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Are youi(i Ing your brand?

Brand is the ‘f’ word of marketing. People swear by it,no one quite understands its significance

and everybody would like to think they tend to it more often than they do.—-Mark Soma

BY CHRIS DORSEY n the rush to devise, engineer, and sell products quici(iy, companies often ignore their greatest asset: brand.

4 4 4 For many, defining brand value is as clusive as forecasting sales. But start by understanding that, “Products are
madeina fa(:tory, brands are made in the mind; says branding guru Whalter Lander. Thatis, what a consumer thinks and
feels about your brand will drive measurable corporate value—often much more so than annual proﬁts and dividends
alone. Forinstance, using siightiy dated ﬁgurcs the market capitalization of Coca-Colais $113 billion and yetits tangibic
assets are only $43 billion. That s, 62 percent of the company’s value is intangible, or largely brand value. The market cap
for Microsoft is $208 billion against $72 billion in tangjble assets—again, 65 percent of the company’s value is realized
in its brand. Supposc thats an accident? Of course not, for growing brand starts with a corporate strategy thatinvolves

Continued on next page



“Every advertisement
should be thought of
as a contribution to
the complex symbol
which is the brand
image.”

—David Ogilvy

i

developing a culture of unwavering discipline that always asks how a company initiative will impact a brand,

But whatis a brand? Simply put,its a promise made, a promise kepr, consistently over time. Then why does brand marcer?
For these important reasons:
1. Hclps create differentiation in a crowded rnarl(ctplacc: When a consumer makes a decision to buy a watcrfowling shotgun,
forinstance, why does he choose between two or three comparably priced models with similar features and benefies?

2. Facilicates rccciving premium pricing: When a consumer knows there’s a trustworthy brand behind a product he is will-
ing 1o pay more to avoid the potcntial peril of product and service failure. A company witha great brand rcputation, simply pug,
mitigates a consumers risk. In economic downturns, consumers tend to gravitate toward strong brands because they delivera

modicum of sccurity in uncertain times.

3. Providesalevel of forgiveness: Perhaps a company is undergoing a product recall or, worse, a high-profile class action liabil
ity suit. A serong brand stands a better chance of overcoming these issues more readily than does one that consumers are uncer-
tainabout. Too, a company’s reaction to crisis also is a chance to strengthen a brand—thus: aliability can become an opportunity
to reinforce a brand. In almost every ncgative business event there will be an opportunity if an executive team s capablc of the
mind-shift often necessary to discoverit.

4, Strong brands can often acquire other companics at lower costs because of the confidence of a dclaycd pay—off: Ifthe
owners of company A’ that might be acquired by company B’ think that company B'has the kind of brand strength to drive yet
unrealized market success, tlicy are likcly to assume more risk by dcfcrring aportion of the l)uyout in future sales pcrformancc‘
Convcrscly, it company ‘A has licele confidence in the future pcrformancc of company B they are likcly to demand more moncy
up front to close the deal.

5.  Creates long term rclationships and loyalty from customers: Its not simply the dcsign and manufacturing ofa given product
that builds loyalty in customers, its often what happcns after the sale in the form of customer service, support, accessibility, and
communication. And consumers are looking for reinforcement that theyre connected to a brand with electricity and excitement
around it. Its the sense of wanting to bea part of a brand’s momentum and to share that connection with fellow sportsmen who
also feela company’s mojo.

6. Lastly, strong brands liclp consumers make shortcuts in their decision making: Ifa consumer has a liistory of satisfaction
with a brand, not surprisingly, heis lil(cly to return more rcadily when mal(ing a buy decision. Thisis a fragilc rclationship, however,
asone misstep by acompany and the consumer may never return. Who doesnt goout of their way to share howa product failed

ora guarantee wasnt honored to friends and relatives? The general rule s that a consumer will spend three times the energy sharing negative feedback

abouta company than he will positive testimonials. Or pcrhaps a consumer wants to buy a product froma given brand because thcy’vc seceniton TV or

read aboutitina magazinc or on-line but simply cannot find it at retail. If a consumer has to work too hard to buy a product that, too, will be viewed as

unforgivcablc in the minds of most consumers and is damaging to a brand.

