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	This book is dedicated to the self-starters who dream of building something bigger than themself.

	 

	To everyone who knows in their heart that they are meant for something greater than a 9-5.

	 

	To the next generation of highly-motivated creative thinkers who haven’t yet realized they’re entrepreneurs.

	 

	Good brands are forged from
 blood, sweat, tears, and hard work.

	 

	But truly great brands are born
in the minds of idealistic disruptors. 

	 

	 

	 

	If you don’t chase those dreams now, 

	They might get away from you forever…

	 




An Important Message
From the Author

	I poured my heart and soul into putting this book together. Before we get into the meat and potatoes of building lifelong brands, I have one simple request: Please do not forget to leave a review for this book. 

	The value of a book review – even a single review comprised of a few words – has a tremendous impact on the lifespan of a book, the people who spend weeks reading them, and the authors who spend years writing them. 

	If you spend the next 30 seconds leaving a review for this book within the marketplace where you purchased it, your kind words will not only help the author, they will help readers like you who are trying to find books that improve their lives and the lives of their families by learning new business skills.

	Whether you choose to leave a review for this book now or later, by simply sharing one thing you learned or enjoyed, you make it possible for the author to write more books like this one.

	I am grateful for every reader who takes the time to read the books I’ve written. You can find more brand and business marketing books I’ve written on my website here.

	If you need help with any aspect of launching, growing, or marketing your brand, I am happy to help in any way I can and encourage readers to reach out to me here. 

	For authors who want to learn more about branding, you can find a cornucopia of valuable info by subscribing to my weekly Advanced Book Marketing Strategies Newsletter here.  

	Thank you,

	-Ryan Stable

	
About the Author:
My Million Dollar Brands

	“A smart man learns from his mistakes, but a wise man learns from watching others.”

	
		Publilius Syrus, ancient Latin writer.



	 

	Out of the dozens of books I’ve written, this is probably the first time I’ve decided to put the “About the Author” section at the very front of the book. Not because of ego, but in order to put the information inside this book into a context where the reader understands where it’s coming from and can better apply it to their own business, it’s important that readers first know more about me, what I do, and my experience with brands. 

	Having worked for various music, lifestyle, and culture magazines all throughout college, my initial background was in journalism and English. I had hoped that getting a 4-year degree would land me an editorial role at either VICE, AXS, MXDWN, or the L.A. Examiner, where I was a staff writer at the time. 

	Unfortunately for me and the thousands of other college graduates who earned their degrees at the height of the recession, there were zero job opportunities. In fact, each of the publications I wrote for were in the process of downsizing to completely eliminating print media and become 100% digital.

	By 2009, I came to the realization that all of my academics, my two degrees, and everything I learned leading up to that point were completely useless in a receding economy.  

	Spent that summer with my friends and fellow unemployed alumni drowning my sorrows, sneaking into concerts, and partying on the cheap. I was as hedonistic as any 25-year-old most nights, but during the day, I never stopped writing. 

	I’m a firm believer in pragmatically not letting anything go to waste. Years later, the adventures my friends and I shared around this time became the premise for the TV comedy I wrote, The Dropouts. 

	Of course, that didn’t help the fact that I was still unemployed at the time.

	Then it hit me.  

	There was something that kept coming up again and again. Not just amongst my circle of friends, but something that also resonated with other 20-somethings I met. 

	There was no centralized culture or lifestyle magazine for us. There was no singular website we could go to look up happening events in our area. There was nothing out there that spoke directly to our generation and the things that were important to us. 

	I felt a cartoonish lightbulb click on directly above my head.

	I noticed a gap in the market, one that I would potentially fill using my knowledge, skills, and experiences up to that point.

	 

	The Youth Culture Brand We Didn’t Know We Needed

	The following year, I enrolled in the MBA course at USC while simultaneously working on a business plan. Then, in 2010, I started my first business. 

