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FOREWORD

hether you are businessperson or a consumer, you never fully

appreciate how valuable a strong Brand is unless you have expe-
rienced one of lesser value. Dan Stiff and I grew up in a world where
we had an outstanding consumer products Brand at Black & Decker.
However, because of that consumer image, we struggled as a company
to become a relevant Brand choice for the professional contractor. Even
when our product was superior, it was tough for us to sell against
another strong competitive Brand in the professional marketplace.
After all, what self-respecting contractor is going to walk onto a job site
with a circular saw that has the same Brand name as his wife’s hair
dryer? All of the success that we have subsequently achieved with
DeWALT started from that simple dilemma.

Intuitively, we can all recognize how important a strong Brand is to
an organization’s success. Brand gives a company its personality; it
becomes the rallying point around which Sales, Marketing, and the
entire organization work together. Brand becomes a source of pride
for employees and customers by making them members of an elite
club that uses the Brand. So, knowing all of this, why don’t we push
our selling organizations to fully capitalize on that strength? Until
now, the answer probably has been that Management assumes that
Sales is selling the Brand, while Sales assumes that Management and
Marketing are taking care of the Brand. Another possibility is that we
don’t consciously make the connection between the Brand and sales at
all, or that we simply don’t know how to sell the Brand. Now, with Se//
the Brand First, we have a great tool to allow us to bridge this knowl-
edge gap.

Sell the Brand First does an outstanding job of introducing the
insightful yet logical notion of leading with your Brand, and then weav-
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ing this concept into a tried-and-true selling process that can be
quickly understood and implemented by your sales force.

Let’s face it, even great companies sometimes make it hard for their
sales team to perform well. They unconsciously create self-imposed
roadblocks like price increases, product quality problems, and sales
personnel changes. Brand, standing as the surrogate for the strong
company behind it, can be the long-term stabilizing force that provides
continuity through these challenging times and events. Selling your
Brand is not something to pull out only when times get tough. Instead,
it has to start from day one, constantly reinforcing the idea that a great
brand represents a great company, one that may not win every battle,
but in the long run has the strategy to win the war.

Dan Stiff is uniquely qualified to be an authority on Brand selling.
He began his career as a salesman, selling strong brands and competing
against them. He taught other salespeople similar lessons as a manager,
and then was promoted to run our training organization, where he led
a training effort that drove the concept of cherishing and leveraging
the Brand into marketplace success. Since then, he has crystallized
these ideas across multiple industries and now has effectively captured
the key concepts in this book for other companies to utilize. I believe
that if sales professionals and leaders across industries read this and
apply it, they will perform at a higher level and with more consistency
than they could in the past, thus having a positive impact on their orga-
nization’s future growth.

Johbn Schiech
President, DeWALT Professional Products
A Division of Black & Decker



INTRODUCTION

Il of us come to a moment of truth in our careers, a defining

moment when our profession becomes clearer than ever because
of what we've experienced in the trenches. You may have experienced
this in your career, too—a moment when a stirring event changes your
belief system, when a huge success spurs you on to new levels of per-
formance, or when a subtle change in how you sell proves invaluable to
your business. We all have at least one epiphany in our career.

My profession is selling, training, operations, and leadership. My
moment of truth arrived when I least expected it—one day at lunch
with a very good friend and business owner. I was sharing some obser-
vations that I had drawn from my experiences with key customers.
These particular customers had been asking my sales consulting com-
pany for help in selling their Brand creatively. As I described some of
the experiences I had encountered with many of these salespeople and
their managers, we both noticed the same two themes surfacing:

* Most salespeople are taught how to sell their product or service, but
not how to sell their Brand.

¢ Salespeople don’t know how to insert Brand into their sales language
to bring it alive for the buyer.

"This awareness of these repeated behaviors, within organizations, in
selling Brands launched me on a great adventure that has been both
rewarding and challenging. I began to learn, document, and practice
the fine art of Brand selling—and it is an art. My customers were my
inspiration and my teachers. They taught me a great deal about the
importance of selling the Brand—through their everyday sales experi-
ences, their challenges, and their searching questions. In fact, over time
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I have been able to develop a system of ideas and practices that those
very same customers now use and find effective in their organizations.
They are now Brand sellers.

