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Effective
Branding
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I’ll spend more,...
or wait longer,...
or even endure hardships,...

to buy YOUR product over someone else’s.






Decrease Your Bottom Line







Hello!
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The Consistent Delivery
of a Meaningful Promise.
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“People don’t buy what you do.
They buy why you do 1t.”

— Simon Sinek






Standard Operating
Procedures



Your People

What your employees do...
(or don’t do)

consistently,

IS your brand.



Online Reviews
Tell One Side of

# % % % the Story

4.2 -45 is the

w w w w w w t] average star ratings Defe nd You r
82% Near or perfect Truth!

5.0 is “too good
of consumers
specifically seek out

negative reviews |‘ I.

to be true”

The REVIEW-ER
Isn’t always right!



Poor brands pay 10%
more in employee salary.
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Your Brand Is An Inside Job, First

p



Meaningful Promise
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Your
Customer



Know Your Customer
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The average age
of homebuyers

in 2024 was 56,
a record high.




Most Popular Social Media Apps by Generation
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Your Promise

Appeal to
Emotions.

The Value of
Emotional Connection

As customers’ relationships with a brand
deepen, they move along the pathway toward
full emotional connection. Although they
become more valuable at each step, there’s

a dramatic increase at the final one: Across

a sample of nine categories, fully connected
customers are 52% more valuable, on average,
than those who are just highly satisfied.

CUSTOMER VALUE +52%
IN RELATION 1
HIGH ISFIEI

+13%
Baseline
-18%
Not Highly Perceive Fully
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EMOTION IS MORE EFFECTIVE
THAN LOGIC IN ADVERTISING
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- confidence, achievement, respect of others,
the need to be a unique individual |

LOVE AND BELONGING

friendship, family, intimacy, sense of connection

SAFETY AND SECURITY

health, employment, property, family and social abilty




Effective

Roofing

SELF-ESTEEM
confidence, achievement, respect of others, B ra n d S

the need to be a unique individual

LOVE AND BELONGING

friendship, family, intimacy, sense of connection

SAFETY AND SECURITY

health, employment, property, family and social abilty



Social Media can have a Big Impact
on Emotional Connection
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Your Brand Grows with Connection



Price Permission



Brand
Endurance
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The Consistent Delivery
of a Meaningful Promise.



Enthusiasm is
common.
Endurance is
rare.

-Angela Duckworth
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