	Ultra Vulgar Media was where I had many if my firsts. I initially didn’t have the capital to hire employees, so I had to learn to wear many hats. I learned web design. I learned graphic design. I learned accounting. I learned affiliate marketing. I learned to negotiate with corporate sponsors. And eventually, I learned how to recruit passionate interns.

	Our brand of in-your-face, tell-it-like-it-is journalism was well-received. People loved Ultra Vulgar, and they were not afraid to tell their friends. This created rapid, viral, and 100% organic growth. 

	Ultra Vulgar Media wasn’t a corporate giant and it certainly wasn’t profitable at first, but it had all the vital components that are essential to any brand. If success is something measurable by social proof, then Ultra Vulgar Media was a tremendous success.

	I attribute this initial success to the fact that I knew exactly who our target audience was before the company launched. The entire business was created to fill a specific gap in the market. I had a comprehensive understanding of what our target audience wants to read, what they don’t want to read, how they spend their money, and the gaping void of everything in between. 

	I through all of my time and energy into the company. After 3 years, I had over two dozen contributors and over 200,000 unique visitors to the site each month. 

	I don’t remember the exact moment I realized that Ultra Vulgar had evolved from a business to a brand, but can recall in great detail everything I did to cement our brand in the culture of our target audience. 

	Ultra Vulgar Media was named as such because the literal definition of the word vulgar, which means “relating to or constituting of the ordinary people in society.” Truly, Ultra Vulgar Media was a publication for the masses.

	Once we hit the big-time and looking into securing larger and more lucrative corporate sponsors, we hit a wall: many of the other brands that we wanted to partner with refused simply because they didn’t want to be associated with anything that had the word “Vulgar” in the title. 

	I was shocked. Suddenly, the number of readers we had meant nothing. 

	 



[image: Image]Iterations of the Ultra Vulgar Brand Logo

	 

	2010 Homepage Logo

	 

	 

	[image: A picture containing text, clipart  Description automatically generated]2011 Banner Logo 

	 

	 

	[image: A black and white sign  Description automatically generated with low confidence]2012 Banner Logo

	 


2013 Launch of Ultra Vulgar Apparel

	[image: Text  Description automatically generated]

	[image: Logo  Description automatically generated]Ultra Vulgar Icon

	 

	Ultra Vulgar Holiday Banner 

	[image: Application  Description automatically generated with low confidence]



	



	 

	The moment I realized that there was going to be a boundary in place preventing Ultra Vulgar Media from scaling past a certain amount, I was done. After all my years in press and publishing, one thing I learned is that there is only so much you can do with a news website.

	Regardless, our target audience loved the Ultra Vulgar brand. When a handful of people reached out, asking if they could buy our logo on T-shirts or hoodies, I saw the perfect way to pivot. 

	Apparel soon turned to merchandise. As I learned more about the needs and buying behavior of different demographics, I built and automated several e-commerce stores in different niches to fulfill those needs. 

	By the time I had Ultra Vulgar Apparel fully automated, a new gap in the marketplace had drawn my attention – health supplements.

	 

	Market Gaps & Million Dollar Brands

	At first, supplements seemed like the perfect product to sell. They are small and lightweight, making them easy to ship. When the customer receives the product, they consume them all before coming back to buy more. 

	Even today, the supplement industry is one of the most competitive marketplaces around. That’s why to get a competitive edge, I spent months researching everything I could find out about the demographic within this industry. 

	I wanted to be much more than an Amazon or eBay merchant. When you’re selling products on a 3rd party marketplace, you need to obey a long list of constantly changing and often obscure rules. But when you get customers to come to your own brand’s website to make a purchase. It’s your house and your rules. 

	Using everything I had learned about brands, businesses, e-commerce, demographics, market research, advertising, and more, I created a new brand that would dominate the supplement industry, aptly titled Supplements for Work (S4W).

	Our customers quickly disregarded the silly name, which was designed s for search engines than anything else, and accepted Supplements for Work as a brand that is synonymous with high-quality and excellent customer service. 