As I look back at my past selling and leadership experiences, it has
become increasingly clear that salespeople need to se// the Brand, and
that they need to be taught how to do it. While I was conducting some
of the initial workshops on Brand selling, numerous participants
approached me saying that these ideas should be written down. Over
time, I resolved to share in a book what I had learned about this new
and successful practice of Brand selling. My intent here is to help you,
whether you are a salesperson in a retail store, a salesperson calling on
a wholesale distributor, or a sales manager leading the charge, to under-
stand the power and satisfaction of selling the Brand first.

How This Book Is Different

As I was sharing with my friend the discovery of the simple reality that
salespeople are not encouraged to sell the Brand, it struck both of us
that there is actually little, if anything, out there in print on how to sell
a Brand. Why not? Probably for the same reasons that salespeople don’t
sell the Brand—because they believe that the Brand is in Marketing’s
territory, and, frankly, it just doesn’t hit their “sales radar.” However, it
seemed obvious to us that knowing the value of the Brand and using it
as a sales lever can actually have long-term positive effects on a com-
pany’s reputation and marketplace position. Sure there are many books
out there on how to market a Brand or how to create a catchy slogan to
be the rallying cry for a product or ad campaign. There are books on
how to

Build Brand strategy.

Build Brand allegiance.

‘Take advantage of Brand touchpoints.

Add or assess Brand value.

Create Brand power.

Launch a Brand into the marketplace.
Operationalize the Brand.

Develop a Brand metrics system.

Spend the Brand advertising budget.

Develop a media plan for the biggest Brand impact.

These are all valid and important topics. Nevertheless, I would
argue that they are looking at Brands from other perspectives: inside
the company boardroom, battles within the marketing “war room,” or
through the eyes of the advertising agency. But the best set of eyes on
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this topic has been largely ignored—that of the salesperson. In other
words, there was nothing on how to se// a Brand and keep it simple, and
also nothing on how to build on the marketer’s efforts to leverage a
Brand’s identity or a Brand’s positioning in the marketplace at the point
where the “Brand message” really matters the most—during conversa-
tions with the customer. What’s more, because there is nothing on how
to sell the Brand, there is also nothing on how to build the company’s
culture around a Brand, with all employees becoming stakeholders in
the process.

This book fixes that problem. It is directed to the salesperson and his
issues, challenges, and rewards when selling the Brand. It is straight talk
from me to you on Brand selling. It delivers concepts and tools that will
serve the entire sales profession. I introduce here a simple Brand sell-
ing model called the Brand Staircase that explains how to sell the Brand
where all of us routinely buy the Brand—at the consumer level. Later
on, the book expands and broadens this concept by outlining impli-
cations for selling to the professional buyer in a business-to-business
setting.

The Core Premises of This Book

In this book, you will find the expression of these simple beliefs:

¢ Salespeople need to discover Brand as a foundational sales tool and
sell it first.

* Salespeople need to put the Brand into their sales language in order
to leverage their Brand’s strength in the marketplace.

* Brands are very personal in nature, and we experience them daily.
Our Brand preferences and selections (as buyers) are affected by
personal interactions with salespeople.

* Every Brand has some inherent value. The key is to find that value
and sell from it.

After watching many companies spend millions building powerful
consumer Brands and business-to-business Brands, one big problem
became obvious: they failed to maximize their investment and educate
their employees, customers, and, most importantly, salespeople on the
power of their Brand and how to sell the Brand first.

Many experienced salespeople simply adopt the marketing depart-
ment’s version of their Brand and do not make it their own and lever-
age it as part of their sales language. In fact, salespeople often sell
everything but the Brand. They will sell on price, delivery, product
quality, features, benefits, and warranty, but seldom do they speak to
what the Brand means to the buyer in terms of her lifestyle, her expe-
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riences, and even her emotional connection to the Brand. At best, they
seem to take their Brand for granted, and could not tell you why peo-
ple buy the Brand even if you doubled their bonus payout. (Now, for
most salespeople, that’s some serious neglect!)

When salespeople can’t sell something, they may revert to com-
plaints like, “The price isn’t right,” “We don’t have the right products
to sell,” or “The warranty isn’t good enough” (to name a few). They act
as Brand imposters because of their neglect of the Brand. Instead, they
should be Brand ambassadors, so aligned with the Brand that it might as
well be “Branded” on their foreheads to signify their allegiance. They
should be so committed to the Brand that when competitive salespeo-
ple are crying the wrong price or wrong product woes, they are busy
selling the experience of their Brand, the connection to their Brand, or
the affiliation with their Brand.

