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02 Introduction

How did we end up here?

If you know the answers to that question, then the next
question to ask is — “where do you want to be?"” Next, "*How
do you get there?2”

| won't pretend | have all the answers for you. But | know
there will be questions in here with their answers that will jog
your own ideas and thoughts for your own solution.

If you need inspiration for better solutions, something to
kickstart your thoughts you can start here.

Let's not talk so much.
Let's get started and get going!

How fast do you want to go?

Long Yun Siang
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What would you do?

A friend asked me the other day, if he were to start a small
business tomorrow and needed to do branding what would
| advise? | was not supposed to think about it and rattle off
quickly.

Here is what | came up with:

Start early and start right. Get your brand name right and
do it in the right process. Most small business owners think a
name, a logo and its colours is branding. Understand that
branding is more than that.

Be prepared to fail. But because you started early and you
start as correctly as possible, the risk is mitigated in that you
can restart if you fail and you have done your research to
know what you don't know.

Listen, learn and action. Listen to the right counsel. You don't
listen to your nephew'’s friend who is a hairdresser advise you
on your health, so too your mom's mahjong club members
should not advise you on your brand. Learn from players
in your category and parallel categories. Then it's time 1o
take action. Don't just keep going in circles of listening and
learning. Action takes you forward.

How would you do ite
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Where should you start?

This is an oft repeated theme here because it needs to be.

Marketers often start at the wrong place and hence end up
lost.

Start with your objective. Then ask, what is the best way to
achieve that objective given the resources that we have.

So list all the ways and ideas you have, then do an
advantages and disadvantages list of each idea. Yes, it is
not rocket science. Yes, it is not sexy at all because there is
no sexy name to this process. But this works.

Will you ever get there?
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Will you be a better you?

If you choose to take initiative, if you choose to stand up and
be counted. Take risks — monetary, effort and time; perhaps
even reputation, there is a chance you will be better. Much
better. But it takes action to put yourself out there and there
is a price to pay.

You can be betterif you follow-up the thought with an action
or better yet actions.

The time is now.

Will you stand up?
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What happened in between?

Branding — you do it then nothing happens; you do it again,
then small thing happens. Then you repeat, you aren’t sure if
something will happen. But you keep doing it.

In between, is where you discover who you are as a business
owner and what your team is made of. Some people call this
growing pains. Ignore the pain. Focus on the growth. It's why
you do what you do.

What are you made of?
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Are you building a business?

One of the toughest challenges we face is convincing
business owners that having a healthy business does not
mean they have a healthy brand.

Even if your brand is not strong, it is very possible that you
have a very healthy business. Think about the wholesalers
in the wet market. They make wads of cash. But as far as
branding is concerned, zero. Well, near zero.

The opposite is also frue. You can have a very strong brand
but your business may be weak. Businesses close down
even when they have strong brands. Brands die due to
mismanagement of business.

It's fough to convince these business owners because the
cash is there. It's proof of their success. Sometimes they
confuse the switch to focus more on the brand now as an
admission that they made a mistake previously.

But it's not. It just means shifting the focus more now and
building on past success.

Are you building a brand?
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How have you ignored the
minors?

It is easy for business owners and managers fo ignore the
elements that they deem do not drive their business. For
example, some business people do not think that if is
important for them to have a website. So, they ignore it.
After all, it is not a key business driver.

But they often forget, while it may be a support - the support
could be an important one. One that if you delay the
decision, you could be missing out on a lot of opportunities.

There must be other examples like these in your business.
Things you feel aren’t your key business driver but important
enough for you to take a second look. | think you need to
sort those out. When enough supporting factors collapse, it
will be a key issue.

How important are the supporte 1\7




What makes money?

People say “money makes money.” That's not true. We see
many businesses sliding every day. New, small, medium,
traditional, start-up; you name it. Many of these businesses
have money. They even sit on a pile of cash. But they refuse
to spend this money to increase their business volume. They
rather have their money sit in the bank.

If you are a business owner, understand this. Money in the
bank doesn’t get you new customers. You have to spend to
make your business known before you get the sales. Money
doesn’'t make money. Courage makes money! Be daring to
spend that money to grow your business.

If you are gutless, your business will feel that way too.

How much interest did you invest?




What do you do well?

Nowadays you hear more clients starting their own in-house
design team or “internal agencies”. Some could be due to
cost and others probably because they feel it is faster.

Cheaper and faster doesn't mean better. That we all know.

Isit even strategic for your business? You should focus on your
business and let the experts help you focus on your business.
Like help you strategize and conceptualize. Starting to do
everything in-house may give you a sense of confrol but |
liken it to the entrepreneur who wears all the hats in order to
save cost. Is it going to be sustainable and how does it add
to growing your businesse

What business are you in?




