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No matter where you stand on the economy, all small business owners instinctively know the importance of brand equity, although
many have difficulty defining it. In the plainest language, it is simply the ability of your customers to differentiate you from others
in your industry. Over the last couple of weeks, I have thanked my banker at every opportunity for being fiscally conservative all
along and am recommending them to anyone who brings up concerns about the sustainability of their existing bank. Oddly, many
believe you have to be a Fortune 500 company to reap the benefits, and it couldn’t be further from the truth.  Here’s how to start
building equity in your brand anytime you want to get started:

Clarify your position. The first step in building brand equity is to define your positioning statement, i.e., the single thing your
company stands for to your customers. Single is the operative word here. Good positioning forces hard choices. Get all of your
key players in a room and decide what makes you different and better than your competition.

Tell your story. All brands are stories, and a good way to get started is to write down and share your best stories. Give your
position an external expression through your best corporate stories—an insight that led to the company's inception, the
extraordinary measures you took to satisfy a customer or how your big breakthrough happened.

Bring it to life. Whenever I give speeches about branding, I always use the “Write down your three favorite animals” game.  It
makes people understand that great brands become great brands because the external image matches up with the internal
personality.  Any disconnects will cause stumbling and general confusion. 

Build the brand before they buy.  Brand impressions pile up to degrees that would surprise you before a customer takes the step
to buy. An idea: Give away a taste of your service or your intellectual property for free. 

Measure your efforts. Survey some existing and prospective customers, and, if possible, people who chose a competitor over you.
You'll be surprised at how candid people will be about your strengths and your weaknesses. Check your search rankings and
focus on the organic search results. Pay attention to conversations in social media circles, as consumers are holding candid
conversations about the brands they love and hate. 

We all need solutions that are practical and this assignment doesn’t require Fortune 500 marketing budgets to emulate.

I’m Lisa Davis. Let me know if I can help you in any way, please feel free to visit at OneAlliance.com and I’ll be back next Tuesday
afternoon. 
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