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Agenda 

ÅOverview 

ÅTop marketing mistakes 

ÅA Brand Review 

ïA look at brands and what they say about a company 

ïCreating a brand and brand management 

ïDeveloping your brand voice 

ÅWhere to Invest Your Marketing Dollars 

ï²Ƙŀǘ ǿƻǊƪǎ ŀƴŘ ǿƘŀǘΩǎ ŀ ǿŀǎǘŜ ƻŦ ƳƻƴŜȅ 

ïCosts associated and the ROI 
ÅOnline / SEO / Advertising / Direct Mail 

  









Top Marketing Mistakes  
And How to Avoid Them 

Å Not managing your brand 
ï Inconsistent messages 
ï Changing focus/lack of commitment 
ï Not identifying and/or following your 

core values 

Å Relying on one marketing method for 
success 

Å Starting and stopping your marketing 
efforts  
ï Customers and leads will wonder 

what happened if you suddenly stop 
communicating  

ï Set a budget 

Å Creating messages based on what 
you like rather than what you can do 
for your clients 
ï Remember your audience is the 

buyer 

Å Following instead of leading 
ï Focusing too much on your 

competitors 
 

 

Å Writing your own marketing copy / or 
letting a neighbor design your image 
ï At a minimum, hire a professional 

and negotiate 

Å Not communicating your marketing 
strategy to employees 
ï ¢ƘŜȅ ŀǊŜ ȅƻǳǊ άǇƛǇŜŘ ǇƛǇŜǊǎέ 
ï Consistent messaging is key 

Å Spending without rationale 
ï Not identifying a marketing budget 
ï άDŜǘǘƛƴƎ ƛǘ ƻǳǘΣέ ǊŀǘƘŜǊ ǘƘŀƴ ǇǳǘǘƛƴƎ 

thought behind your spending 

Å Not measuring ROI / spend 
ï 5ƻƴΩǘ ǊŜƭȅ ƻƴ ǇŜǊŎŜǇǘƛƻƴ 

Å Participating in social media without 
a plan 
ï Giving the social media task  

to the intern 

 



A Brand Review 



What is a Brand? 

Brand: a collective set of communications, attitudes, 

beliefs and practices that define your company. 











Creating a brand & 
brand management 







For the life of your appliance 















Developing your 
brand voice 



 
 

 Brand Management 
Who Are You and Why Do We Care?  

 
 
 Get specific: high-end, price point, service, value, history 

Know your audience 

ïAvoid the urge to reach everyone 

Identify your Unique Selling Proposition (USP) 

ï{Ƙƻǿ ǿƘȅ ȅƻǳΩǊŜ ŘƛŦŦŜǊŜƴǘ ŀƴŘ Ƙƻǿ ȅƻǳ ōǊƛƴƎ ǾŀƭǳŜ ǘƻ 
customers 

Be consistent 

ïCreate business collateral, marketing pieces and a 
website that fits your brand and speaks to your audience 



Core Value Key Words 

ÅExpertise / team 

ÅHistory  

ÅInnovative / modern 

ÅInstallation 

ÅGreen 

ÅCustomer service  

ÅValue 

 

  



Unique Selling Proposition Worksheet 
Top Values and Key Statements 

Your Top 3 Core Values 

 

1. ___________________________ 

 

2. ___________________________  

 

3. ___________________________ 

 

 

Who buys your service? 
 
 

Why do they need your service? 
 
 

How Are You Different? 
 





USP Example ς Box Appliance 
 

Who Buys Your Service? 

      Luxury homeowners with Sub-Zero / Wolf appliances who live in Orange 
County / San Diego and Bay Area Zip Codes 

 

Why Do They Need Your Service? 

      They require in or out-of-warranty Factory Certified Service 

 

How Are You Different? 

 Brand knowledge and Customers first  



 
Positioning Statement ς  

Box Appliance 
  

 For luxury homeowners with Sub-Zero / Wolf 
appliances requiring Factory Certified Service, Box 
Appliance is the preferred choice because of our in-
depth brand knowledge and our commitment to the 
customer first.  