	From supplements, home goods, toys, concert tickets, digital products, marketing services, and more, every time I saw buying trends shift, I was right there to fulfill the need. I learned everything I could about sourcing products, fulfillment, and creating an enjoyable customer experience. 

	I wasn’t just building e-commerce websites anymore. I was building brands. 

	Then, it finally happened. That moment that every self-made entrepreneur dream about.

	By 2017, I was grossing over $1 million dollars annually. 

	Although I was operating multiple brands simultaneously, it was Supplements for Work that did a majority of the heavy lifting. By 2018, Supplements for Work was grossing nearly $3 million alone.

	You never forget the moment you make your first million. Unfortunately, like most millionaires today who made their fortunes online, it’s not some climatic Hollywood-style moment. For me, that moment came when I did my quarterly audit on my laptop in my home office while snacking on dried mangos and sipping white tea. All the same, those mangos tasted particularly sweet that day.

	 

	 

	 

	 

	Creating Personal & Business Brands Today

	A mentor once told me, “You learn a lot about the true nature of a person once they have achieved financial security.”

	After creating, growing, and automating multiple brands in different niches, the safety net provided by multiple revenue streams has allowed me to return to the passions and activities that I enjoy most in life: writing, telling stories, and helping others build businesses and brands of their own. 

	One of the things they never teach in business school is that entrepreneurs become extremely susceptible to a disease once they get a taste of success. It’s a highly contagious illness with no known cure and is virtually impossible to get rid of once the unsuspecting entrepreneur contracts it. 

	In English, it’s called ambition, and some of the side effects include restlessness, workaholism, and inflammation of the bank account. 

	Anyway, that’s my cute way of saying that even though I am done with building brands of my own, I still yearn for the thrill of helping others learn the building blocks of branding as they grow and scale both their business and profits. 

	In 2015, I launched a small press publishing company, Words Are Swords, as a way of publishing, distributing, and monetizing my own books as well as the books of a few other talented authors. Today, Words Are Swords has grown into a turnkey author solutions company that helps authors all over the world sell more books with creative marketing services. 

	Having published and distributed hundreds of books through Words Are Swords, many of which went on to become bestsellers, I have witnessed the growth of many authors as they turn their pen names into a personal brand. 

	Whether it’s the entrepreneur and small business owner who wants to be seen as an expert in their field or fiction authors who want to simply capture the imagination of their readers, personal branding plays a fundamental role in success and quality in the eyes of each specific demographic, a topic we will review in more detail later in this book.   

	This is a game that major corporations know terrifyingly well – you don’t just build brands. You built brands around your demographic. Your customers will tell you what they want. It’s your job to listen and be responsive. 

	Today, small businesses are making a hell of a comeback. Even though the world’s economy has been through a lot of up and down in recent years, there has never been a better time than now to build your brand. 

	Customers would rather spend their money with little, designer, and boutique brands rather than major corporations. The paradigm is shifting, corporations with ridiculous amounts of money are having a hard time winning over customers who would rather pay a little more for a product or service when it comes from a small brand because it makes them feel unique. 

	Anyone with a few dollars and a driver’s license can start their own business, but it takes relentless determination and a firm understanding of the marketplace to create a brand that will withstand the test of time. 

	Part of my job now is to help people and businesses build their personal or business brand, create their brand story, find their brand identity, and help them along their brand journey. 

	Similarly, at Words Are Swords Publishing, we help every author of ours develop the elements of their personal brand in order to flourish. Because we work in such a fast-paced environment, we usually don’t have more than 3 days to set up one of our clients with all of the necessities that make up a personal brand. 

	Our 3-year marketing strategies, on the other hand, are proven to turn authors, influencers, entrepreneurs and businesses into an iconic brand whose logo alone is associated with knowledge, success, and quality to their respective target audience. 

	If you need help creating your own personal or business brand strategy, send me a message at Info@ryanstabile.com. I will work with you to build a better, long-lasting, and highly profitable brand strategy in the short or long-term. If you need help with other aspects of marketing your business, I encourage you to contact me on my website here. 

