
10 Ways To Build 
Your Brand¤A Casket

Innovate or Die



Will We Be Mourning Your Brand or Industry Next?

Before you go reaching for the box of tissue, this presentation isn­t meant to be a downer. It­s to 
inspire new innovative ways for looking at your business. It­s quite simple really, those brands that can 
rethink and re-imagine their core strategies will live longer, healthier, and more prosperous lives. But 
those that fail to embrace change and take intelligent risks, will likely become another sad statistic.

Is your business model as sound as it is fearless? Is your brand strategy as compelling as it is 
differentiating? It­s time to pay tribute to some recent unexpected traumas, epic disasters, and 
shocking casualties of the new economy. 



Veering Off By Staying On Course

So your parent company has been standing tall for 40 years. You­re an international success story. 
You­ve built up a quirky brand personality. You were once the loud trendsetter in the affordable but 
stylish apparel business. But that­s when your competition was thin and your pockets were fat.

Now you­re scratching your head wondering where it all went wrong. Just being ®the cheapest cool 
money can buy¯ can­t keep you perched atop the merchandising mountain for long. Customers are 
increasingly demanding more style for their money (yes, that means you have to pay attention to 
them). Just because an old business model got you to where you are today, doesn­t mean it­ll be 
around to thrive tomorrow.   
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http://www.marketwatch.com/story/gap-reaffirms-view-vows-revamp-of-old-navy-stores


Treat Your Customers Like Individuals

Everyone loves a great deal, but that doesn­t mean they­re comfortable running around in Mom Jeans.  
You don­t have to run a fashion blog to know that personal style is where it­s at these days. The 
economy may be going backward, but affordable fashion is charging forward.

Swedish retailer H & M recognized that consumers wanted high fashion at value prices. So instead of 
following the lead of its U.S. competition and rolling out merchandise on a ¬seasonal­ basis, this 
discount fashion chain has been winning by introducing new, fresh designs daily and they turn over 
their entire store inventory at least eight times a year. The result? Fuller dressing rooms and a long 
line of happy consumers that can­t wait to see ¬what­s new.­ Speed can be a powerful asset.
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http://www.hulu.com/watch/10333/saturday-night-live-mom-jeans


Falling In Love With Your Own Voice

When things are going great, it­s easy to drink your own Kool-Aid.  As the music industry quickly 
discovered, over-confidence (okay, arrogance) usually leads to under-performing. Two pioneers of the 
record superstore concept have learned this lesson the hard way. Did Tower and Virgin fail because 
music was dying and the demand for CDs was in sharp decline? Partly, but, they kept their prices 
high, failed to develop new distribution models, and largely ignored the more wired consumer.  It­s not 
that music fans didn­t want new music, they just didn­t want to get dressed, leave their house, and 
hunt for a parking space in Times Square. 
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http://www.youtube.com/watch?v=bQp751_f614


Bring New Flavor To An Old Industry

While the old guard was asleep at the wheel, an innovative outsider was able to swoop in and build 
up a loyal following of white headphone wearing music lovers. Apple may not have been the first 
hardware company to find new ways to make money off music, but they were the first to offer a 
complete and seamlessecosystem (content + device) for the new digital consumer. 

By outthinking and out executing the blindsided music labels and chain retailers, Apple was able to 
make the unheard of transition from consumer electronics brand to one of most  powerful 
entertainment brands in the world. Psst¤since 2003, they­ve sold more than 6 billion songs through 
their iTunes store and roughly 200 million iPods. How ¬bout them apples?
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