
Establishing and 
Marketing your 

Brand 
for Maximum 

Impact! 



Jeanne Bruce : Hyperquake 

• CFO / COO 
• Co-founder 
• 28 years in branding / 

design industry 
• Wright State University, 

MBA 
• University of Dayton, BA 





 

 

A STRONG BRAND WILL  
HELP DRIVE YOUR BUSINESS 

 
• Enables buying decisions 
• Builds customer loyalty 
• Generates referrals 

 



But:   A Neglected Brand Erodes Value 



 

 

BRANDING IS ABOUT THE ENTIRE 
CUSTOMER EXPERIENCE  

• It includes every possible touchpoint with 
the consumer. 
 

• It is about the customer’s perception of 
your brand.  



Think about… 

• At its very core, marketing is storytelling...A brand’s story comes from the 
company’s own information, and should be true to your company’s mission, 
vision and values. 
 

• The goal with corporate-brand storytelling is to transition the consumer from 
awareness to trial to advocacy.  And when you can develop an emotional 
connection between consumers and your brand, your Brand’s power will grow 
exponentially. 

YOUR BRAND’S EQUITY AS A STORY 



BRAND EQUITY 



BRAND EQUITY 



“At its very core, marketing is storytelling...A brand’s story comes from the 
company’s own information, and if successful, it is accepted and integrated 
into the consumer’s story.” 
 
“The goal with corporate-brand storytelling is to transition the consumer 
from awareness to trial to advocacy. You want people who use your brand to 
describe their life,  A “Windows User,” a “Mac Guy,” a “Honda driver” and 
so on. Once the consumer adopts a product into his or her personal story, 
brand exposure increases greatly.” 

 

  - Fast Company 2009 

 

  

 

THINK ABOUT 
EQUITY 
AS A STORY 



So Now What? 
• Successful Branding achieved over time, not overnight. 

 
• And needs the support and commitment of the entire 

organization. 
 

• Stay the course.  In today’s fast changing world, there 
are even more platforms to deliver your message, and 
the average consumer is bombarded with stimulus.  
Your brand foundation is your lens to stay focused and 
make choices for your business. 

  



Wendy Vonderhaar : Intrinzic 

• Owner 
• 22 years experience 
• The University of Chicago, 

MBA 
• Miami University, BA 

 



Developing Brands 





 



Story Elements 







BEFORE: 

AFTER: 



Iconic Stamp System 





Iconic Stamp System 



In Store Signage 





Packaging 



Packaging 



Uniforms 





OUTDOOR BOARD/BUS WRAP 



Common Pitfalls of Branding 



As a business driver and tool to inspire both 

internal and external audiences. 

Not understanding the power 
of a brand  



It is about the tangible things you are doing 
and the experience of the employees and 
customers. Brand should reflect and 
reinforce your culture.  

Thinking branding is just a 
name and logo  



Involve people throughout your company, 

especially front line employees as well as 

customers and business partners. 

Relying only on your 
perception  



The brand has to come from what is 

intrinsic to the company and emanate 

from the inside out. 

Not recognizing that brand is 
built on culture  



A good brand strategy clarifies and 

simplifies to help everyone stay on the 

same page. 

Complicating the messaging 



Or that branding is about "what" you do. In 
reality, you will differentiate yourself mostly 
on "how" you do what you do and clearly 
defining "why" you are doing it. 

Thinking branding is just for 
products  



Brand is and always has been about 

differentiating so it is important to clearly 

identify where/why you are different.  

Being generic  



Your brand is your strongest marketing 

tool, why make your audience work 

harder to recognize and remember you? 

Inconsistent use of your brand  



Michelle Class : Marketing with Class 

• President / Owner 
• 15 years marketing B2B 

companies 
• 4 years consulting 

– Professional Service Firms 
– Technology companies 
– Construction companies 

• Northern Kentucky University, 
BS 

 



Why budget? 

• Control spending 

• Avoid random activities 

• Leverage investments 

• Measure results 

• Ensure balance – sales/marketing 

 



Nearly Free marketing initiatives 

• Public relations 
• Customer Surveys - Survey Monkey 
• Networking 
• Strategic Partnerships 
• Social Media – Facebook, LinkedIn, Twitter, 

Vine/YouTube, Flickr, Instagram, Pinterest 
• Google Local Business listing, Google+ 
• Directory listings 
• Slideshow / Videos posting 

 



need to 

know 



Marketing budget knowledge 

Most spend between 3% - 5%  
of company gross revenue. 