 

 











Unique Selling Proposition 

Name of Your Company 

 

___________________________________________________________ 

²Ƙȅ ¸ƻǳΩǊŜ 5ƛŦŦŜǊŜƴǘ 

 

___________________________________________________________ 

What You Do 

 

___________________________________________________________ 

Who You Do It For 

 

___________________________________________________________ 

 



Where to Invest Your Marketing Dollars 
 

A general formula to follow: 

ï{ǇŜƴŘ мл ǇŜǊŎŜƴǘ ƻŦ ǘƘŜ ǘƻǘŀƭ Ŏƻǎǘ ƻŦ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ŀƴƴǳŀƭ ǊŜǾŜƴǳŜ ƻƴ 
marketing programs 

 

What constitutes a marketing program: 

ï Vehicles / vehicle wraps 

ï Signage 

ï Uniforms 

ï Newsletters  

ï Collateral 

 



Where to Invest Your Marketing Dollars 
 

Cƻƭƭƻǿ ǘƘŜ άǊǳƭŜ ƻŦ ǘƘǊŜŜΥέ 

ï Generate buzz by picking three marketing tactics to follow each year, like SEO, 
advertising, partnership program or employee program 

ï Do not do a one-hit  

ï Think in terms of touch points  

 



Where to Invest Your Marketing Dollars 
 

Separate yourself from the competition 

ï Identify a brand voice 

Southern coastal logo here w parts in motion 

 



Where to Invest Your Marketing Dollars 
 

Online Marketing / Search Engines / Google Ads 

ï Begin or optimize your online presence/visibility 



What works ϧ ǿƘŀǘΩǎ ŀ ǿŀǎǘŜ ƻŦ ƳƻƴŜȅ 

Works: 

 - Website presence 

 - Search engine optimization (Natural and Paid ς Google Ads) 

 - Neighborhood newspaper advertising 

 - Targeted direct mail campaign 

 - Yelp, CitiSearchΣ !ƴƎƛŜΩǎ [ƛǎǘΣ ŜǘŎΦ κ ƭƛǎǘƛƴƎǎ  

      - Dealer relationships (2 times a year with principals and sales people) 

      - A marketing plan for the year 

 

Waste of money: 

 - Traditional Yellow Page Ads 

 - Expensive Collateral / Printed Brochures 

 - hƴƭƛƴŜ 5ƛǊŜŎǘƻǊƛŜǎ όǊŀƴŘƻƳ άȅŜƭƭƻǿ ōƻƻƪΣ ȅŜƭƭƻǿ ǇŀƎŜέ ƭƛǎǘƛƴƎǎύ 

         



SEO / Pay-Per-Click 

²Ŝ ŘƻƴΩǘ ŦƛƴŘ ǘƘŜ ŎǳǎǘƻƳŜǊΣ ǘƘŜȅ ŦƛƴŘ ǳǎ 

LǘΩǎ Ƨǳǎǘ ŀ ǉǳŜǎǘƛƻƴ ƻŦ ƪƴƻǿƛƴƎ ǿƘŀǘ ǇŜƻǇƭŜ ŀǊŜ ƭƻƻƪƛƴƎ ŦƻǊ 

 

ÅThe phonebook is Dead 

ÅNatural vs. Paid Search  

ÅUnderstanding Keywords and Ranking 

ÅHow to invest on your online branding campaign 

ÅhƴƎƻƛƴƎ ŜŦŦƻǊǘ κ LǘΩǎ ŀ ƳƻǾƛƴƎ ǘŀǊƎŜǘ 

ÅSEO Tips 
 





¢ŀǊƎŜǘ ƪŜȅǿƻǊŘΥ ά{ǳō ½ŜǊƻ ǊŜǇŀƛǊ {ŀƴ 5ƛŜƎƻέ 
Monthly searches: 73 

Google rank: 1 



Social Media 
 

ÅGoogle ads 

ÅUse the keyword tool 

Å Implement a business group on professional sites like 
Facebook and LinkedIn 

ÅAsk clients, employees and associates to join your group and 
begin discussions, post photos, etc. 

ÅTwitter about completed projects with links to your Website 
ïAllows 140 characters, so utilize links to sites for maximum impact 

ÅPost to professional blog sites 
ïPosition yourself as an expert by submitting blogs or 

replying to posted blogs 



Specialty Appliance Home Page with widgets 