	Lastly, for authors who are interested in learning more about cultivating their personal brand and other ways to sell more books, I recommend my Advanced Book Marketing Strategies Newsletter here. 

	 

	 

	
The Evolution of Brands

	Language is supposed to illuminate meaning, but day-to-day communication is a bit more complicated than that. As the way we use words evolves, definitions become convoluted, and different people start using the same word to mean entirely different things.

	“Brand” is certainly one of those words that is widely used but rarely understood.  What does “brand” mean, and how has the meaning of the word changed over time?

	The original use of the word “brand” was the name given to a product or service from a specific source.  Used in this sense, “brand” is similar to the current meaning of the word “trademark.”

	During the days of the wild west, cattle ranchers used branding irons to indicate which animals belong to whom. As the cattle moved across the plains on their journey to the slaughter houses and onward to a dinner plate or hearty bowl of stew, it was easy to determine which ranches they were from because each head of cattle was branded (albeit, making this distinction was not as easy once the cattle found their way into your supper). 

	With the advent of factories and the rise of packaged goods in the 19th century, producers put their mark on a widening array of products, from cough drops to flour, sugar to beer. Labels were proudly displayed with a company’s name and country of origin. This served as their brand.

	In the 1800s, just as it is today, it was important for the producers of products to get customers to distinguish their product from that of a competitor’s. For example, there were already many soda producers in every market when the Coca-Cola Company created their first Coke.  In order to get customers to recognize Coke from all the other fizzy caramel-colored beverages out there, Coca-Cola created a brand for their products, just like the cattle ranchers did (although applying the Coke label to a glass bottle was likely easier and far less painful than applying a red-hot iron to a bovine’s rear end). 

	In the first sense of the word, a brand is simply the non-generic name for a product that tells us the source of the product. 

	In earlier times, we referred to these non-generic names as “brand names.”  When Baby Boomers were growing up, marketers might have said that Proctor & Gamble sold a laundry detergent under the brand name Tide.  Nowadays, people would simply say P&G sells the Tide brand of laundry detergent.  Problem is, the shorthand suggests there’s no difference between a brand name and a brand.  But, in contemporary marketing, there is.

	Beginning in the later part of the 20th century, marketers began to grasp that there was more to the perception of distinctive products and services than their names—something David Ogilvy described as “the intangible sum of a product’s attributes.”  Marketers realized that they could create a specific perception in customers’ minds concerning the qualities and attributes of each non-generic product or service.  They took to calling this perception “the brand.”

	Put simply, your “brand” is what your customer thinks of when he or she hears your brand name.  It’s everything the public thinks it knows about your name brand, be it factual or fictional. 

	Your brand name exists objectively. This is always spelt the same way, pronounced the same way, and, if you know anything about building a business, your brand name looks the same every time a customer sees it.

	Your brand exists only in someone’s mind. These are the pre-conceived ideas that someone may have about your product or service without ever having once tried it. That is why creating the perfect brand image is so important and lethally effective.  

	Branding, when used as an adjective, is the process by which a company curates their public image to their customers. It is the journey from brand name (“I just registered a business!”) to brand (“This is how I want people to feel about my business!”). Not to be confused with branding, when used as a noun, which refers to any psychical indication belonging to the brand name, such as packaging. This can include a logo, style of font, or even a specific pairing of colors. 

	Recent trends tell us that small brands have been gaining more and more popularity among consumers. While you shouldn’t expect your neighborhood confection shop to put See’s Candy out of business any time soon, there are innumerable reasons why people love independent brands, which should be one of the first things that any small business, professional musician, or independent entrepreneur learns when they set out to build their brand from the ground up, and that’s exactly what we’re going to do in this book.  

	 

	
How to Get the Most Out of This Book

	“Time is the great equalizer, for we are all at its mercy.”

