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A little more about me…

- Pivot’s Director of Strategy

- 22+ years in broadband/

telecommunications industry

- Husband of one

- Father of two 

- Avid Seahawks fan

- Your normal, average, everyday customer
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About my wife…

- Name is Emeline, but goes by “Em” 

- Youngest of five kids –

three older brothers, one older sister

- Only one in her family to be born and 

raised in the United States

- Her parents and four older siblings 

immigrated from the Philippines before 

she was born
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Your brand is built by the 
perceptions the market 
has of you – based on all 
of their interactions with 
your company. 

Principle #1: 
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Branding and marketing 
are inseparable – they 
should not be looked at 
as separate functions but 
intertwined. 
“Brandketing,” anyone?

Principle #2: 
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Now that we’ve covered 
principles, let’s move to 
a more interesting 
topic…
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About us…

We

Filipino Food!
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Scenario #1
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Dream with me…

- Three Filipino restaurants in our town, 

equidistant from our home.

- They all opened about the same time, and 

we believe they all have similar quality food at 

similar prices.

- Nothing in particular stands out about any 

of them.

- We randomly selected to eat at Phil’s first, 

and have gone there every Friday night since. 

Never tried Frank’s or Fred’s.

Phil’s

Frank’s Fred’s
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Dream with me…

- From a “looks” standpoint, they all 

appear basically the same, with similar 

color buildings and basic logos.
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Dream with me…

- They all use basically the same 

advertising – showing a sampling of 

the dishes they offer, similar pricing 

for each, a two for one offer, and that 

they have “the best Filipino food in 

town!”

- We continue to eat at Phil’s.
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Dream with me…

- One day, Fred’s gets a makeover – new paint on 

building, new logo, better design.

- This draws the attention of Em and I, and others 

in town. A few people decide to give them a try 

as a result of their new look.

- Our perception of them has improved a little, 

but Em and I are creatures of habit. We 

continue our routine of visiting Phil’s every 

Friday. It’s what we’ve become accustomed to 

and are comfortable with.
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Dream with me…

- During softball season, we spot a new sign for 

Fred’s at the field where our youngest daughter 

plays. 

- Other parents notice the sign, and a few more 

people decide to try them out for a meal.

- We consider it a nice gesture, and we recognize 

that they’re supporting the community in a small 

way. Our perception of them improves a little 

more. But Em and I are creatures of habit. 

We continue our routine of visiting Phil’s 

every Friday.
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From Fred’s standpoint…

What is Fred thinking in this situation?:

- I look better than the other Filipino restaurants in 

town with a snazzier logo and a better-looking 

building, so people will be drawn to me.

- Residents will be thrilled to have another option, and 

I know my food is better than the competition’s. 

- People will see my sign at the softball field and 

recognize my commitment to the community.

- I’ve done more than Phil or Frank. People will see 

that and choose my restaurant as a result.

They’ll love me 
more.
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Scenario #2
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But what if?

- We imagine instead that there are no Filipino 

restaurants in town.

- Em makes Filipino food at home, and we enjoy 

it together every Friday night. It’s not the best 

Filipino food I’ve ever had, but it’s okay.

(Note: Truth is, Em’s learned from her mother and 

her Filipino food is amazing. But we’re still in our 

imaginations here.)
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But what if?

- Fred sees the opportunity to enter the 

market with the only Filipino restaurant.

- He advertises “Now open” and that 

people from town can now get “the best 

Filipino food at a great price!”
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From Fred’s standpoint…

What is Fred thinking in this situation?:

- They’ll be thrilled to have a Filipino restaurant in 

town.

- My food is great, and they have no other choice for 

Filipino food.

- This is my own personal Field of Dreams – if I build it, 

they will come.

If I build it, they 
will come…
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How many of us are Fred?
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What’s our Fred rating?

When an area is underserved relative to 

broadband, how many of us think?:

- They’ll be thrilled to have us.

- If we build it, they will come.

- It will be easy to get new customers because 

they either have no service or the service 

they’re using is inferior to what we’re delivering.
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What’s our Fred rating?

When the area has other competition, 

how many of us think?:

- They’ll be thrilled to have another, better option.

- The competition has inferior service and/or a 

bad reputation.

- People will recognize we have better service and 

will leave our competitor to come to us.

- It’s a no-brainer for customers to choose us over 

the competition.
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So the big question is…
Will we (and others like us) 
ever eat at Fred’s?

And would we buy your Internet service?
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Well, maybe…

- Some people will buy as soon as you build it. They’re thrilled to 

have your service because they’ve been waiting for decent 

Internet (and Filipino food) in their area, whether they’ve had 

other options or not.

- However, complacency and contentment are huge obstacles. 