The myopic view of Brand in most sales organizations needs to
change. Companies, leaders, and salespeople are seriously underselling
their Brands.

In this book, I attempt to change that view. The book provides a sys-
tem of ideas and a set of actions that will help the individual salesper-
son in the business-to-consumer setting and the corporate salesperson
in the business-to-business setting.

In Part 1, we address the importance of Brands. How many of us,
consciously or unconsciously, make major purchasing decisions based
on Brand? It is hard to fully grasp the scope and impact of current
Brand messages in our daily lives. We also discuss the importance of
developing what I call Brand language. As if he were in a foreign coun-
try, the salesperson has to learn another language to be able to commu-
nicate effectively.

Part 2 speaks of a model called the Buyer Stair-Step, which high-
lights the key components buyers consider when purchasing products.
The focus then turns to the Brand, and you are introduced to the
Brand Staircase. These chapters provide tools for the salesperson,
examples from real life, and lots of good advice from experienced
Brand sellers.

Part 3 discusses the very important areas of the internal landscape of
both buyers and sellers during a sales interaction. Mindset and motives
are introduced, and we discuss why people buy and the importance of
migrating the buyer from his current mindset to a Brand mindset.

Part 4 focuses on the business-to-consumer setting. It identifies the
importance of the buyers’ lifestyle choices and the emotional receptors
of buyers that could connect them with the Brand. We also discuss the
Brand Rules of Engagement and the need to ask questions. We walk
through proven methods, exercises, and action steps on how to migrate
the buyer toward Brand.
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In Part 5, we build on the foundation developed in the business-to-
consumer section, and provide additional ways to move buyers toward
Brand in a business-to-business context. Here we focus on the differ-
ences in selling to a professional buyer in the trades by identifying your
company’s Brand pillars. Again, proven tools are provided.

Finally, Part 6 contains a discussion that is relevant to organizations:
How can Brand selling become part of the culture? What do they need
to do to help their salespeople become familiar with the concept and
the language?

Who Should Read This Book and Why

This book is by an experienced salesperson for experienced salespeo-
ple. Yet, to the astute student of the Brand in any organization, it will
quickly become obvious that this book has widespread application
beyond the sales and marketing teams. It is useful to senior manage-
ment and those in operations, manufacturing, distribution, customer
service, logistics, and supply-chain management. It is useful for any
major decision maker within an organization. As a matter of fact, if the
sales organization embraces Brand selling and the rest of the organiza-
tion does not, then the effort will have less of an impact. Accordingly,
this concept is a practical approach to selling the Brand and building a
companywide Brand culture.

The book is written in a pragmatic, hard-hitting fashion that sales-
people, business owners, and senior executives alike can easily absorb.
It illustrates key teaching points through numerous case studies,
proven personal selling experiences, anecdotes, and common Brand
examples in the marketplace. Through corporate examples and other
practices, the chapters will also illustrate how organizations can effec-
tively build a Brand culture.

The practical, hands-on approach carried throughout the book
comes from nearly 30 years of corporate experience selling with NCR
Corporation, Black & Decker, DeWALT, and LPD Inc. to consumers
and professional buyers. I have represented great Brands and competed
against great Brands. I have sold on the street, am a practitioner, and
understand the issues and problems facing salespeople and their leaders
today.

Training, coaching, and developing salespeople was my focus while I
was running the training organization at Black & Decker / DeWALT.
In addition, I have mentored and counseled sales leaders and executives
throughout my career. In the last six years, while delivering custom
workshops to LPD Inc. clients, I have seen these sales mindsets and
skill sets come alive. LPD Inc., founded in 1999, develops and delivers
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customized workshops to thousands of participants on the topics of
leadership, sales performance, and development of people. We engage
the customer with a specialized approach to its issues and how the
Brand affects the culture. In particular, the customers who have taken
the Brand selling workshop have confirmed that the topic is on targert,
hard-hitting, practical, unique, and transferable across industries. This
book supports and adds value to what has been learned in customer
workshops and from selling experiences in the field. Should you desire
more information on these business applications, refer to the section
About the Author at the back of this book.

Lastly, this book will supplement the good skill sets that you have
learned from sales processes, training workshops, and good sales
coaches. It may even change the way you look at selling, operations, or
your culture for the better, and permanently. My hope and dream for
this book is that it will help people sell the Brand first and benefit per-
sonally, professionally, and financially from what they learn.

Salespeople build Businesses
... Leaders build Futures
... Brands build Equity

Eas
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