	
		Anonymous



	 

	There are only 24 hours in a day. This is something that everyone, everywhere, regardless of age, sex, race, religion, or geographic location, shares. With every passing 24 hours, we come one step closer to the end of our journey, for everyone is only made up of a finite number of 24-hour periods. With this in mind, it is important for us to ask ourselves at the beginning of each day, “What do I want to achieve today? What is the one thing I can do that will better my life or that of another?” Then, at the end of each day, “What step did I take today to advance my goals? How did I improve someone else’s life today?”

	Rome wasn’t built in a day nor should it have been. So, too, is it important to remember that building a brand that will leave behind a legacy is a time-consuming process. It takes careful planning, a sizable amount of money, and most importantly, building a quality brand takes time. 

	With 3 Days to Launch, 1,000 Days to Mastery, the title of this book is not intended to establish any unrealistic deadlines, nor is it meant to belittle the work of brand experts who spend months planning the launch of a new product or service – far from it. Tell any brand expert or agency that you will give them three days to create a brand for you out of thin air and they’ll laugh you out of their office.

	Three days is the time frame I chose for this book because everyone can find 72 hours to set aside, regardless of what hectic schedule you may keep. 72 hours is also the bare minimum amount of time it will require to establish all of the essential components of a brand that are covered in Days 1-3.

	All too often, people dream big dreams without ever implementing them, saying to themselves all the while, “If only I had the time,” and “There just aren’t enough hours in the day,” only to regret their decision years later. Don’t wait. Don’t hesitate. Do each of the action items listed on the checklist at the end of each chapter. It may take some of you longer than three days, and there is nothing wrong with that. The important part is that you complete each of these tasks required in order to cultivate your own brand. 

	For those jumping into this book who may have their brand already halfway developed, don’t skip ahead. Read each chapter and carefully review each of the branding materials you have created. There is a wealth of information packed into this text, and it was meant to read in a linear process as you evolve your brand. Stick to the material.

	People build their brands in different ways, but when a brand cement’s it’s values into the minds of its target audience it is a truly powerful force. Some brands are built vertical, some are horizontal, some are used for charity, and other brands are purely diabolical. 

	Brands can come in all shapes, sizes, colors, and are non-discriminating. However, you choose to build your brand, do so knowing that the secret to success is to discover your passion, and then use it to help as many people as possible. 

	 

	 


On Pacing

	The time frames provided are more of a general guide for approximately how long it should take one person to complete all of the tasks detailed in each chapter. Less experienced individuals should expect there to be a learning curve and will therefor need to spend more time completing each action item before proceeding.

	Do not skip ahead until all action items are completed for each chapter (With the exception of the Brand Resources and various helpful index information in the back of this book).

	Every chapter requires certain tasks to be completed sequentially before moving on to the next chapter. Skipping ahead or not completing a certain task can leave businesses vulnerable and unprepared when interacting with customers later on. 

	Remember, word-of-mouth works both ways. For businesses trying to cement their status as an industry-leading brand, a pleasant customer experience can go a long way. However, if a business doesn’t have a satisfactory answer for a customer, seems amateurish, or apologizes profusely, negative word-of-mouth can spread like wildfire. 

	Think of building your brand like a video game. In order to progress to the next level, you must first complete all of the mission objectives on your current level. Trying to skip ahead and beat the final boss before you’ve learned how to swing a sword will result in an untimely death and then it will be game over for your brand. 

	 

	
		
Branding Pro-Tip: Throughout the book you will occasionally run into Branding Pro-Tips such as this. That means that the information in this little footnote was so important that it needed it’s own little section, so if you’re a speed reader like me, maybe take a moment to fully absorb this information.




	
How to Get the Most Out of This Book -
Recap

	
		Warning: This book is challenging. 



	Completing every Action Item exactly as described while obeying the time restrictions set forth in each chapter of this book will take an incredible amount of self-discipline. Push yourself to the limit and complete everything, because when customers see that your business is not just some sloppy website thrown together to hawk garbage, but a refined brand that speaks to their very wants, needs, and desires, they will stick around, and they will tell their friends. 

