
the power 
of brand
marketing
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recent clients
ÅChicago Metro AEYC
ÅCrimson Rd.
ÅLeadership Unlocked
ÅGreater KC Hispanic Chamber of Commerce
ÅBakelite Cache
ÅFocas KC

education
ÅMasters in International Business, Florida International University

accolades 
ÅFeatured in Entrepreneur Magazine, 2006
ÅFIU Entrepreneur award winner, 2007
ÅState of Florida New Venture Challenge winner, 2007

work/life balance
ÅWorked in Cusco, Peru for six months
ÅLived in Spain, Guatemala and Australia

about Archie Jeter



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 
ŎƻƴǎǳƳŜǊΩǎ ŘŜŎƛǎƛƻƴ ǘƻ ŎƘƻƻǎŜ ƻƴŜ 
product or service over another.

Seth Godin
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comparisons
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before we begin

1. Understanding of your customers
2. Understanding of the biggest 

hurdles your business must 
overcome



1. Identity

2. Focus

3. Agenda

4. Communications

the brand marketing process
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1. brand identity

άƴŜǾŜǊ ƭŜǘ ǘƘŜ 
competition 
ŘŜŦƛƴŜ ȅƻǳέ
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brand identity game
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2. brand focus

άƛǘ ƛǎ ƛƳǇƻǎǎƛōƭŜ ǘƻ ōŜ 
too strong at the 
ŘŜŎƛǎƛǾŜ ǇƻƛƴǘΦέ

- Napoleon 
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our _______
is the only
_______
that _______

brand focus statement
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3. brand agenda

άǿƘŀǘ ƳŀǘǘŜǊǎ ƛǎ 
NOT what you 
do, but how 
ȅƻǳ Řƻ ƛǘέ
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brand agenda map

ωDeep Participation & 
Nurtured Communities

ωInteractivity

ωPersonalization & 
Customization

ωSociety

ωThe Planet

ωProduct Performance

ωPolysensory 
Engagement

ωDesign Aesthetic

ωEase of Use

ωSpeed of Use

ωConvenience of Access

Convenience 
Agenda

Product 
Agenda

Participative 
Agenda

Social & 
Ethical 
Agenda
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4. brand communications

άŀƭƛƎƴ ŀƭƭ 
communications 
with your brand 
ǇǊƻƳƛǎŜ έ
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brand communications options

Personal 
Communication

Networking

Email

Customer 
service

Training

Tele-

Marketing

Word of 

Mouth

Advertising

Internet

Direct Mail

Print

Outdoor

Broadcast

Sales

Promotion

Sampling

Prize

Promotions

Gifts

Coupons

Signup

Rebates

Public

Relations

Press 
releases

Special

Events

Trade

Shows

Sponsorship

Press 
Conferences

*Media 
Coverage

Instructional 

Materials

Websites

Brochures

Video

Interactive

Software

eBooks

Corporate

Design

Signage

Interior 
Decor

Equipment

Vehicles

Stationery

Uniforms
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case study: apple
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Think 
different.

Think different about technology, 
products, our company, 
yourself and about the world
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apple: genius bar



2/20/2010 www.archiejeter.com 18

apple: workshops



case study: method
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People 
against
dirty.

Eco-friendly lifestyle
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method: packaging
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method: manifesto
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method: community
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method: results



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


