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			Praise for 
Building Billion Dollar Brands

			“When I listened to Rick Cesari’s keynote speech at the Prosper Show for Amazon sellers, I couldn’t believe how similar his proven process for marketing and developing great products for the direct-to-consumer market was to our process for developing great products for Amazon. I was so impressed by Rick’s speech and his long line of enormous commercial successes that I just had to meet him. As it turns out, we both live in Seattle, and since that first meeting, we’ve developed a wonderful friendship over weekly Seattle coffee. Rick is a wealth of knowledge and a true marketing genius. I continue to learn from him and I share with him my decade and a half of experience selling on the Amazon platform. It still amazes us how well so much of the processes that he developed translate directly into success on Amazon.”

			Jason Boyce

			CEO, Dazadi.com

			“If you want to be a successful marketer, buy this book. Barb’s extraordinary track record speaks for itself. She instinctively understands what the target consumer wants across different channels and formats. Barb ‘gets’ the consumer, she knows the buyer, she sells the product. She’s a dynamo.”

			Maria Kalligeros

			Kalligeros Communications

			“Barb is one of the most creative, dynamic, and effective marketing genius on the planet. The wisdom and guidance she has to share are priceless.”

			Hank Wuh, MD, MPH

			surgeon, inventor, serial entrepreneur

			Unicorn Whisperer, Inc.

			“During my time as a CEO of Salton Inc., the company grew from $8 million to $1.4 billion thanks to a team of wonderful individuals who were creative, had the right instincts for finding the right products, and knew how to successfully communicate with consumers. Barbara Westfield and Rick Cesari were two key members of this very successful team. This book, I am sure, will provide the necessary guideposts you need to succeed in the volatile and new retail market we face today.”

			Leon Dreimann

			CEO, Greystone Brands, Inc.

			“Branding is tricky—even trickier when building one on a shoestring budget. However, without a billion-dollar brand strategy, you’ll find yourself in a race to the bottom—to your eventual demise. 

			With what Rick and Barb outline in this powerful resource, you can immediately enhance the branding of your own business or product, compete against the ‘big guys’ and do it a lot more profitably!”

			Dustin Mathews

			chief wealth evangelist, WealthFit.com

			“For a number of years Rick has been a guest presenter for my marketing management class at the University of Washington. Rick’s presentations on direct response marketing and branding is especially illuminating, as nearly every student in class has, or has used, one of the products Rick has successfully promoted over the years. This practical and approachable content helps the students get what marketing is really all about. Best of all, he has helped me turn students from finance and accounting to marketing!”

			Richard Geasey

			lecturer, University of Washington Bothell School of Business

			“I was looking to interview the top marketers in the world for the InspiredInsider podcast, and when I asked many top entrepreneurs who I should consider, Rick’s name kept coming up over and over. I then researched him and found that he has helped sell more than $4 billion worth of product and launched over thirty brands, including Sonicare, Oxiclean, the George Foreman Grill, the Juiceman, the GoPro camera, and many more. His story and journey is quite amazing. If you are just launching a new product or already have an existing product and want to generate more sales, then you should read this book and listen to what Rick says!”

			Dr. Jeremy Weisz

			founder, InspiredInsider

			co-founder, Rise25

			“Discipline, data, and determination: Rick and Barb have synthesized thirty years of success building extraordinary household brands into a concise blueprint that every serious brand entrepreneur should be using.”

			James Thomson, PhD

			former head, Amazon Services

			co-founder, PROSPER Show, and Brand Authority Summit

			partner, Buy Box Experts

			author, Amazon Marketplace Dilemma

			“I’ve had the privilege of working with Rick Cesari over the last year on several marketing projects including this book, Building Billion Dollar Brands. What I have found is that Rick is a never-ending source of knowledge that is both fundamental and, at the same time, progressive. He is ever transforming his many years of DRTV and brand experience to new media applications which boosts direct-to-consumer sales. My advice is to devour this book and then stay tuned for more great marketing wisdom from Rick to follow.” 

			Susan Gilbert

			CEO, Online Promotion Success, Inc.

			“Rick has been an integral marketing partner for my start up, IXIA Sports. He spearheaded our DRTV campaign for our flagship golf training product, TruePendulumMotion, and has propelled us forward to the next level. He is a marketing wizard, and was the missing link to reaching our goals.”