Where have all the customers
gone?

It's inferesting when you hear some business people discuss
how the internet has disrupted their business. Apparently,
they don't know where all the customers have gone.

But even before the advent of the internet or online
businesses, customers have always gravitated to your
competitors anyway. It was always the business person’s
job to figure out where his customers have gone and why
did the customer leave? The questions and the diagnosis of
the problem have not changed. Since the first cave man
laid out the first hunted wild game for trade, keeping that
customer and getting new customers have always been a
crucial part of the game.

Don't let your thinking be disrupted. Stay focused. The
mediums and modes may have changed. But how to retain
and gain the customers will always be about “what is in it for
them to still do business with youe”

What is in it for them?e




Do you like DIY?

Sometimes the fastest and easiest way to get something
done is to hire a consultant who has done it before and
have them help you get it done.

Sure, it can be expensive compared to hiring your own team
to do it. But you already know it is value that you look at and
not the price.

Having your own team to do that adds an additional layer
of complexity often ignored by management.

Most DIY projects take a long time to take-off and often
times side tracked, end up being incomplete, creates
more problems than the original problem and often more
expensive to fix than if you were to start right in the first place.

How much is the true cost?e




How did he do it?

If you want to know the successful entrepreneur’s secret,
ask for what is not written. The things he laments to his wife/
girlfiend/best friend, the thoughts that keep him awake,
words he speaks in his prayers, the tears he secretly sheds
in the shower - the thoughts and actions that triggers those
tears, what makes his heart drop to his gut, the tempers that
he throws and why, when he almost lost it and said this is it.
Those unsexy things, those are the things that will teach you
valuable lessons. And perhaps get you prepared for your
Oown success.

What is the price of success?




When will the seeds grow?

Experienced sales people know sometimes the harvest may
not be good for the day like closing a deal is fougher and
there are no solid appointments.

Experienced sales people also know that they should not just
measure the success of the day by the fruits they reap. They
also measure the success of the day by the seeds they sow.

How's the harvest today?




What have you done?

Yes you have been successful with a lot of product launches.
You have many best-sellers. You should be proud.

But what have you done differently?2 Why is this important?
Because soon your competitors will catch-up, they will learn
every formula you have.

Your success formula isn't the formula you have now. Your
success formula is your ability to experiment, to take risk, to
push the envelope in the early days to hone your craft.

The biggest mistake is thinking you have arrived and a wrong
understanding of which is your winning formula.

What should you continue to do?

WHAT
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What is success in marketing?

Success in marketing is a process. Not a single campaign.
Neither is it a series of campaigns.

Marketing is a process. Keep going and refining.

When is nirvana?




How long will it take?

Spend big. Master marketing. Perfect social media skills. That
seems to be what people are telling you if you are to be
good with branding these days. Of course these are useful.
But if you are small, then start small. Having all those does not
mean you won't fail. Knowing all these does not guarantee
SUCCESS.

But if you start and not be afraid to spend even when you feel
it hurts. Then that's a good start. Treat it as an investment into
the brand. Start understanding the basics of marketing and
the consumer. Get a good grounding into your consumer
and the media they consume. All these do not have to be
infimidating.

Small steps. Build on the learning. There is no need to do
everything in a day.

Is there such a thing as instant success?
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What do you think your
brand is?

“A brand is no longer what we tell the customer it is — it is
what customer tells each other it is.” — Scott Cook.

What do your customers think if is2
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What's the simplest way to
do this?

Occam's Customer: Of all the possible ways to solve a
marketing challenge, the most complicated way is the one
your customer will most likely want you to do.

| was just having fun with that.

Some business owners are like that. Complex and
complicated is what they like. They think it justifies their
objective, | suppose. Those who buys into Occam'’s razor, of
course are the ones that keep us inspired.

Why does it have to be complicated?

—JIMPLE -
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Do you deliver solution or
frustration?

It's really easy to say it cannot be done. Delivering that line
moves the monkey from your back to the other side.

You may think it solves your problem but it only delivers
frustration to the other side that is depending on you for a
solution. Let me give you a few scenarios:

A customer asking for an exchange because he discovered
some clumped up capsules in his bottle of supplement. Sorry,
it can’t be done.

A customer asking for a replacement seat because he
missed his flight — not due to his lateness but because he
didn’t hear the flight boarding call in the midst of the chaotic
boarding system. Sorry, we announced it.

Every situation has a best possible solution.

What can | do?
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What's that magic number?

A profitable brand doesn’t have to be big. Well, you can
choose to be big if you want to. But most entrepreneurs
would want a profitable brand first because that ensures a
good foundation o build on. If you want to be a profitable
brand, there is a way to make that calculation. Do the math
on how much you need to sell to cover your cost and how
many people you need to convince to be your customer.
It may be easier than you think, it may cost a lot more than
you imagine. But at least you will have that answer.