	
		Complete the Action Items listed for each day sequentially.



	By only finishing some of the Action Items on any given day and skipping ahead to the next chapter, you risk compromising the integrity of your brand. The order of events in this book were meticulously selected based on years of experience and research.

	
		Use the Brand Resources Index.



	The back of this book is packed full of resources, references, and indexed information designed to support a successful brand journey. These are not available anywhere else, so use them to your advantage. 

	
		
Save everything you do. 



	Especially if you’re reading this in an eBook format. More on this in the next chapter.

	
		Ask for help. 



	If you have difficulty with any part of the branding or brand marketing process, I am always available to assist and reply to every email I receive at Info@ryanstabile.com 

	 

	
Personal Brands vs Business Brands

	When I was a boy, my mother would always pull me aside before I left for school and remind me of my uniqueness. 

	“People are like snowflakes,” she used to say. “Every individual is one-of-a-kind and special in their own way.”

	Looking back, I’m pretty sure that was how she justified me getting into trouble and acting out in school all the time. My grade school teachers just didn’t understand that being a “disruptor” was a positive thing. 

	Just like how every person possesses unique features that allow us to tell them apart from the person standing next to them, businesses should not be homogonous. Successful businesses have distinct features that allow consumers to tell them apart from their competitors – and so should your brand. 

	Although there is no one-size-fits-all guide for creating a brand, we first need to identify and categorize which type of brand you intend to operate or are currently operating. This will help significantly during brand marketing.

	 

	This book is color coded so information that is specific to Personal Brand appears in yellow, and information specific to Business Brands appears in orange. 

	Identify your type of brand, then watch for guides, resources, and marketing strategies that apply to your specific business model later in the book.

	 

	 


Personal Brands

	Types of Personal Brands

	
		Author - Product

		Influencer - Service

		Entertainer – Service

		Performer – Service 

		Celebrity – Service

		Music Producer – Product

		Entrepreneur – Product and/or Service

		Industry Expert – Service



	 

	Personal Brands are an emerging force in a modern economy. In the last 100 years, we’ve unknowingly created personal brands in the forms of celebrities, politicians, and actors. While personal branding has been “accidently” happening for years, today, the act of personal branding is an easily reproducible science that follows a strict formula and dedicated regimen.

	Before we go any further, I need to make a distinction between a personal brand and personal branding, whereas a “Personal Brand”, a noun, is the objective, where “Personal Branding”, a verb, is the process and strategy by which to achieve the objective.

	Simply put, Personal Branding is the act of making oneself into a celebrity and/or authority figure in one’s industry with the goal using that celebrity status to selling products, services, or to further one’s career.

	Later in the book, I will show you how to find a profitable personal brand for any industry. 

	Don’t worry about what type of style of personal brand you want to operate just yet – this will be discussed later in the book. 

	 

	 

	 

	 


Business Brands

	Types of Business Brands

	
		Retailers – Products 



	
		Clothing boutiques

		Grocery stores



	
		E-commerce – Product



	
		Amazon

		eBay



	
		Digital Service Providers – Service



	
		Marketing agency

		Web design

		Financial consulting 



	
		Local Service Providers – Service



	
		Repair services

		Pest control

		Construction



	 

	Business Brands have been around for just about as long as businesses have. Ever since local community merchants have existed there have always been consumers who prefer one type of merchant over their competition. The characteristics that these consumers use to identify their preferred merchant is what makes them a brand.  

	The term “brand” refers to a business and marketing concept that helps people identify a particular company, product, or individual. Brands are intangible, which means you can't actually touch or see them. As such, they help shape people's perceptions of companies, their products, or individuals.

	For now, it’s important that Business Brand owners identify their industry, marketplace, and the type of goods they sell (product vs service). Don’t worry about what style of personal brand you want to operate just yet – this will be discussed in great detail later in the book. 

	 

	
Products vs Services

	I want to take a moment to address the differences between brands who sell products and brands who provide services during the next 1,000 days.
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