			Charles Kim

			founder and president, IXIA Sports
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			To Martha, my loving wife who keeps me focused on what’s important in life. 
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Foreword

			I first met Barbara in the early eighties when she was on the buying side of small kitchen appliances at Federated Department Stores and I was on the development, procurement, and supply side of the SDA industry in the US.

			Barb taught me the fundamentals of what consumers were looking for in brand name products, and she continued to be my source of inspiration and know-how during the ensuing years.

			Times were different then, and product cycles took a while to be developed and come to market, but since then the world has changed, and one of the main drivers for consumers remains intact: the consumers’ trust in brands. But even that is now also undergoing changes due to the emerging “sharing economy” and the new ways brands have to adapt to rapid shifts in a customer base with technology-forward millennials entering their earning years and maturing Gen Xers becoming more technology-savvy and less loyal to the habits and brands of their forebears. 

			This means that once more brands have to reinvent themselves to stay relevant, and they must become proactive in engaging with today’s end users in such a way that they can capitalize on their rich history and at the same time create such a social awareness that they become the foremost and first to go to source for the “new consumer of today.”

			Barb and Rick’s book illustrates the multiple changes brands went through in the preceding thirty-five years, and how brands coped with changing consumer demands and managed the consumer’s expectations. This will continue, even though the very nature of the brands is that they adopt slower to changing market conditions due to their hierarchical structures, but in the end they will always catch up because of their rich heritage. Those brands will then prevail if they embrace the new sharing economy.

			The books illustrates the changes of the past and how the brands managed. I am looking forward to the sequel ten years from now.

			Bert Doornmalen

		

		
			
Introduction 

			by Rick Cesari

			“A business is simply an idea to make other people’s lives better.”

			—Richard Branson

			I have always had a passion for healthy eating. I think that sprung from the fact that my father passed away from a heart attack when he was only forty-five years old, mostly from lifestyle issues that were preventable. I was just twelve years old at the time, and as one of eight brothers and sisters I was always focused on what I could do to get ahead. In 1989, me and my brother Steve started a company called JM Marketing. The JM stood for “Juiceman,” my idea of a great name at the time. I did not know a thing about branding, but we were going to teach people about the benefits of drinking fresh fruit and vegetable juices as a way to improve health. One of my passions then and now is customer service; every customer would be treated the way I would want to be treated if I was considering buying a product or had issues with a product I already bought. I call this simple concept, “The Golden Rule of Branding,” which we will talk more about it later in the book. 

			The company became highly successful in a very short period of time, growing to over $75 million in sales in only four years. Then, in 1993, three really great things happened: (1) we sold the business to a company in Chicago, called Salton Housewares, (2) I met Barb Westfield, the CMO of Salton at that time, and (3) I learned that a powerful brand equals freedom.	

			Barb and I have now worked together on and off for almost twenty-five years, helping to build many household brands from scratch—products you use in your home every day, like the George Foreman Grill, (our first billion-dollar brand), Sonicare, (our second billion-dollar brand), OxiClean (our third billion-dollar brand), Clarisonic, Rug Doctor, GoPro (our fourth billion-dollar brand), and many more. This book is about the valuable lessons we learned in building these brands and many others. We will be sharing these experiences with you so that you can learn from both our successes and our mistakes. This isn’t theory to be taught in a classroom; these are real-life strategies that we have used successfully over the last twenty-five years that are constantly being updated and evolved based on what is working in today’s marketplace.    

			You’ll be introduced to what we call our Five Keys to Building a Great Brand. Marketing techniques, retailers, and distribution channels have changed dramatically since we started twenty-five-plus years ago, and they will continue to change, but we have found that these five keys remain constant. They create a simple foundation that, when applied, work in every instance. We both still use these key foundational principals with every product we launch and every client we work with. In this book we will expand on these simple brand-building keys and show you how you can put them to use immediately in your business or new product launch. 

			The Five Keys to Building a Great Brand  

			
					USP—Identify your “unique selling proposition.”

					Positioning—Create a name and market position for your product or business.

					Deliver Value—Under-promise, over-deliver.

					Listen to Your Customers—Develop world-class customer service and powerful testimonials that will sell for you 24/7. 

					Direct Branding—The best way to brand for most small businesses and startups.   