Once you realize how brand works on multiplc levels, it critical to understand your brand positioning. This becomes the undcrlying platforrn for

marketing and communications, foras advertising pioneer David Ogilvy offered, “Every advertisement should be thought ofasa contribution to the

complcx symbol which is the brand imagc.” Over time and consistent use, a brand distinguishcs acompany from the competition by articulating the

company’s uniquc strcngths and ValllC. Ie dOCS tlllS by addrcssing l) what tl‘lC customer truly wants and nccds 2) llOW tl‘lC company dcﬁncs ltSle 3) what

makes the company special and 4) what benefics does the company deliver to its customers. Effective positioning, then, must be:

1. Credible. People must believe in it.

2. Meaningful. They must care about it.

3. Original. No one else can claim it.

4. Durable. It can last over time because, again, you've kept your brand promise consistently for many years.

5. Superior. It’s not enough to be different; you've got to make a case for being better.
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A simplc testro see ifconsumcrs Nee YOU. EllC same way that YOU. Nee YOll[SCll"iS to asl< thcm to glVC YOU. onc WOI’d ora simplc COHCCPt that bCSt

describes your brand. What does a consumer think of first when he hears your brand? For Volvo, ics likely ‘safecy. Disney might be ‘magic. The NRA is
probably best surmised as freedom’

With this context, lets look at the approachcs often cmploycd by companics as thcy take their brand messages and product promises to market.
The most prevalent medium used today is video—TV, web, DVD sales, video on demand, cte. Our surveys of the shooting and outdoor industry reveal
that most companies are now investing 70-75 percent of their total ad spcnd on digital mcdia—mostly cable television. The remainder is devoted to
print huys, Cvent support, and in-store promotions. In terms of total ad investment, print and TV have traded placcs over just the last decade, and thisis a
phcnomcnon across all sectors—not just the outdoor category.

This landscapc advcrtising shift has been brought about because of the cost and quality of the reach. Airwaves are simply much less expensive
to disseminate a message than is printing and postage and the video medium that combines moving pictures and sound is undcniahly more engaging
than still imagery alone. Too, the very spccializcd outdoor and pcrsonal defense networks and blocks that are home to branded content have made it
casy to find targeted consumers on TV. And the video content developed for TV is living indefinicely in numerous other global placforms: web TV nets
(sometimes dubbed in multiplc languagcs), viral campaigns, video-on-demand services, continuity DVD markcting programs, at retail, at trade shows,
etc. Simply put, video has become the universal donor of content fucling almost all current and emerging media platforms and thus is dclivcring the
greatest overall value without a close runner up. Those that have invested in this medium will have a signiﬁcant advantagc as thcy extend their future brand
marl(cting efforts.

It doesnt marter if you’rc harncssing these video platforms, however, if you’rc not doing sowitha strategy thatboth grows your brand and
activates consumers. lmaginc, for instance, that a company has worked for decades to cultivate a brand image of high quality product pcrformancc and
unmatched service. That s, it is a brand that is credible, mcaningful, original, durable, and superior as discussed. Now picture such a brand attaching TV
productions, hosts, networks, and magazines that simply do not deliver the same high-calihcr brand promise. To be sure it takes an innate sense to assess
the capahilitics of markcting partncrs—hc thcy TV produccrs, TV networks, magazine puhlishcrs, web dcvclopcrs, cte.—to protect and grow your brand.
Crcating abranded TV program, for instance, that doesnt live up to what consumers have come to expect from your brand—whether in production
value, content, host capabilitics or whatever—is only working to confuse your brand value in the minds of consumers. Too, creating a top quality program
thatis then surrounded by inferior productions isnt hclping grow brand value any more than building amansion in a trailer park would improve the luxury
homes resale value. To be sure, your marl(cting and ad dollars can work against your brand as well as for your brand—a fact sccmingly lost on too many
brand managers.

Onthe suhjcct of the cvcr-cxpanding list of talent-driven TV programs, many are doing MOrE to grow the brand of the host than thcy are the
brand strcngth of the sponsoring company. The measure of this s simplc. Does a host or abrand gettop hilling and does a consumer in the category think
of your brand when he hears the name of a given spokcspcrson? Surrcndcring abrand to pcrsonalitics also hrings the inherent risk of embarrassment. Ifa
talent is arrested for high proﬁlc game violations or is caught upin other controversy the associated brands could suflcr—just ask any connected with Tigcr
Woods, for example.

The ﬁshing industry buile many ofits TV markcting platforms around tournament anglcrs who became TV pcrsonalitics. Sponsors attached to
these cclchrity anglcrs and, over time, these hosts changcd sponsors and, in the process, often confused brand messaging, Thatis, imagine what happcns to
abrand message when a host of a talent-centric hunting series changcs, $ay, an OpLIC Or guN SpONSOL. A company’s history of growinga credible, mcaningful,
original and superior brand, then, is discarded and consumers are suhscqucntly givenamessage that these promiscs from your brand no longcr hold true.
Thus in our experience, making the brand the star of a show serves the long—tcrm needs of a company far better with much less risk—even if it doesnt have
the allure of a talent that is the provcrbial flavor-of-the-month.

