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brand marketing

the power
of brand
marketing
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about Archie Jeter archie jeter*

recent clients

AChicago Metro AEYC

ACrimson Rd.

AlLeadership Unlocked

AGreater KC Hispanic Chamber of Commerce
ABakelite Cache

AFocas KC

education
AMasters in International Business, Florida International University

accolades

AFeatured in Entrepreneur Magazine, 2006

AFIU Entrepreneur award winner, 2007

AState of Florida New Venture Challenge winner, 2007

work/life balance
AWorked in Cusco, Peru for six months

ALived in Spain, Guatemala and Australia
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why brand?

Customers are willing to
pay more money
(premium),buy more
often (loyalty) and spread
the word (referrals)
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what Is a brand?

A brand Is the set of expectations,
memories, stories and relationships

that, taken together, account for a

O2y adzYySNQa RSOAAAZY
product or service over another.

Seth Godin
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comparisons

“I'M A GREAT
LOVER® TRUST ME.
HE'S A GREAT
LOVER”
’ ‘
MARKETING PUBLIC RELATIONS

“I UNDERSTAND
“I'M A GREAT LOVER. YOU'RE A GREAT
I'M A GREAT LOVER LOVER”

I'M A GREAT LOVER"

L b\

BRANDING

ADVERTISING




before we begin

=

Understanding of your customers
2. Understanding of the biggest
hurdles your business must
overcome
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the brand marketing process
1. Identity

2. Focus
3. Agenda

4. Communications
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1. brand identity

Ay SOSNI f S
competition
RSTAYS &2



archie jeter®
brand marketing

brand identity game

Mercedes-Benz

o
HONDA

ﬁ\ Volkswagen
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2. brand focus

AAO0 Aad AYLR2aaa
too strong at the
RSOAAADS L2A

- Napoleon



brand focus statement

our
IS the only

that
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3. brand agenda

agKFEO YIGGSN
NOT what you
do, but how

@ 2dz R2 AlE



brand agenda map archie jeter*

fufase of Use wProduct Performance N
wSpeed of Use wPolysensory
wConvenience of Access Engagement

wDesign Aesthetic
\_ Convenience Product ,
Agenda Agenda
Social & L
: Participative
- Ethical Agenda N
Agenda
wSociety wDeep Participation &
wrhe Planet Nurtured Communities
winteractivity
wPersonalization &
Customization
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4. brand communications

al t A3y | ¢
communications

with your brand
LINP YA AS ¢



brand communications options

archie jeter®

brand marketlng

Personal - Sales Public Instructional Corporate
. Advertising , : : :
Communicatio Promotion Relations Materials Design

Networking

Internet

Email

Direct Mail

Customer
service

Print

Training

Outdoor

S

Tele-
Marketing

Broadcast

Word of
Mouth

2/20/2010

Sampling

Prize
Promotions

Gifts

Coupons

Signup
Rebates

Press
releases

Websites

Special
Events

Trade
Shows

-

Sponsorship

N

Press
Conferences

»

*Media
Coverage

Brochures

Video

Interactive
Software

eBooks

v

www.archiejeter.com

- Signage

Interior
Decor

— Equipment

J

—  Vehicles

— Stationery

—  Uniforms
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case study:apple

é
Think (V\
' .,

different. C

Think different about technology,
products, our company,
yourself and about the world
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apple: genius bar
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apple: workshops
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archie jeter*
case study:method

People
against
dirty.

Ecofriendly lifestyle
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method: packaging
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method: manifesto

2/20/2010

it's time to rid the world of dirty. Okay maybe
that'’s a bit ambitious, so let’s start with your
home. We hate to break it to you, but most
household cleaners are full of toxic chemicals.
They're dirty and method is against that.
Using the stuff can be unpleasant, even
dangerous. We're against that too. However,
we noticed when some people say dirty,
often they mean kinky. But kinky we're all
for. Then again, too kinky can be dirty, and
that we're against.

archie jeter®

brand marketing

www.archiejeter.com
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method: community

= grime : toxins
= people against dirty®

bad stuff

J5 the community

meet the people who are as passionate about clean as we are, latest entries  view blog

pretty privy- week 3

view advocates by sarah, 2/1872010 1:53:00 PM

what’s so smart about laundry?
by annab, 2/16/2010 5:49:00 AM

pretty privy - week 2
by sarah, 2/11/2010 11:10:00 AM

3 hand wash ambush
S | by annab, 2/9/2010 7:10:00 AM
b &
_ 4

most popular keywords

[ -

www.archiejeter.com

- ‘/ enlist to C. spread the
| =87 fight dirty - good word
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Ever checked us out
on Facebook?
(www.facebook.com/
method)

® no, i only go online to

check email

@ what's facebook?
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method: results

Inc.o O

>>The Top 25 Companies

2/20/2010

b

CO@NONAEWN -

Litle & Co., Lowell, Mass.

Airborne Health, Bonita Springs, Fla.

Digital Lifestyle Outfitters, Charieston, S.C.

Edible Arrangements International, Hamden, Conn.
SunRx, Cherry Hill, N.J.

United Bank Card, Hampton, N.J.

Method Products, San Francisco

StubHub, San Francisco

Anclllary Care Management, Los Angeles
MemberHealth, Cleveland

www.archiejeter.com
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case study:our hair salon
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website www.archiejeter.com
emall me@archiejeter.com
phone 773.812.3819
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