People are creatures of habit. Even if they’ve been getting by 

with dial-up or Internet off their mobile phone (or cooking their 

own food), they may not switch because they’re used to what 

they have or don’t want to go to the hassle of switching.

- You can give people all the “facts” about your service, but people 

often need a greater reason to choose to do business with you 

than service alone.

???
???
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The challenge…

% OFFER HOPPERS, READY TO SWITCH

% COMPLACENT, CONTENT
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How do we brand for 
the broader market?
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Let’s talk about brand 
positioning.
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Brand Architecture: Brand Positioning

QUALITY
Anything directly related to the 
product/service: features, safety, 
reliability, etc. Combined with 
pricing, provides value.

PRICE
Combined with quality, 
provides value.

SERVICE
Includes guarantees, 
responsiveness, 
return policies, etc.

AVAILABILITY
Best selection, exclusive products. 
You buy because you have to.

CONVENIENCE
Includes geographical nearness, 
hours of operation, etc. You buy 
because you need to, and this option 
is easier in some way.

INTANGIBLE
There is something about the 
company you like. Buying from it gives 
you something intangible. You buy 
because you want to.
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Think of someone you love…

Or this guy…
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Getting to the heart…

Returning to our imaginations…

- One day, Em and I meet Fred and his wife at a 

softball game. We like them immediately. We continue 

to see them at games, and a relationship starts.

- At Phil’s, the only relationship we know is them giving 

us food and us giving them money.

- Nothing has changed about the restaurants. But are 

we more likely to eat at Fred’s now? You bet. Why? 

Because Fred’s has an intangible that Phil’s doesn’t. 

One of relationship.  
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Getting to the heart…

- In another scenario, maybe we hear friends or 

people we know around town talking about 

Fred’s in a positive way.

- Again, nothing has changed about the 

restaurant. But with multiple people we know 

talking so positively, does it make us more 

willing to check it out?  For sure. Fred’s has 

another intangible now. One of trust.
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How do we build a stronger brand?

1. Start by finding 
your intangible.
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Start by finding your intangible.

Maybe you inspire your customers to dream big. Maybe you encourage them to 

reach beyond themselves. Maybe you’re building their self-esteem. Maybe your 

connection with them runs deeper than the services they buy from you. 
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How do we build a stronger brand?

2. Look for how you can 
connect with your 
customers on an 
emotional level.
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Put a little Dove in your heart….

Dove 2013
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Put a little Dove in your heart….

Dove 2014 Dove 2015 Dove 2016

Dove 2017 Dove 2018 Dove 2019
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Put a little Dove in your heart….

Dove 2020



Put a little Dove in your heart….

Dove - Today
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How do we build a stronger brand?

3. Focus on your 
customers, not on your 
company.
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Blah, blah, blah Erik

Your customers don’t want to hear how 

great your company is, or how awesome 

your services are. They want to know 

how you solve their problem. They’re 

not listening to anything else.
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Focus on your customers, not on your company

As Donald Miller would say, 

your customer is the hero, 

you’re the guide. They’re not 

looking for another hero, but a 

guide who can help them on 

their journey. Be the Yoda to 

their Luke Skywalker.
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How do we build a stronger brand?

4. Find a strong hook.
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Find a strong hook.

The hook is meant to grab 

your customers attention 

long enough to listen to what 

you have to say.
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Find a strong hook.

From fun and quirky to 15 

minutes will save you 15%.
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How do we build a stronger brand?

5. Remember that your 
brand is made up of the 
all perceptions of your 
company, not just your 
logo and visual identity.
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But also that logo and 
visual identity are 
incredibly important.

So with more on that, 
here’s Rachel…
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Your Visual Brand 
= 

Your First Impression
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Your Visual Brand 
= 

24/7 Employee
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Your Visual Brand 
= 

Anchor & North Star
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A brand is a lot like a person
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How do we translate 
this visually?
Get ready to get nerdy



You know you 
are a nerd 
when…

Professional

Friendly

Fun

Positive

Bold

Dependable



You know you 
are a nerd 
when…

Professional

Friendly

Fun

Positive

Bold

Dependable

Professional

Friendly

Fun

Positive

Bold

Dependable
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Keys to visual brand success
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Keys to visual brand success

Set up a framework 

Keep it accurate and 

achievable

Stay consistent

Keep participating



askpivot.com

Let’s check it out
Sample Logos + Styleboards
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Takeaways 

• Your brand is built by the perceptions and interactions 

people have with your company

• Filipino food is bomb

• Your brand has an intangible 

• Focus on your customer – not your company

• Visuals Matter and act as your north star and anchor for 

living out and building perceptions with your customers

• Pivot can help you succeed! 
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Thank You
askpivot.com
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