			

			Many people have never heard the term “direct branding,” but it is the best description of the type of marketing we have been using for the last twenty-five years. We were the pioneers in this area of advertising in building both the Juiceman and Breadman brands, which combines traditional brand-building techniques with highly measurable direct response advertising to create a powerful hybrid model that sells product while you are building the brand. Every advertising dollar spent is accountable and this lets you generate revenue from day one. Direct branding is the secret weapon that evens the playing field with large companies that have massive advertising budgets. It is how new startups like Sonicare beat Braun, and how OxiClean beat Clorox—as well as Procter and Gamble—at their own game. Direct branding is even easier today with all of the additional online marketing platforms at your disposal, as long as you understand the concept that direct-to-consumer selling is brand building. Anytime you do marketing it is always with a direct response mindset and with the goal of bringing in two dollars in revenue for every one dollar spent on advertising, regardless of the marketing channel being used. 	

			We are teaching you the underlying strategies for direct brand building, not the specific tactics. Marketing is constantly changing, and while we primarily used direct response TV advertising and a good public relations strategy to build the Juiceman, Sonicare, and OxiClean brands, more recently we have used digitally-based content marketing, such as online video, YouTube, and social platforms to help build the SousVide Supreme and GoPro brands. Yet, the Five Keys to Building a Great Brand remain the same and are still implemented as the foundational element for each brand.

			—Rick Cesari

					

			
CHAPTER ONE

			
What Is a Brand and 
Why Do You Need One?

			“A branding program should be designed to differentiate your cow from all the other cattle on the range, even if all the other cattle on the range look pretty much alike.”

			—Al Ries, author, New Positioning: The Battle for Your Mind Escalates

			We’ll be talking a lot more about brands and brand building in this book—but first, what is a brand, really? A brand is simply the identity by which a customer comes to recognize a product, service, or function. Sometimes a very successful brand supersedes its specific product and becomes synonymous with the category itself, like Kleenex, Jell-O, or Band-Aids. 

			But what differentiates a powerful, memorable, and successful brand from one that simply fails to catch fire, or to get the attention of the consumer? Here’s a hint: it’s not necessarily the fault of the product in question. Rather, it’s in how it’s packaged and presented—and that’s the power of branding. 

			Barb:

			[image: ]A great illustration of this philosophy comes from my experience with an electric appliance, one that initially came to market with the name the Fajita Express. Its Chinese manufacturers first brought it to my office when I was a vice president of marketing at Salton. A tabletop grill, the Fajita Express was taxicab yellow with a graphic of a longhorn steer on top. The guys showed me a camcorder video that showed the appliance cooking meat; the fat from the protein was rendered into drippings, which ran into an attached sloped pan. A spatula with grooves allowed the user to easily fill taco shells with the cooked meat. Since Salton was always actively sourcing new products, I brought the Fajita Express to my boss, Leon Dreimann, the CEO of Salton. While the product didn’t elicit much enthusiasm with my colleagues, we decided to take the product to a trade show and demo it to see how retailers responded.  

			It was a flop. No retailers wanted it. Fajitas simply weren’t going to move the needle, so back it went to the corporate HQ in Chicago, where I boxed up all the samples and documents and put them into storage. A few months later, Leon came into my office and asked, “Barbs, remember that grill from the show? Pack it all up, everything, and send it off to this guy.” 

			“This guy,” was Mike Shrednick, whom I knew from my days as a buyer at Bullock’s.  Mike was renowned in the Los Angeles retail community for his groundbreaking store, the Shrednick Collection, and for his influence as a pioneer selling goods from mainland China. 

			Glad to get the Fajita Express out of my sample storage room, I packed it up and sent the grill and all of the documents off to Mike in Los Angeles. Several months later in January of 1995 I was called into a top-level meeting with Leon and key members of our sales team. From behind his desk, Leon asked, “Remember that grill? It’s coming back, and it’s going to be tied to a celebrity, so we have to be ready. I can’t tell you who it is, but if it happens, it’s going to be big.”

			 About three weeks later we were called back to Leon’s office to talk about the grill again. This time, we were told that the branding for the grill was going to feature the boxer George Foreman; he simply loved hamburgers, so George had asked his representatives to find him a product that made them. He liked his burgers a little too much, actually. His weight had gone up, and now he’d become health conscious. The former Fajita Express grilled hamburgers really well, plus the fat-rendering qualities of the sample product appealed to him, so it was rebranded as a tool that a lovable, aspirational athlete could use to cook the foods he loved guilt-free.

