
15 lessons for value creation

With Todd Kelly

marcastrategy © 2020

Episode 94

https://marcastrategy.com/


With every market segment saturated, including the nonprofit sector,  it's very

hard to differentiate your brand, stand out from the competition, and get the

engagement you need. For small brands, competing against well-established

organizations with much more resources can be close to impossible. With so

many things to think about and work on, what does it take to succeed? What

are the most important aspects to focus on to ensure success?

To answer these questions, we invited Todd Kelly, CEO of Balzac's Coffee and a

brand builder veteran with an impressive track record to the podcast. This

document is a summary of the main tips and insights Todd shared. 

If you haven't yet, make sure you listen to episode 94,  as Todd goes into much

more detail than the summary list in this document. 

For more information, visit marcastrategy.com
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Have a high-quality product or service from a consumer standpoint. One that drives

benefits that consumers value and place value on. 

Set a price structure that the consumer is willing to pay, delivers margins, and supports

your business.

Have the right distribution channels to get to your ideal consumer.  Make sure your

product is in the right place, easily accessible to your consumer.

Make sure you understand what your product’s main benefit or value is. It can be difficult

for brands to realize what the true value of the product or service is. It can’t be a

category benefit as all others in the same category can claim it as well, and a functional

benefit is not strong enough to persuade the audience. Look for the emotional benefit of

your product or service. 

Clearly and effectively communicate your product’s value to your audience. 

Differentiate your product from the competition.

Audience - Make sure you understand who the right audience for your product or

service is. You can have a great product but if you’re trying to sell it to the wrong

audience segment, it won’t succeed. 

Team – It’s critical that your team understands your vision, is inspired by your mission

and is aligned in goals. Cross-functional experience where team members spend time in

different areas within the organization is an excellent way to gain a deep understanding

of the needs and challenges of each division, fostering team unity and effectiveness. 

1.  Product

 

2.  Price

 

3.  Place

 

4.  Promotion

 

5.  People
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Every organization needs to have the right processes in place for effectiveness, quality

assurance, etc. Think of the processes you need to be successful and only have those.

Adding too many processes will diminish their effectiveness. 

Make sure your processes are scalable and can adapt and continue to serve you well as

your organization grows. 

Whether you have a product or service and whether you sell online or in retail stores,

how your product and service are presented and the experience your customer has with

your product is critical. Regardless of where it takes place, make sure you make every

point of contact with your customer as compelling as possible Make sure you use every

tool at your disposal to make your product stand out from the competition and clearly

communicate its value.  

Packaging is the primary vehicle for communicating who you are as a brand, what you

stand for, what the product delivers, and its value. Don’t overlook your packaging, either

if it is a physical package on a shelf in a retail store or if it is presented online. How your

product is presented makes a huge difference.

Timing is critical. Although the ideal is to be the first to market and define the category,

sometimes you can be too early, and the market is not ready for a new product category.

Before you rush to launch, make sure the market is ready for your product or service. 

Before jumping into the more creative side of marketing (the funny commercial or social

media posts), make sure you have your fundamentals right first. 

6.  Processes

7.  Physical Evidence/experience

8.  Timing

9.  Fundamentals first 
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Get as much information and do as much research as needed but make sure you take

the time to analyze the data. You have to be able to “read between the lines” and

connect the dots to fully understand what the data means. 

Define your brand and make sure you obsess about telling your brand story every step of

the way and in every possible way.

Learn as much as you can about your customer so you can evaluate if you have the right

target audience, and you can ensure your message resonates with them.

As you grow, make sure your entire team has a connection to the brand. Your brand is

what makes you different and what attracts your customer. Making sure that connection

and deep understanding of who you are and what you stand for don’t get lost as the

company grows is critical to long-term success. 

Understand that you don’t know what you don’t know. Seek out the expertise you need,

either by seeking mentors or hiring talent. 

Hire for both skill and fit. Don’t sacrifice culture by hiring on skill alone and doing so may

hurt or even destroy your brand essence and appeal. 

Clearly communicate your vision and infect your team with your passion, but then let

them do the work they were hired to do. Respect and trust the expertise of your team. 

10.  Read between the lines

11.  Tell your story

12.  Get to know your audience

13.  Don't lose your magic

14.  You don't know what you don't know

15.  Don’t get in the way. 
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