How difficult is the math?
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What is your expertise?

There is an adage, "A lawyer who represents himself has a
lousy client.”

Know the expertise that you have, the view that you hold,
the energy you possess, the resources that you can afford
and the result that you want. Then decide what you can do
intfernally and where you should get the experts involved.

What are you working on?
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Why stick to one?

Because of the way media is consumed, it is very rare that
one media will dominate and boost your sales. It is always
better to infegrate 2 to 3 of the fop media consumed by
your target market in order to get the best results.

What are your choices?
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Who is right?

A dentist shared that sometimes the most obvious may not
be the obvious. Let me elaborate.

A patient complained about a toothache on the lower
jaow and insists that the tooth should be exfracted. Upon
examinatfion, the dentist noficed that there is a worse
decaying tooth on the upper jaw. Experience tells her that
the upper tooth is causing the pain not the lower tooth.

Against the insistence of the patient, she has to convince
the patient to remove the upper tooth for the pain at the
lower tooth to disappear. llogical as it may seem, it worked!
After the upper tooth was extracted, the pain was gone.

Though we seem certain of the roof cause, it's good to stop
for a while and listen to the expert. Experto crede.

Do you trust your experte
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Who do you want?

Your brand is not for everyone. That you know. Your price is
not for everyone. That too, you know. But you want everyone
to want you because you will make more money that way.
That, you know but avoid acknowledging. That's why your
marketing and branding is sabotaging itself.

There are ways around it - different brand on a different
product with a different price point and perhaps different
distribution points. A lot of thinking and a lot of work but not
difficult. Think through your market segments and brand
architecture. You can dominate.

What are you willing to do?
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What do you do differently?

A friend asked me the other day, “Is your book available at
MPH?2" | said, "Bookshops are the worst places to sell books.
Besides, | did not write a book o sell to make money.”

Interesting ideas comes to mind when you do things
differently. You can't expect yourself to come up with out of
the box ideas if you keep thinking outside the box. No | did
not type that wrong.

To think out of the box, you need to do outside the box. Do
things differently. Read different things, see different things,
experience different things. DO different things.

Marketing tfouches lives. You need to experience the many
facets of life even if they aren’t of your particular interest in
order to do interesting things.

 HERNEN
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Where should you stand?

Some entrepreneurs look at a segment of the market and
see that it is under served, they see lots of opportunities.
They fail to see that perhaps there is a reason why it is under
served. If you serve this market, may be you have to spend a
lot to educate the market about your services.

Some entrepreneurs look at a segment of the market and
see it being over served; they see an opportunity fo sell at
the cheapest to beat the market. If you serve this market,
you compete with so many competitors that getting the
volume to make up for the thin profit is almost impossible.

The answer sometimes lies in the middle - just enough
competitors to show you that there is a market to have
enough volume and to have enough profits.

What's your position?
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How can my brand get
stronger?

Let's say you do two campaigns a year. That's one every six
months. Next year, ask for enough money to do three. That's
one every four months. In the third year, up it by another
campaign. That's one every three months.

You get where this is going. Low risk for your management
and assuming you did your job right, asking for more budget
will get easier each year.

This plan works. It's whether you stay long enough in your
company. Have the decision maker or owner read this. It's a
simple plan but it works.

How strong is your commitment?

G Yoye
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Do you have a base?

In The Romance of The Three Kingdoms, Zhuge Liang
famously advised Liu Bei to borrow the city of Jing as a base
for him to build his kihgdom. While as a brand you cannot
borrow users and consumers, you can gain these. If you are
a start-up or SME brand, ask yourself, where can you build
your base. Who is going to be your loyal customereg Your
fan-base. Your evangelist. Whatever sexy name you want to
give this group of customers.

Of course, your ‘base’ doesn't just have to be consumers.
What is your flagship SKU? Your flagship product that has the
potential to be the biggest winner is your product base. Start
there. Spend on it. Make it a hero. Make it the base where
you will launch future successes.

Where will your success start from?
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Do you know the future?

Yes you do. Because next year at this time, you would say “|
should have done this befter.” Whatever “this” is.

Now imagine you are in the new year of next year. This fime
you get to make a change. Knowing 365 days in the future
you will be having the same regrets, what would you do
now?e

Here is one suggestfion. Just one. Make small consistent
changes. Consistency is the key here. You don't lose a
whole year like that. You lose it a day at a time. Park a small
time slot aside DAILY for whatever you want to change or
do beftter. No compromise. Start with 10 mins and scale up
whenever you feel it is too easy. Every week, review the
week. You review because you want to commit to itf. It will
remind you of how consistent you have been. You may have
done two days of 10 minutes this week, so in your review you
tell yourself, next week your aim is 3 days.

