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A note from us:

We hate to say it, but where did summer go? This is a great time to reflect on the past year
and to decide where you’ll go and how you’ll get there next year. Want some help figuring it
out?

We’'re planning a fAree tele*seminar in November to help you “Kick-start Your Brand.” If you've
never experienced a tele*seminar, you're going to love it. You can dial in from anywhere. If
you’re taking the day off, you can still participate in the tele*seminar by just dialing in from your
home phone, your cell phone, or wherever. Since you're on our newsletter list, you'll be getting
a special invitation in a separate email but we couldn’t wait to tell you about it. We’ve got
some special bonuses for those who join us but you'll have to wait to read the announcement
when it comes out.

Until then, here’s the last issue in the three-part series asking if you deliver on your brand
promise.

So do you?

Winnie Anderson Guy Richards

Do you deliver on your brand promise?
The 3 mistakes businesses make that effect long term success

Every aspect of your business should enhance the customer experience, not detract from it.

Every retail establishment — whether a store, a bank, or a restaurant — in some way markets
itself as being customer focused. The clerks in the commercials and print ads are always
smiling and looking like they’re overjoyed when a customer needs help. How often do you
get that reaction from the staff when you actually go into those stores? The customers in
those ads look so happy you'd think the store or the bank is giving away merchandise or
bags of money. Do you see customers who look that happy when you go to your local retail
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establishments? Look in the mirror the next time you’re shopping and see how happy you look.
Why is the reality so different from the message sent?

Examine the physical atmosphere in your facility. Is it welcoming? The store manager or owner
would say “yes,” but how many customers would agree? Why is the air conditioning going at full
blast when the outside temperature is a comfortable 657 A customer who’s uncomfortable is going
to buy only what she came in for, not linger and make additional purchases.

Will the customer find new products on the shelves that she sees advertised on national
commercials or in magazines? Will there be samples and recipes available to reduce her reluctance
to buy? Don’t sell food? How can you reduce reluctance to buy and increase confidence in what
you do sell?

If the customer or prospective customer has to wait, are there comfortable chairs to sit in? Are
there materials that educate the person about your business and all of your services to encourage
them to promote you as an expert and encourage them to buy more? |s water made available for a
refreshing drink? Do people who frequent your establishment tend to have children with them? Are
they interested in the news? What could you offer them that would create a welcoming atmosphere
for everyone who visits?

What about the experience of the customer who must return something or who has a problem? Yes,
there are people who pull scams on businesses, but aren’t they truly the minority of customers?
Why then are you making customers feel as if they’re being interrogated? A customer who has a
problem and who brings it to your attention creates a tremendous opportunity for you to strengthen
the bond between you. The treatment they receive at that moment can be the factor that makes
them a brand champion for you or turns them into a brand detractor.

Nordstrom is legendary for its service. They have a no questions asked policy. Do people abuse
it? Yes. Have they changed their policy? No. They have systems in place to track who makes the
return and if they feel someone may be abusing their generosity, they explain their concerns and
tell the person they won’t be able to return anything in the next 30 days. But they don’t punish good
customers because of the few bad ones. Do you?

These are all examples of how businesses set themselves up for failing to deliver on the brand
promise. Whether we provide goods or services to consumers or other businesses, delivering on
the brand promise is one of the most critical processes to growth.

Your next step: Evaluate your business from the customers’ perspective. What promises are you
making through your marketing and do you deliver? How could you go above and beyond for your



< BRAND STRATEGY / FULL SERVICE MARKETING
0\ \&\ Solutions that make a bottom-line difference

DESIGNS

customers and prospects and create permanent relationships with them?

Stumped on how to take your service and your business to the next level? We’d love to discuss how
we can help you do that. Drop us a note to start the conversation.

Have a question about marketing? The question that goes unasked, goes unanswered. We could
answer it in an upcoming issue of the newsletter. Besides, it's hard thinking up topics, so help us
out!
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About Abiah Designs

Abiah Designs is an international award winning brand strategy / full-service marketing firm whose
unique, proprietary research process creates and revitalizes brands that resonate with their target
markets, leads to increased brand awareness, develops strong customer loyalty and improved
market share. Visit our website (www.abiahdesigns.com) to view our portfolio, read our case studies,
and begin to imagine how we can help you.

To grow your brand call 609 653 2233.
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