
Business strategies - By Michael haMMond

Are You Cutting Corners?
While short cuts may save you lots of money upfront, in the end that approach 
often just leads to some lost opportunities.

A ll of us have seen it done and maybe we are even guilty of doing it ourselves. We spend 
money on high-level programmers and developers to build our business solutions, but when 
it comes to strategic marketing, something like a logo, collateral material or a website; we 

think, “Heck, Sue in customer support has used PhotoShop before. Maybe she can do our logo when 
she is not busy on the phones” or, “We just need to update our website. I have a neighbor that does 
that on the side. Let me see if he can inexpensively update our site.”

I’m here to tell you that is the wrong approach. While making these types of decisions has saved 
your company some initial upfront costs, cutting corners on a comprehensive and strategic brand 
strategy can cost you significantly more in the long run. It’s all about what I like to call strategic 
branding.

Strategic branding does not have to be an extremely expensive effort that only Fortune 500 
companies can afford. No matter the size or budget of your company, you need to take the time and 
effort to strategically examine your brand. A dynamic brand is definitely more than just your logo 

or website; it’s who you are as an organization and 
what you actually stand for. It’s the experience people 
have with your organization, the lasting impression 
you leave in their minds. So you need to strategically 
think about what you want that impression to be and 
ensure that you communicate it consistently across 
your organization.

A distinctive brand is more than the visual 
personality presented, but it is a critical component of 
it. You want prospects to be attracted to the look and 

feel of your company. Often that is the first impression they have with your organization. Beyond 
name and logo, the brand personality visually represents the organization’s individual identity through 
well-defined graphic design, color palette, and overall look and feel, in order to emotionally connect 
with your audience.

Why are so many companies willing to cut corners on the first interaction potential customers 
have with their company?

Going cheap with unqualified individuals who don’t understand anything about your value 
proposition, key differentiators, competitors or target audience is going to cost you dearly in the long 
run. I know a number of companies that wasted money because they did not possess a brand strategy. 
A dynamic brand is more than just finding some pictures on iStock and creating a catchy phrase. You 
will lose more in lost sales by getting this part wrong than you will save on cutting corners.

And you know what? A strong brand strategy goes beyond visual personality to include your 
brand positioning. It serves as the foundation for all future marketing materials. This helps you avoid 
throwing away money on ill conceived graphics and ensures that you only invest in activities that 
move your business forward.

Brand Positioning is how you speak about your company and it has a significant impact on how 

Going cheap with unqualified individuals 
who don’t understand anything about your 
value proposition, key differentiators, 
competitors or target audience is going to 
cost you.
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others perceive your organization.  
When properly done it will differentiate 
your offerings in the marketplace and 
build value for your target audiences. 
It is critical to have powerful brand 
positioning that clearly differentiates 
your company from the competition—
and one that expresses your unique 
personality. Your target audiences 
should instantly understand your value 
proposition. They need to know what 
they can expect when doing business 
with you and what it is that your 
company stands for in the marketplace.

Brand positioning sets the foundation for the messaging 
that will be used in all interactions with your target audiences, 
including prospects, customers, employees, the media, and other 
key shareholders. This foundation enables your organization to 
deliver consistent messaging in all communications, whether 
it is a marketing collateral, website, sales presentation, press 
release, etc. Consistency is critical when developing a dynamic 
brand image for your company.

Brand positioning is written from the perspective of the 
prospect. Many companies focus so heavily on features and 
functions that often the message does not register with the 
prospect. A value based approach that focuses on what is in it 
for the prospect, will grab their attention and not require them 
to figure out how those features may benefit their company.

One of the earliest and most powerful ways that your 
corporate brand is delivered to your target audiences is 
through your logo and tagline. A succinct announcement that 
communicates your strategic positioning instantly, a tagline 
should be easy to understand and resonate with your audience. 
Depending on the brand strategy, a tagline can be 1.) inspiring 
– call to action, 2.) emotional – creates a tone or feeling about 
the business, 3.) informative – states a fact or is 4.) descriptive 
– explains what the business does.  

A dynamic tagline can be used to express your company’s 
vision, highlight your value propositions, convey competitive 
distinction in the marketplace and enhance your overall brand 
image.  A tagline can extend your brand image; develop an 
emotional connection with your prospective clients when used 
in conjunction with your marketing campaigns. 

Often businesses have names that 
are not particularly descriptive nor do 
they identify your products or services 
– a well constructed tagline can bring 
focus to your offerings. In general when 
developing a truly distinctive tagline one 
should keep in mind these guidelines.

>>Dynamic – the tagline should 
spark interest and cause action 

>>Stay positive – people do not like 
negative statements 

>>Be concise- no more than 7 
words

Strong brands accelerate business 
results elevating companies, their products and services 
from commodity status to positions of distinction in the 
marketplaces. The ideal brand that comes forth is one 
that is positive, creates trust, credibility and loyalty, while 
establishing long-term differentiation in the marketplace. 

Branding, when done well, is more than a just a marketing 
task, it is a strategic roadmap for the entire organization 
to follow. I think your brand should stretch across your 
organization, encompassing corporate philosophy, product 
uniqueness, communications and prospect interactions. Your 
dynamic new brand should impact all of your communication 
points.  It should be embraced by all of your employees and a 
representation of your corporate culture at all times. Branding 
is not a project, rather something that becomes part of your 
organization. 

At the end of the day, the brand experience that your 
prospects, clients and partners encounter through their 
interactions with your organization shapes their perception 
of you, for the good or bad.  The brand experience is your 
opportunity to positively impact their perception of your 
organization. Beyond creating memorable experiences, the term 
brand experience is aspirational: it speaks to the goal of making 
every communication and interaction with your prospects and 
customers extraordinary, compelling and engaging which then 
ties directly to your brand. 

Saving a few thousand dollars and then losing $100,000’s 
in business opportunities because you didn’t connect with your 
target audience does not seem like a strong go-forward strategy 
to me. ❖

Michael Hammond is chief strategy officer at PROGRESS in Lending Association and the founder and president of 
NexLevel Advisors. NexLevel provides solutions in business development, strategic selling, marketing, public relations 
and social media. He can be reached at mhammond@nexleveladvisors.com.
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