The key question for a company embarking on developinga branded program s this: Docs a hosts DNA match the DNA of your brand
so that youare kccping apromise to consumers over time? In the outdoor space, theidea of attaching to pcoplc who are unique, flamhoyant oreven
outrageous is Sometimes seen as a way to differentiate from compctitors—and itis, justnot always for the better or for long term gain. As advcrtising
lcgcnd David Ogilvy said, A good advertisement is one which sells the product without drawing attention to itself. Fads and stunts might work in the

SllO[t term bU.t scldom ClO in tllC long run.
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»>> Are You
Underselling
Your Message?

‘Advertising campaigns seldom fail because too

much money is spent on them— David Ogilvy

Compare the ad spend from some of the
nation’s largest brands as a percentage of revenue
and you'll see a typical range of between 5-12 per-
cent. For instance, Microsoft spent $518 million on
advertising in 2009 (or 9 percent of total revenue)
and Apple spent $249 million on advertising during
the same period (5 percent of their total revenue).

In the outdoor industry, we see a range
of less than | percent to 2.5 percent of typical ad
spend against revenue among significant companies.
This is especially interesting when you consider
that there are often more competitors vying for
the same dollars in the outdoor category than in
other non-endemic sectors. This means that there
is a remarkable opportunity for outdoor manu-
facturers to grab market share and capture brand
dominance in many categories by simply employing
the best practices of the most successful brands
in the world—that is, by investing in a way that
eclipses that of their competition which, in the
outdoor space, can be achieved with relatively small
ad increases against total sales. The opportunity is
heightened in slow economic periods as there is
no better time to pivot past competitors who are
focused on cost-cutting and consolidation instead
of planning to seize such a period to emerge even
stronger among the competitive set when sales
strength recovers.The question, though, is this: Is
your company employing opportunistic or conser-

vative thinking?

Lets look ac Mike Rowe, for Cxamplc, the understated but popular host of the hit

cable series Dirtiest Jobs. Ford attached to Rowe not because he was outlandish but racher
because he was the cveryman of sorts whose DNA mirrored their own. Thus, he became
the pcrfcct spokcsman fora company sclling hard working, affordable, and reliable autos
and its likcly that thcy contractualiy made sure that he won’ jump to Chc:vy any time
soon—another important point, for you dontwant to grow the equity of any talent thata
competitor then cashes in on.

Anothervital question to ask is whether a talent is authentic. Is he someone who
had street crcdibility buile up over time before he appcarcd onTV orwas he solcly acreation
of TV produccrs looking to capitalizc onaprogramming fad? In branded entertainment,
authentic trumps all else because it endures and brands must have such to grow over the
long term. A sportsman who would be hunting or ﬁshing agiven way rcgardlcss of whether
there were cameras around i, by definition, authentic. Butitisnt all about the host, for
amisconception some brand managers labor under is thinking thata program cantbe
differentiated in its production styic but rather oniy by ahost.

No matter the mediums that you Cmploy to sprcad your message, a successtul
media markcting effort first needs a mission that is always measured against the brand, for
acompany has to have the disciplinc to forever ask: will this effort hclp or hurt our brand?
Once you instill chis into your company’s culture, your brand wontt fall victim to the whims

and detours that would otherwise damagc: it.

2010-11 Advcrtising Medium Index

Winners and losers among print TV and web

Magazi nes: According to zenithoptimedia.com, American magazine advertising was
down 28 percentin 2009 from its peak in 2007. The Publishers Information Bureau reported
that magazines dropped another 9.4 percentin 2010. The decline was among the largest of
all media and men's magazines—including outdoor titles—have been hit the hardest. In the
first quarter of 2010, 22 magazines had folded compared to stunning 279 magazine closures
in 2009, according to MediaFinder.com. MagazineDeathPool. com reports that American
magazines lost 58,340 ad pages in 2009 and the recent downturn simply accentuated a de-
cline in print that began nearly a decade ago as consumers drift from the medium to digical,
video-driven platforms.

In the outdoor space, small special interest titles with upscale demographics held
their ad pages and circ bases much better than larger, more general interest titdles. Bonnier
reported layoffs of more than 300 people or 30 percent of the workforce and Field & Sercam
and Outdoor Life reported 13 percentand 12 percent declines in ad pages respectively
between 2008 and 2009. Similarly, Intermedia reported significant consolidation among its
magazine group.