			This case study is an example of extreme rapid cycle branding and identity development: January of 1995 we were given that initial heads up. February of 1995 we were told it was George and that we had about five weeks to get ready for a huge launch at the Gourmet Products Show in Las Vegas. When the time came, all systems were go, except George Foreman was slated to fight a boxer in Germany named Axel Schulz on April 22, so he was in training and not to be disturbed. His big fight and this major tradeshow were two weeks apart, which meant we were facing a pressure-driven ticking clock. To make matters more complicated, we no longer had any samples, as they were with Foreman’s various attorneys and George. But we made it happen with a great deal of ingenuity on the fly. Trade magazine and PR closing dates were in March, and new samples had to be made by the factory. That’s how the Fajita Express was transformed and rebranded into the Lean, Mean, Fat-Reducing Grilling Machine.

			 Under those insane deadlines and a year after I had been introduced to the original Fajita Express, Salton went back to the Gourmet Products tradeshow in Las Vegas with the rebranded grill. George flew in for appearances and we shot all the content assets right there in the Las Vegas Convention Center, one week after his winning fight against Axel Schulz.

			George strode through the Las Vegas Convention Center like Moses parting the Red Sea—this tall, powerful, mountain of a man passed confidently through the adoring crowd who followed him eagerly as he approached the booth where his eponymous Foreman Grill was on display.[image: ]

			Rick:  

			[image: ]Barb and I worked together to produce the very first infomercial for the George Foreman Grill and had it on the air in the fall of 1995. It made history with well over one hundred million units sold, which is perhaps the largest selling TV product of all time. 

			What had changed? Not the product itself in any significant way; we made it white instead of yellow and created the Lean, Mean, Fat-Reducing Grilling Machine logo. We put George’s signature on there so it had an autograph, and came up with the unique selling proposition (USP) line, “Knock out the fat!” That trademark became the story, and that story caught fire. Suddenly, George’s Lean, Mean, Fat-Reducing Grilling Machine was showing up everywhere, even on Sex & the City. Oprah raved about how her family loved cooking bacon with it, and word of mouth just got bigger and bigger. The New York Times’s Suzanne Hamlin wrote a story about its convenience for folks trying to keep their New Year’s diet resolutions.1 Food writers for prominent publications began covering the Grill as an essential kitchen appliance, elevating the product in terms of its validity in the foodie world. We ran a Super Bowl spot during halftime. This handy product quickly became about more than burgers—you could grill an amazing salmon fillet in three and a half minutes. The grill took on a personality of its own: a healthy, fast, fun way to cook all kinds of popular foods.[image: ]

			Barb: 

			[image: ]Leon’s moniker of the Lean, Mean, Fat-Reducing Grilling Machine became an iconic slogan. Once I met George in the Seattle airport in the late ’90s, when a high school baseball team came walking by and spotted him. The kids yelled out in admiration, “Hey, it’s the Lean, Mean, Fat-Reducing Grilling Machine!”[image: ]

			Rick:

			[image: ]For many of our early brand building and business growth successes we used thirty-minute direct response infomercials. Why? Two reasons: First was the length; if you were trying to sell someone something, would you rather have thirty minutes to explain the product, or thirty seconds? Common sense, isn’t it? Second, we were able to reach large audiences in a very cost-effective way. Direct response advertising did not appeal to all consumers but we were looking for the ones it did appeal to, and this was an easy and cheap way to reach them. If people are interested in what you are saying, they will stop and listen. Our goal is to build a database of happy customers that we can remarket to in the future. Remember, some of these campaigns were done before there was ecommerce or Amazon. 

			So, what does a campaign like this look like in today’s marketing stack? We’d use a thirty-second TV spot or Facebook ads to drive people to a website where they have the time and space to absorb the messaging and buy. The common denominator between these two tactics? A direct response ad is being used to convert your customer to take action and push them into the sales funnel.

			Now is a good time to dispel a myth: advertising is a method of getting people to purchase things they don’t want or need. 

			Here’s the truth—humans want and need products and services. It’s a basic primal drive, this instinctive urge to engage in tool making and hunting/gathering. From our ancient ancestors to our digital lives today, these deep instincts ensure we’re always on the lookout for something external that will help us live better, happier lives. Filtering, assessing, and acquisition are ineradicable human traits. Being consumers in the prehistoric sense is what preserved us from being consumed in the literal sense. Even in the age of decluttering and minimalism, we’re still feathering our nests.

