions (or feelings) create  brand equity.

o Your brand is not a part of your business. |t
IS your business.

i Coca- Cola has fixed assets around $7 Billion,

but some value its worth around $84 Billion,




THE POWER OF A BRAND ...

o Salt is the ultimate commodity and no
difference exists between brands; no one can
make a premium salt since one molecule of
sodium combines with one molecule of
chlorine to make sodium chloride - Salt.

1o Sowhyis MORTON preferred?

tBecause 1t0s a pinch of
aunt and grandmother used and |

| t fdllsof emotion not found

In other brands.




WHY BRANDS MATTER ...

1 Because your brand arrives before your
products or services do.

1 Because they separate your company from

the competition in one word. Nike - Adidas

o Because a brand is not a luxury , but rather a
necessity .

ol f 1t 1's easi er to say w

what it is, your brand needs work
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WHAT IS A BRAND ...

o It1s not a product, person, logo or slogan.

u ltis an wnderstanding and feeling  that your
mind either likes or dislikes.

o BMW s said to be a 47/l on wheels  and
many say they drive one because they
demand /igh performance, even though their
daily commute is less than 10 miles 0
FEELINGS! 117 |




YOUR BRAND IS ...

o An unwritten contract of  inirinsic value
o An expectation of performarnce

u A predictable experience

o A mark of integrity

o A presentation of credentials

o A level of trust and reduced risk
u A reputation of accountability

1 A sense of goodness and purpose
o A sum of all these and more




HERE IS HOW IT WORKS ...

sYour brand 1 snoOot a vague

1 Rather an emotional response to a tangible
benefit that rationalizes a purchase.

o The rational gives the emotional permission
to believe.

o Belief carves an /imprint into the brain that
other brands have a hard time dislodging.

o Your brand is like a handshake that signifies
mutual satisfaction between you and
customer loyally.




CUSTOMER LOYALTY ...

sl t0s neither strategic
OBJECTIVE.

o Build Brand Equity around LOYAL CUSTOMERS
and focus little on those with no emotional
connection to your brand.

o Think 8020 PRINCIPLE € wher e a mi
causes | ead to a major.
20% of customers generate  80% of the profit.

1 Loyal customers are PROFITABLE




CUSTOMERS DEVELOP BRAND
LOYALTY IN TWO WAYS ...

o Lookinsidethe ¢ v st o me r ote knowwhat appeals to
them.

o The Right Brain Customer (emotional) has lots of intuition,
feelings, creativity & motivation.

U This customer buys a stereo on how the system sounds on the
Spot.

o The Left Brain Customer (rational) has lots of logic,
intelligence, calculation & reasoning.

U This customer buys a stereo after extensive research.

Nobody is actually right or left brain, but
one side is likely to dominate.




BOTH SIDES OF THE BRAIN
CONNECT TO BRANDING ...

o The Emotional (right side) makes quick
decisions using a mix of sight, sound, feel and
IS occasional wrong.

1 The Rational (left side) makes slower decisions
using sequential steps, each justified and is
never wrong.

Developing a brand
strafeqgy takes both
Into consideration.




BRAND DEVELOPMENT ...
| Firststep: CREATE A BRAND STR

tcAnd keep I n mind three s

U Think relationship before transaction o transactions
make the cash register ring once and relationships
make it ring again and again.

U Different is better and  beftter is different

U Be experimental and lake calculated risks .
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AN EFFECTIVE BRAND STRATEGY
HAS FOUR COMPONENTS ...

o It must be wnigue from others.

o It must be meaningful/  to your customer.

0 Iltmust be ownable .

1 It must be bellevable .

Thi s enables you to expre

WHERE YOU PLAY & HOW YOU WIN!
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THE GAYLORD EXAMPLE ...

1 Where We Play
BThe Premium Tier Market Space

> Hilton
B
AP

v How We Win HC.)SPITAL
BEnabling Consultants to be a Hero to their Clients

S0 her efadsvaragy through the
voice of our custo

THE CONSULTANT




THE STRATEGY IS ALIGNED WITH
CONSULTANTS EMOTIONS ...

0 O ufuture is , oWe rely
y  Architectural Changes
effected by \ Indecisive End - Users on referrals
manag | ng y  Uninformed Engineers for future
y  Tight Schedules -
some Ve_ry »  Rapid Turnaround Times b usi _ nNess
challenging \  Value Engineering why projects
COﬂditiOﬂ S in y  Code Official Interpretation must gO We”
: , + Dealers Switching Brands
our Projects . 0, 7rage pisputes and end
,  Change Orders h a PP || y .
y  Logistics & Location
y  Sizzle Versus Science
y  Misinformation

Our Brand Strategy Promises Future Business
To Customers



GAYLORD BRAND STRATEGY ...

WHAT WE DO:

GAYLORD HELPS ME ATTRACT AND RETAIN CLIENTS

WHAT WE DELIVER:

GAYLORD PROVIDES PRODUCTS, COMPETENCE, KNOW-HOW
AND THE ONGOING SUPPORT THAT | NEED TO
SUCCESSFULLY MANAGE MY PROJECTS

HOW WE DELIVER:

PRODUCTS:

GAYLORD CUSTOM DESIGNS
PRODUCTS THAT LEAD IN
QUALITY, SUSTAINABILITY, AND
REGULATORY COMPLIANCE

SUPPORT:
GAYLORD PROVIDES RELEVANT,
QUICK, AND ACCURATE

HELP ME ELEVATE MY KITCHEN
DESIGNS

INFORMATION , PLUS TOOLS THAT

RELATIONSHIPS:

GAYLORD UNDERSTANDS THE
NEEDS OF CONSULTANTS AND IS
COMMITTED TO MY SUCCESS AS
THE KEY TO THEIRS

WHAT IT ALL MEANS FOR
THE CUSTOMER :

BRAND CHARACTER:

RESPONSIVE, SMART, GENUINE,
TRUSTWORTHY, SUPPORTIVE,
SEASONED AND COLLABORATIVE

BRAND ESSENCE:

GAYLORD IS MY PARTNER WHO
HELPS SERVE AND PROTECT MY
BUSINESS AND BRAND

COMMI
- I|CAN BE A HERO TO MY CLIENTS ///
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TIME FOR YOUR INPUT ...

+ So where do you play?
+ And how do you win?

} SO0 who Is your customer?
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SO WHAT IS YOUR CUSTOMER
EMOTIONAL ABOUT ?

U Easy Access to Information, People or Services
U Quick Response Times

U Punctuality

U Preparedness

U Uncertainty or Inconsistency
U Excuses or No Shows

U Disruption

U Follow through

U Value

U Repeatability

I U Safety




U Minimum Inventory In Stock

U Top Notch Technical Skills and Fitness

U First Call Fix or Completion Rate

U Technical Data In Hand vs. Factory Dependent

U Diagnostics to Root Cause of Fallure

U Proof or Evidence of Root Cause

U Accurate and Prompt Work Order Docs

U On Line Parts Ordering

U Communicates Positively About Factory & Goods

UTakes Responsibility for Eve




