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PRAISE FOR HE SAID, SHE SAID: BRANDING


The intriguing “he said, she said” tango between Michael and Jaci give their audience an inside look into over twenty years of creativity and strategy. They make the critical connection that a brand is about connection. By sharing their story, Michael and Jaci exemplify the importance of being relatable, which makes He Said, She Said: Branding a shining example of how to capture your target audience.


Often misled by branding myths, entrepreneurs typically ask the wrong questions in their customer discovery process. He Said, She Said: Branding debunks these myths and provides the right questions to validate customer perception. Additionally, Michael and Jaci define not only what a brand is—but most importantly, what it is not. Spoiler alert: it is not a logo.


– Destin Ortego


Executive director of Opportunity Machine


Ying and Yang is a concept of dualism. The proven idea that two opposite things can complement each other. Nothing better describes the relationship of Michael & Jaci. They give rise to each other professionally by connecting yet being interdependent. What a great read on making a marriage work, at work.


– Michele & Sean Ezell


Founders and owners of Tsunami Restaurants 
(Lafayette, New Orleans, Baton Rouge)


It doesn’t matter who said it, you have to dive into this book for a fun and informative exploration of personal and professional brand building filled with actionable anecdotes. Love the Russo Five Rs technique! And that’s what I say.


– Park Howell


The world’s most industrious storyteller 
Founder, The Business of Story


Jaci and Michael Russo’s book, He Said, She Said: Branding, explains better than anyone else how to take the equal parts of creative design and marketing strategy to create an appealing brand. The book not only communicates the importance of branding, but also how to apply these branding principles into traditional and more accepted methods of advertising. It articulates a unique process, a five-phase methodology that provides marketing practitioners a clear-cut branding road map.


This book is an easy read and is filled with practical advice and personal examples of their dynamic process for branding. As a business development consultant to over 450 advertising agencies across the US, Canada, and Europe, Jaci and Michael are two of the best branding experts that I’ve ever worked with. I highly recommend their book.”


– Michael Gass


Founder and owner, Fuel Lines Business 
Development
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To all the business owners, entrepreneurs, and true believers who entrusted us with their brands:


Thank you.
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FOREWORD


For those working in marketing and advertising, this should be the best of all possible times. Thanks to advances in digital technology, you know how much of your money to spend on marketing, exactly where to put it, and what your ROI will be. Not only that, you can tell which messaging is working. In real time. And if something isn’t working, you can just change it on the fly.


I’ll pause here to allow you to stop laughing or, perhaps, to recover from your fit of rage.


Yes, digital technology has brought a lot of good to marketing. Things can be done faster. Collaboration is easier. And targeting is much more precise. You can hit people with an ad while they’re searching for the products or services you sell. You can hit people with an ad on websites relevant to your brand. You can even more precisely target TV spots these days.


These are good things. I came up in print journalism so it pains me to say this, but it’s a lot better to reach a consumer with a fairly cheap digital ad while they read a website than it is to spend hundreds of thousands on a print campaign that may be seen only by the bird in the cage it lines.


Yet, marketers and agencies still struggle. Why? Because all the technology in the world will only get you so far if you don’t have the fundamentals down. And the most fundamental thing for a brand is, well, the branding. It’s almost depressing how many marketing professionals forget that part. And I’m continually amazed at people who think an ad campaign can patch over the gaps in a poorly built-out brand.


The book you hold in your hands—or the book that’s on the e-reader you’re holding in your hands—is one about fundamentals. It reconnects you to the bedrock of branding, reminding you of some old lessons while teaching you a lot of new ones. And it does so in a rather clever manner. By starting off with their own story, Jaci and Michael show you how brandRUSSO was built before telling you about the fundamentals necessary for building your own.


This is a book about identifying your personality and shaping it. It’s about balancing creativity and strategy and forging emotional connections. It’s about laying down a foundation before you rush out and start spending on media, whether it be traditional or digital. It’s a process that should work for your company, regardless of size, industry, or location.


You’ll find strategy here. You’ll find tactics. And you’ll see how the fundamentals have changed in the wake of new media technology and customer behaviors. You may have heard that the consumer is in control. But have you internalized it? Jaci and Michael have made it the first of their 5 Rs: Realize the consumer owns your brand.


You’ll have to read the book to see what the other 5 Rs are. I’m not here to do your homework. But rest assured there are plenty of concrete examples and, just as important, the questions you need to ask yourself to apply the lessons to your own business.


They manage to relay all this in plain English, rather than the overly jargonized nonsense that too many ad people speak these days. And get this. They don’t always agree on everything. (If you’re smarter than me, you might have figured this out by the title of the book.) It’s a rare thing to see coauthors voicing their differences over the nuances of their own marketing philosophy. It’s refreshing and honest and shines a light on how marketing actually works.


As a bonus, Jaci and Michael are funny as hell. I don’t read a lot of industry books, and that’s in large part because when it comes time to put pen to paper, too many people forget they’re working in one of the most fun and creative industries around. That exec you can spend three hours laughing with over beers is suddenly doing a bad impersonation of your least favorite professor.


This is not that.


So enjoy the book. Laugh, learn, and—who knows—make a killing.


—Ken Wheaton


former Editor of Advertising Age, content strategist, author of “Duck Duck Gator” and other novels.




 


INTRODUCTION


What do coins, marriage, and branding have in common? It might sound like a trick question or even a senseless riddle, but there’s an answer (and a point to be made): they all have duality. Two sides to a coin, two people in a marriage, and two parts of branding.


One can’t live without the other. But what does duality in branding actually mean?


That’s just one of the many topics we’re going to discuss in this book, because duality is absolutely critical to a brand’s success.


So are the basic principles of branding.


So is understanding the thought process behind creating a successful brand.


And so is understanding what branding is, what it is not, and what it could do for your company and its bottom line.


We’re Michael and Jaci Russo—cofounders of brandRUSSO, a strategic branding agency. In this book, we’ll share our thoughts on branding, our process, and the story of how it all came to be.


But for now, we just want to say how glad we are that this book made its way into your hands—because whether you’re looking to brand your company, learn about branding in the twenty-first century, or figure out what branding even means, you’ve come to the right place.


Often, the branding process goes something like this: a company hires a traditional agency (or Billy, the nephew of its CEO’s sister’s brother) who lures them in with a lot of fancy industry talk and shelves full of shiny awards. Said agency (or Billy) convinces the client that they have the magic answer to all the company’s problems.


After all is said and done, the company is left wondering if they gained anything apart from a hefty bill.


That’s usually when our phone rings.


“What do we do?” clients ask. “We don’t have much of a budget left. We spent it. Now what?”
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	Jaci: When I travel the country for speaking engagements and to teach workshops, the conversation is disturbingly similar: “I know I’m wasting fifty percent of my advertising budget, but I don’t know which half.” Our answer: probably both halves. Simply having a pretty picture or a beautiful brochure isn’t enough. You have to dig deeper and work harder to connect with your audience.
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