
'I've learned that  
people will forget what you said,  
people will forget what you did,  

but people will never forget how you 
made them feel.’  	
  

	
  

 -- Maya Angelou 	
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1.  How you can discover the emotional/
cultural values in your brand 

2.  How to leverage your discovery 
3.  Illustrate with examples 



If you have a name, you have a            

BRAND. 



 
 
A brand is the  
promises &  
perceptions  
about your  
company  
and/or you.    
 
Brand Management is understanding  
and impacting  those promises and perceptions 
for maximum loyalty and profitability."
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If You Always Do
What You Always Did

You’ll Always Get
What You Always Got

Unknown

Text	
  



Beliefs & values (heart) 

The functional benefits 
 provided to customers (head) 

Features or processes 
that must be provided 

(spine) 

Most meaningful  
and most difficult to imitate  
but the hardest to deliver 

Easiest to deliver but least meaningful, 
most easily imitated  and least interesting 
 

LEVELS OF BRAND 
ASSOCIATION 
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10 QUESTION MESSAGE STRATEGY 
 

Who?  
Message?  

 One word?  
Difference?  
Why care?  
Feeling? 

Call to action?  
Aperture?  

Tone?  
How will you live the brand? 

 
 



POWERFUL MARKETING IS 
BOTH ART AND SCIENCE: 
 
 Simple 

Unexpected 
Concrete 
Credible 
Emotional 
Story 





U.S. beer sales  
were down  

1%  
 



Craft beer sales  
increased by  

11%  
 
	
  



QUIZ:  What % of all the beer 
sold in the US is 

Craft Beer?  
 



The craft brewing sales 
share  

4.3% by  
volume  



The time is 
RIGHT 
for a big idea. 
 
Kirby Nelson, 
Brewmaster 
Capital Brewery 















 

Media: Outdoor  
& Radio 
 
 

























In 3 months, over 

1,000,000 
12oz servings of  
Supper Club 
were enjoyed 











Alex Haunty is a gifted young man  
who creates and sells his art at  
InspiringArtByAlex.com. He uses  
a portion of the proceeds to bring  
groups of students with special needs  
to Broadway shows at Overture. 

Using acrylics on canvas, Alex created 
Take a Bow as an expression of his personal 
gratitude to Jerry Frautschi and Pleasant 
Rowland for their extraordinary gift to the 
local arts community. 

Please accept this replica as a token of our 
gratitude for your support.

TAKE  
A BOW
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