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BUILDING BRAND VALUE 

Thank you for the time we spent together. I appreciate your warm reception and open-mindedness.  
My goal is always to be useful, enjoyable, and valuable. Regardless of whether you’re selling 
gizmos, gewgaws, or groundskeeping services, building a brand that is 
about you customer — not about you or your company — is the most 
effective way to generate interest, success, and action.


Just like the cockroach in the hotel room, today’s threats to your brand 
value show up in the most unexpected places.  It is critical to create a 
brand that both reinforces and preinforces the specific value you provide 
for your customers. Do this well and you can future proof your brand 
against whatever situation your customers (and non-customers) choose to 
broadcast to the world about your company and your services.
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Today’s smartphone 
user has the ability to 
reach tens or hundreds 
of thousands of 
consumers around the 
world in seconds.

http://www.BruceTurkel.com
mailto:BTurkel@TurkelBrands.com


Prepared for TCIA February, 2018

Storytelling, brand authenticity and transparency, and understanding the difference between content 
and context are necessary in today’s technology-driven, hyper-connected culture.


Owning and promoting your own All About Them positioning gives you access to opportunities you 
never thought possible and may never have discovered on your own. When your brand resonates 
with your intended audiences, it fires people’s imaginations and encourages them to figure out ways 
to promote your brand and your business, because doing so is good for them, too.

An All About Them brand value cuts through the clutter and immediately tells 
both your customers and potential customers that what you are doing is 
important to them.  
It incentivizes them to 
spend more time with 
you than with you 
competition.


All About Them gets 
to the heart of what 
matters most to your 
consumers: Their own 
self-interest. 

Remember that your 
goal is not to tell 
people what you do. 
You primary goal is to tell people why what you do makes their lives better.


CONTENT
CONTEXT

CONSUMER
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20th Century thinking 
concentrated on Content. 
21st Century thinking 
focuses on Context. 
Effective marketing 
strategy always concerns 

A Good Brand Makes People Feel Good.  
A Great Brand Makes People Feel Good About Themselves.

Chainsaws. Ladders. Me. Which 
of these three things DOES NOT 
belong in this picture? 
 
The job my landscaper needed 
to do after Hurricane Irma was 
NOT to cut down the broken 
trees and remove the dead 
branches. It was to make us 
feel good about our home, our 
lives, and our place in the world 
again. The landscapers who 
communicated this had all the 
business they could handle.  
The others competed on price.
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The Three Components of a Compelling Brand are: 

C  ______________________________________________ 

C  ______________________________________________ 

C  ______________________________________________ 

Where Does the Sweet Spot for Your Brand Live? 

The Seven Steps to Building Brand Value: 
1. __________    __________     __________ 
2. __________    __________     __________ 
3. __________    __________     __________ 
4. __________    __________     __________ 
5. __________    __________     __________ 
6. __________    __________     __________ 
7. __________    __________     __________ 
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German Car Brands Know We Are What We Consume: 
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Notes:
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Your three-
word mantra 
for changing 
your business. 
Less than ten years ago the 
key to selling was to 
persistently promote how 
great you were. After all,  
if you didn’t blow your horn, 
who would? And unless you could afford a big ad campaign, 
that was the only way anyone could learn about you.


But today everything has changed. Today we 
each carry a thin wafer of silicon and glass that 
gives us immediate access to all the world’s 
knowledge. And all of your potential clients and 
customers have access to this same technology.  
This means they can know everything about  
you before they even step into your business. 
Success today requires you to turn the lens 
around and focus relentlessly on your customer.


Bruce Turkel’s wildly entertaining presentation includes 
fascinating examples from world history to headlines ripped 
from today’s news. All with the goal of helping you build your 
business and your brand as successfully as possible.


You will be enlightened, entertained, and educated by Bruce’s 
talk. And you’ll enjoy a great plan for your future.


Bruce Turkel  305/321-9015   bturkel@TurkelBrands.com

Useful. Valuable. 
Enjoyable… 

Whether 
helping 
clients build 
memorable 
brands, 
riveting 
audiences, 
writing books, 
or explaining 
strategy on 
national TV, 
Bruce Turkel is 

always adding value. 

Bruce uses a combination of 
creativity and marketing to 
change perceptions of his 
clients’ businesses and make 
their brands more valuable.  
He’s created remarkably 
effective campaigns for 
American Express, Miami, 
Discovery Networks, Puerto Rico, 
Bacardi, and more. 

Bruce is a regular contributor on 
Fox Business, MSNBC,  CNNi, & 
CCTV. He’s been featured in 
NYT, WSJ, Fortune, and Fast 
Company and has authored five 
books on brand building. 
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ALL ABOUT THEM 
Grow Your Business By Focusing On Others
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