			 	There is a grain of truth to this myth—clearly not everyone needs every product. But if you have a quality product, you owe it to your prospective customers to do everything ethically possible to make sure they have the opportunity to benefit. Not doing so is the real disservice you should avoid. You can’t create positive transformations if you never offer consumers that chance.

			The initial infomercial we made for the George Foreman Grill told the story very clearly—the story that the original developers of the device simply hadn’t seen as important. In our infomercial, we showed hamburgers cooking in a frying pan in a bath of their own grease. And we showed what that fat looked like when it cooled, congealed, and solidified—certainly not appetizing. That visual asked the question, “Would you rather cook your burger like this or would you rather remove some of the fat and the grease?” The unique selling proposition—the USP, and brand building key number one—was that you could “knock out the fat” by cooking foods quickly and easily while removing the excess unhealthy fat and grease at the same time. That’s what made this grill different from anything else out there at the time. The new product name said it all—the George Foreman Lean, Mean, Fat-Reducing Grilling Machine—and the hero shot was a close-up of the front of the grill while hamburgers were cooking and the excess grease and fat dripped away from the food. Who wouldn’t want that? Between the health benefits, the cooking convenience, and the appeal of George’s personality, this former ugly duckling of a product was transformed into one of the most iconic small appliances of all time—thanks to great branding and product re-positioning.[image: ]

			How You Can Use a Brand to Differentiate Yourself in a Crowded Marketplace

			Clearly things have changed since the rebranding of the Fajita Express. Twenty-one years ago, we had a longer lead time in which to make an impression. Today, with the impact of Omnichannel and social media marketing, how/where/why consumers will find your product is radically different; now product information is literally at their—and your—fingertips. When we started with the George Foreman Grill, it was the Internet version of horse and buggy days. We once had to wait up to six months to gather consumer data from warranty card registrations to discover who was buying the product and what their motivation was for buying. What was the buyers’ demographic profile and psychographic profile? Why were they buying? Today, that information is available within seconds. 

			BARB:

			[image: ]Who is your customer, and where do they live? When, where, and why do they shop? Your ability to understand the who and why of your customer base is critical. In a start-up or seedling environment, please use every single available data intelligence tool that is available. The baseline is Google Analytics (GA), SEO/PPC competitive bidding, and visibility on any and all social media platforms. Social media, content creation, and GA should not be a sideline position in your marketing department or a summer intern’s job. And, as simple as a warranty registration, address book, or loyalty program may seem, you can garner more data about your consumer (with their permission, of course) and use that to begin building your fan base for outreach and community. If you choose not to employ this critical path business tactic you will be left in your competitors’ dust.[image: ]

			RICK:

			[image: ]Ten years ago, it took so long to create a product that you also had time to build a brand. But now, for example with Amazon, there are people who will look for the bestselling product in a certain category. Consider a product like a blender. A seller sees that everyone is buying blenders. So, they go to Alibaba or some other source in China and find a lower-priced manufacturer for blenders. The next thing you know, there are six or seven people selling blenders on Amazon. Everybody is fighting over the “buy box”; it’s called a “race to the bottom” because you are competing on price alone, not any kind of product differentiation or branding. Whoever can bring the product in for the least cost and sell it at the lowest price on Amazon wins. There is nothing unique about the product or packaging, there is no branding, and it’s a margin killer. Worst of all, you are unable to create a long-term relationship with the people who are buying your products—your customers. 

			The big question of branding in such a market environment is: How do you set your product apart from everybody else’s so that when people think of that product or category they’ll buy your product and even pay more for it? In our consulting business, we work with a lot of Amazon sellers, helping them to create their brand identity outside of Amazon and to build a powerful database of happy customers willing to purchase their next product offering. This requires a multi-step marketing approach under the umbrella of direct response marketing, as illustrated here: 

			360 Sales Accelerator

			[image: ]

			  If you really want to engage your consumer—and you’re at a prestige level where you’re talking about a price point transaction over $50, $60, $100, or higher—it’s an entirely different approach. This branding requires brand trust. The higher the retail price, the higher the quotient of brand trust has to be. A strong relationship with your customer is vital and something that is hard to create directly through Amazon alone; we’ll discuss this in more detail later on.
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