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MarketingMarketing
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(Burnishing Your Brand)(Burnishing Your Brand)

Polishing Your PitchPolishing Your Pitch
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You Can’t Polish CoalYou Can’t Polish Coal
Eliminate Jargon. Start Over.Eliminate Jargon. Start Over.

Weak BrandWeak Brand

Jargon =Jargon = = White Noise= White Noise
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HINT: No, They Don’t

MarcRudov.comMarcRudov.com
© 2011 Marc Rudov© 2011 Marc Rudov

In 15In 15
Seconds?Seconds?

DoDo
TheyThey
“Get”“Get”
YouYou
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Where’s Your Company?Where’s Your Company?
Swimming in the White NoiseSwimming in the White Noise



What Is a What Is a BrandBrand
Value PropositionValue Proposition –– NOTNOT a logoa logo

OLD BRANDOLD BRAND NEW BRANDNEW BRAND
•• PowerPower
•• ProsperityProsperity
•• PridePride
•• LibertyLiberty

•• ImpotenceImpotence
•• InsolvencyInsolvency
•• InferiorityInferiority
•• FascismFascism

SAME LOGOSAME LOGO
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Top Branding FallaciesTop Branding Fallacies
• Branding is for “consumer” companies

• Social media can offset weak branding

• PR/advertising = branding

• Fancy logo = branding

• Branding = postponable luxury



Articulating your company’s value proposition, Articulating your company’s value proposition, 
in customer languagein customer language, in 15 seconds, so that , in 15 seconds, so that 

customers, investors, and media proscustomers, investors, and media pros will will 
REACTREACT to, to, REMEMBERREMEMBER, and , and REPEATREPEAT them.them.
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What Is Branding?What Is Branding?

RReact eact ••
 

RRemember emember ••
 

RRepeatepeat



MarcRudov.comMarcRudov.com
© 2011 Marc Rudov© 2011 Marc Rudov

What’s Customer Language?What’s Customer Language?

SaaSSaaS
CloudCloud

Web 2.0Web 2.0
3G/4G3G/4G

Customer language is not
vendor technojargon!
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Jargon Is JunkJargon Is Junk
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Terminology Is DestinyTerminology Is Destiny
Does Artery = Vein?Does Artery = Vein?



GutShareGutShare--killing sound produced killing sound produced 
by the combination of competing by the combination of competing 
vendors’ indistinguishable brands  vendors’ indistinguishable brands  

What Is White Noise?What Is White Noise?
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Weak BrandWeak Brand



AmbiguityAmbiguity
ComplexityComplexity
ConfusionConfusion
ImitationImitation
InsularityInsularity
MindshareMindshare

COCO$$TT
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White Noise Will COWhite Noise Will CO$$T YouT You
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Mindshare Is MeaninglessMindshare Is Meaningless
Cerebral Selling Doesn’t Cerebral Selling Doesn’t MoveMove PeoplePeople

Emotions Drive DecisionsEmotions Drive Decisions
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GutShare™ GutShare™ —— that portion that portion 
of customers’ of customers’ gutsguts that a that a 
vendor’s brand occupies vendor’s brand occupies 

React React ••

 

Remember Remember ••

 

RepeatRepeat



“When considering whether a first-time
entrepreneur is the next Mark Zuckerberg,
VCs usually have scant information on
which to base their investment decisions.
Like baseball scouts evaluating raw talent,
they must use pattern recognition, and
ultimately trust their guts, before betting
millions on a young founder.”

-- Scott Austin, WSJ (10.04.11)
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Don’t Be a Tech CheerleaderDon’t Be a Tech Cheerleader
People Don’t Buy TechnologyPeople Don’t Buy Technology

GoGo
4G4G



GutShare: Tap Corporate EmotionsGutShare: Tap Corporate Emotions
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Power

Reputation

Paycheck
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GutShare: Tap Consumer EmotionsGutShare: Tap Consumer Emotions

Safety

Status Coolness

Thrill

Relief
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Typical HomepageTypical Homepage
It Won’t Fly!It Won’t Fly!
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TV Screen = Computer ScreenTV Screen = Computer Screen
Make Your Point in 15 SecondsMake Your Point in 15 Seconds



•• Brand Container: Jar That Exposes Its JamBrand Container: Jar That Exposes Its Jam

•• BarcodeBarcode

•• Book CoverBook Cover

•• Opening StatementOpening Statement

•• Billboard Billboard 

•• Ubiquitous & Inexpensive Sales ToolUbiquitous & Inexpensive Sales Tool
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Value of Your HomepageValue of Your Homepage
Can’t Pitch Here? You Lose!Can’t Pitch Here? You Lose!



The Weak HomepageThe Weak Homepage
Drives All Branding PlatformsDrives All Branding Platforms
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Customers’ GutsCustomers’ Guts

• CEO Speeches
• Sales Pitches
• Employee Recruiting
• Channel Recruiting
• Sales Training

• Financial Documents 
• Exec Summaries
• Product Brochures
• Product Demos
• Advertising & PR
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HP’s HP’s Weak Brand Is CostlyWeak Brand Is Costly
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Ingram: On Right TrackIngram: On Right Track



Our Homepage Is “Good Enough”Our Homepage Is “Good Enough”
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Never Good Enough: #1Never Good Enough: #1 Good Enough: #675Good Enough: #675

Novak Djokovich

John Daly



Most People Like to Most People Like to BlendBlend

They’ll Be They’ll Be IgnoredIgnored

BlendersBlenders DominateDominate
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BlendersBlenders Are Are NotNot BrandersBranders

Wanna Look Like Steve Jobs?Wanna Look Like Steve Jobs?
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Where Where BlendersBlenders Are MadeAre Made

PC: It’s All About “The Group”PC: It’s All About “The Group”



Marc,Marc,

I watched your FSX keynote and listened to your radioI watched your FSX keynote and listened to your radio
interview from October 2010. You make good points.interview from October 2010. You make good points.

Our company’s CEO is not ready to listen or acceptOur company’s CEO is not ready to listen or accept
some of issues you point out.some of issues you point out. 

This is a long workThis is a long work--inin--process.process. 

SVP, Substantial Telecom CompanySVP, Substantial Telecom Company
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When the CEO Is an ObstacleWhen the CEO Is an Obstacle
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CEOs Fear This Poll: Truth HurtsCEOs Fear This Poll: Truth Hurts
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Branding: #1 PriorityBranding: #1 Priority
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Branders Are Branders Are UniqueUnique

Branders Branders Stand OutStand Out

Branders Branders Don’t BlendDon’t Blend



Which Will Which Will YouYou Choose?Choose?
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Be Unique or Be IgnoredTMBe UniqueBe Unique or or Be IgnoredBe IgnoredTMTM
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