Preparing for growth?  
Consider a 10% marketing budget! 



How to know what to spend on … 

• Evaluate what is working now 

• Talk to other SMB owners about what has 

worked for them 

• Test the market 

• Use these benchmarks 

 









 
1. Determine resource needs 

Completely In-house 
– Full-time individual, can be more expensive for smaller firms($45-60K) 

Split 
– Part-time internal resource (20 Hours/Week; no benefits; $15-20K) 
– Hourly consultant (10 Hours/Month; no benefits; $15-20K) 

Outsource 
– Outside consultant (Must have insight from management) 
– Retainer May Be Best Option (15-20 hours / month; $25-30K) 
– May be able to utilize intern for implementation to reduce costs to firm 

 



 

2. Build Program Metrics 
Online Analytics 

• Website lead generation; click through rates; info requests 

• Requests via unique landing pages 

• Electronic communications (newsletters, blasts, invitations, etc.) 

Traditional Analytics 
• Referrals / Networking leads 

• Direct mail campaigns 

• Newsletter / BRC requests 

• Seminars / Client appreciation events 

 

 



3. Evaluate Progress 

Performance Measurement System 
• Just like employees, measure consultants same way 

• Discuss criteria and offer bonus for exceeding results 

Be open to additional Outside Resources 
• Consultants can’t do it all 

• Bringing in additional resources will benefit the firm 

Ensure consultant has tracking plans 
 

 



Jack Kaser : Next Level 

• Author, Speaker, 
Business Performance 
Strategist 

• 30 years experience 
• Central Academy of 

Commercial Art 
• Sinclair College 



Systematizing 
Your Brand 

Into a Sales & 
Marketing 
Process 

 



Internal Perception (Versus) Outside Reality 

The DNA of Brand Building 



Definition of Marketing 

“Selling in advance.” 



Definition of Selling 

“Getting people intellectually engaged 
 in a future result that’s        
 and getting them to emotionally 

commit  
                               

GOOD FOR THEM 

TO TAKE ACTION to achieve that result.” 



Business Owner Myth 

“Sales is a numbers game.  
To increase revenue… 
I’ll just get our sales guys to make more 

calls.”                            
REALLY? 













The BEFORE UNIT is  
in charge of identifying, 
educating, attracting,  
& motivating people  
to become aware of your 
product or service and 
want to do  
business with you for the 
first time. 

The DURING UNIT is 
everything you do 
after the original sale 
is consummated to 
deliver the ultimate 
experience people 
have doing business 
with you and your 
entire organization.  

The AFTER UNIT 
nurtures lifetime 
relationships and 
creates lifetime 
value with all the 
people who know, 
like and trust you 
and provide repeat 
business and  
orchestrate referrals. 

View your Business in 3D 



DISCOVER  
(8) PROFIT ACTIVATORS  
THAT WILL HELP IMPROVE  

 
CLIENT ACQUISITION 

& RETENTION 



BEFORE UNIT 

Narrow your  
focus and select  
ONE target  
market (at a time) 



BEFORE UNIT 

Use DIRECT 
RESPONSE  
offers to compel 
prospects to 
call YOU  



BEFORE UNIT 

Patiently and 
systematically 
educate and 
motivate  
prospects to  
meet you when 
THEY’RE ready 



DURING UNIT 

Present your  
unique service  
offer in a way 
that makes it  
EASY to get  
started 



DURING UNIT 

Deliver a DREAM  
COME TRUE  
experience from  
your client’s 
perspective 
 



DURING UNIT 

Provide  
AFTER THE  
SALE SERVICE-  
even after you’ve 
already been paid 



AFTER UNIT 

Nurture lifetime 
relationships and 
focus on the 
LIFETIME VALUE 
of a CLIENT (LVC) 
to secure repeat 
business 



AFTER UNIT 

Orchestrate  
referrals by  
giving your 
clients the 
opportunity to 
FEEL GREAT 





Contact Us 

Jeanne Bruce : jeanne.bruce@hyperquake.com 
 

Wendy Vonderhaar : wendy@wherebrandsaremade.com 
 

Michelle Class : michelle@marketingwithclass.com 
 

Jack Kaser : jack@nextlevelbusiness.com 
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