Cable TV: The biggest news was the sign-off of ESPN Outdoors after decades of build-

ing some of the best known television properties in the space. The relevance of outdoor pro-
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Report, ey g

gramming to the Disncy/ ABC/ ESPN corporate gidnt was never signiﬁcant but intcrnai b A dV e rtl S 1 n g
sources say that kcy programming pcopic at ESPN srmpiy had no pcrsonal afﬁnlty for the

OUtdOO[ spacc and, conscqucntiy, drl&Cd to soccer and Otth

stick and ball SPOIts to fill cheir programming schedule. EXPCndltUICS
This move points toa giaring need for the outdoor industry 2009 Vs 20 1 O

to dCVCIOp a strategy to makc itscifrc:lc:vant to gatekcepcrs ofail

varic:ty—bc thcy in media, poiitics, non-endemic industries, etc.

A gatckccpcr shouldntbe defined as, say, awriter or editor for N etwo rk TV + I I %
the Wall Street Journal but rather the people to whom the editors

report. For instance, had members of the Congrc:ssionai Sports- Cab I e TV +8.2%
man’s Foundation—lets say John Dingell (D-Michigan) witha . . °

well known history of championing sportsmcn’s rights and who Rad 10: + 74 A

also happcns to chair the important House Commerce Com- We b + 5%

mittee which, in turn, oversees the powcrfui Federal Communi-
cations Commission— the federal agency with rcgulatory control N ews pape IS. '9. 7%

over television, radio, etc.-reached out to ESPN programming

Congressman
John Dingell

. . 0,
executives to hcip them better understand the importancc of the 50 million consumer base M agaZI nes: 94 A
there might have been a different outcome with ESPN Outdoors. If nothing clse, ESPN Sources: Kantar Media; MAGNA, Publishers Information Bureau

executives would have discovered that thcy likciy had fans of their outdoor programming

among the ranks of those who have control of their fate with the FCC. Wonder what such

poiitical connections would have been worth to ESPN parent Disney the next time

the FCC proposcd rule changcs that could cost Disney billions? TV Series ———¢@ Commercl
Losing a mega mainstream brand the size of ESPN Creative

with its ncariy 100 million home reach in the outdoor cat- .
- , Point of Purchase
cgory damaged the relevance of the entire outdoor Product Demos '
industry signiﬁcantly which ncgativcly impactcd _— e thRe-lf\l”'.t K

aii—including other networks in the outdoor orother INetworks Vira.|
space—in the iong run. The leadership of the ’ Campaigns

outdoor industry does a good job ofcom-  Retail DVD

municating within our ranks but would Continuity

dowell to find ways to engage the power DVD Sales

brokers who control the flow of informa-

tion to the masses. Product Video
Comcast, parent of VERSUS, re- Websites Catalogs

ported a 10 percent increase in its programming WebTV 7~

revenue in the first half of 2010 and VERSUS held ‘ -

steady at 75 million homes. Outdoor Channel Hold- “ Video O

ings gaincd 5 million new subscribers, or ncariy 16 percent On Demand

last year to reach roughiy 35 million homes. Simiiarly, Intermedias

Sportsman Channel reached 20 million homes at the end of 2009, more

than doubiing its distribution base. Though not currcntiy Nielsen rated, thcy are Now

projecting that thcy’“ reach more than 30 million homes in Cariy 2011.

Continued on back page

THE WORLD LEADER IN OUTDOOR ADVENTURE TELEVISION.



Despite the Internet, Americans are Watching more, notless TV, according to Advem'sz'ngﬁge. The average American watched

awhopping 280 minutes of TV per day in 2009. A similar rise can be seen around the world as the average person watched more than

three hours of TV daily.

Web: While on-line ad revenue grew 5 percent in the first half of 2010, the category scill represents less than S percent of total ad spcnd
and magazinc and newspaper titles that have largcly relied on conversions to on-line platforms from print have simply not been able to

OHSC( thC lOSS ofprint ad revenuc, hcncc thC reason EO[ SO many print ClOSu[CS in recent months.

ewspapers: Seven major metro daily newspapers have closed in the last 18 months and newspaper print and online advertis-
N pap S j dly pphldhllS hs and paper p donline ad
ing continued to drop in the first quarter of 2010. The good news (if you can call it that) is that the year-over-year decline was only 9.7
percent comparcd to 28 percentin 2009. * %k

Chris Dorsey is the founding partner of Denver-based Orion Multimedia, the world's largcst independent

produccr of outdoor adventure programming, Hesalso run some of the largcst magazine titles in Americaand he's
hclpcd launch more than 40 television series on six networks over the last decade. He is a rcgular spcakc:r onmedia
marketing and branded entertainment. His writing has appeared in Newsweck, The Wall Street Journal, Advertising Age

Television Week, and most of America’s signiﬁcant outdoor magazines. His latest book, Remote Locations: Inside the

meteoric rise oﬁe/m'sed buntmg & ﬁs/mg is available from Amazon.com.
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