The key to standing out

Strategy is about making

choosing to be different.”

n his book, “The Old School with
New Tools,” Tim Brown talks about
what'’s needed to create exceptional
sales experiences for your clients.
The strategy he endorses, which was
crafted through 20-plus years of de-
veloping and implementing powerful
sales engines, fuses the synergies of
old school techniques with today’s
ever-changing technologies.

In the high-pressure world of leading
sales efforts for entrepreneurial ven-

tures, of which Tim has spent the major-
ity of his career doing, inding ways to
stand out from the competition can be the difference between
getting the job done and exceeding beyond expectations.

Over a 10-year span, Tim worked with both established and

trade-offs; it’s about deliberately

choices,

start-up companies in Denver, Chicago and Sydney,
Australia, including the likes of Cisco Systems,
Alteon Web Systems (Nortel Networks), American
Power Conversion and Xircom. Among his myriad
successes was selling $186 million of Cisco Systems
equipment to Qwest Communications within a
two-year period and growing the revenue of Sign
Language, a large-format printing company, from
$32,000 to $10.2 million within a five-year period.
Ask him, and he will tell you that his success was
rooted in making himself - and his brand - stand
out over the people and companies that provided
similar products, services and value propositions.
“That is really critical today,” says Tim, who serves
as president of Northstar Commercial Partners,
along with overseeing Three Creative, a life lead-
ership organization. “How brands were marketed
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30 years ago - or less - is very
different in today’s digital and
social media world. You no
longer need a lot of money to
build the essential components
of a brand, and then place that
brand into the marketplace.”

For example, in just one
generation, brand competition
has shifted from a local/region-
al competition to a national/

global scale. The reason:
Innovative communications
tools and platforms like social
media continue to lower the

traditional barriers to entry, ie,

it’s easier to create and launch
a brand.

The downside: The market-
place is more crowded than
ever before.

Separating yourself from all

Stop, listen, learn -

BRAND

this noise is a strategy more
brands must embrace to win
the war of differentiation.

The strategy, he says, really
depends on the brand. For
example, if your brand is built
on risk, be risky and even a
bit snarky or sarcastic. If your
brand image is built on sta-
bility and being conventional,
take a more conservative and

traditional approach.

“What’s important is not
whether you are risky or not,
but ensuring the message you
are portraying is in alignment
with your company’s overall
mission, vision, values and
goals, which hopefully is
already in alignment with your
overall product and brand de-
ployment strategy,” Tim says.




Strategies you can use

You have to learn the rules

of the game. And then, you
have to play better than
anyone else.

- Albert Einstein

arketing experts will tell you that
there is no time like the present
to kick the identity of your brand
and its message into high gear.
You can start by asking yourself a
few simple questions, which Tim
Brown says is key to getting your
message heard. For example:

What is your external and inter-
nal messaging? How does it align with your corporate mission,
vision, values and goals? Be intentional about every word that
you use - they all matter.

Are your employees, prospects and customers able to share
their stories about their ideas, growth, pains and gains with oth-

ers within the company? Do you have a “brand board of directors”

consisting of employees, prospects and customers who can help
you navigate the creation and evolution of your brand?

Are you remarkable? In Seth Godin's book, “Purple Cow,” he
writes about the difference between a brown and a purple cow.
Give people areason — or several — to remark about your brand.

“Your reputation is at the heart of the brand of your company,”
Tim says. “Whether good or bad, you build a reputation through
stories. And if you do not define your stories, others will create
those stories for you. Take the approach that if you don't write
anything on social media, nobody will. Brand leaders must lead
not only from within, but from without. Don't wait to react to the
competition. Dictate the playing field to your competitors and
establish a standard of excellence with your own day-to-day hab-
its, your commitment to authentically serving, and your brand's
pure business ethics.”