You geft the idea. In 52 weeks' time, you would have DONE
something. You have won over the monkey mind.

Would you show us what it takes?
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Why do you use what you
use?

You use a hammer to knock in a nail. You use a screwdriver
to turn the screw into the wood panel. You use a M200 if you
want to shoot someone 2 kilometers away. To stir fry Chinese
style, wok is best.

So, what you use depends on what you want to do and
what you want to achieve. Interestingly, some marketers do
not do this when they deploy their media plans or marketing
efforts.

You can use a screwdriver to knock in a nail. Heck, you can
even use your shoes to do that. It's just that it may not be
very effective. And even not very efficient.

Do you understand the intrinsic value of the tool2
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How did they get big?

I meet with brand owners all the time. Big and small brands.
Smaller brands ask this question more often. How did the
bigger brands got big?

Well, they get big on a smaller scale in smaller market
segments. Then they get bigger on a bigger scale in a
bigger market segment. And they repeat. In the process
they invested in failure. Repeated successes. Made a few
mistakes. Spent some money. Invested behind their brands.

Yeah, sounds like hard work.

Don't be afraid to invest behind your brand. Oh, money
that's the hard part. But that's how big brands got bigger.
They put money in. Maybe that's why when brands are big
they have brand equity (i.e., monetary value).

How long do you plan to stand there?2
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What is your core
competence?

You can hire your own graphic designer, copywriter,
or whoever - rather than pay the professionals to do if.
Sometimes the fee you pay makes you wonder if you should
hire on your own. That’s fair.

But you have to ask yourself — what is your field of
competence? Do you have the expertise to do ite Will it
take up too much resources and detract you from your core
businesse

A client of ours recently started a plan to outsource what the
previous generation did internally for years.

Why?

Because the internal people providing the services and
products to the core business is becoming fat, insulated,
well-fed. It's beginning to be a liability. What was previously
a competitive advantage i.e. *we do everything internally,
we are self-sufficient” is now a competitor’'s advantage.

Where should you focus?
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Can you do me a viral video?

Nope. We can't.

We are looking for someone that can make that for us too.
If you know such a person, please recommend them to us.

We would like to meet the person or company with a check
list of what makes a viral video, then have that person meet
that checklist and guarantees it will be viral.

Viral videos don't get cultured in a Petri dish.

Do you know the formula?
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Do you have great marketing
techniques?

If your marketing techniques work, that's great. But if
marketing were to be an art form, and | would argue that it
is, then the greatness of your art will be dependent on your
canvas, medium and execution.

Surely, not every canvas will be the same. And mediums
behave differently.

More than that, the greatness of your art form will depend
on how you are at ONE with it (I think that's what Zen masters
callit.) Mihaly Csikszentmihalyi calls it “Flow”.

“Technical knowledge is not enough. One must transcend
techniques so that the art becomes an artless art, growing
out of the unconscious.” — Daisetsu Suzuki

What is your art form?

e —

TECHNIQUE S
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When does your competition
matter?

Lately we have been working with a client whose competitor
just loves to ape. The competitor photocopies every media
aperture we use. They imitate every dance we do. Even
down right fo icons and graphics. So what do you do in such
sifuations?e

Is this a good or bad thing?e Depends.

It can be good because you can predict with stafistical
confidence what they will do. In which case, you can even
trap them. Bad because it takes immense marketing wisdom
to decide if what they imitate matters. If it does not, ignore it.
We are beftter off focusing on what matters most.

Let them play catch up.

Deciding what matters, matters.

What matters to your competition?2
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What's your plan?

A communication plan is not a marketing plan. A marketing
plan is conceived first. Then a communication plan is
mapped out based on the challenges of the marketing plan
that communication can help address.

You don’'t ask for a communication plan when you don't
have a marketing plan. It doesn't work that way. How else
do you want me to say it?

Why the lack of a plan?
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Can doing really be an
answer?

Sometimes no. Sometimes you hit a brick wall. You come to a
dead end. But because you are doing, you have inertia. The
momentum keeps you going even when you are seemingly
at a dead end. The motion squeezes out your brain juice. You
become creative. You start working on new solutions from
these dead ends. These motions create a virtuous cycle. It
gives you confidence. Confidence changes the story you
tell yourself. The story you tell yourself changes the state. That
state of mind gives you a better strategy.

It's much better than letting worries and anxieties simmer in
the pot in your head. Eventually that simmering burns a hole
in your pot.

How do you arrive at an answer?
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How much risk do you take?

If you planned well and took risk, caution would be involved.
In a world where taking risk is so glamorized, some people
take it as if it is a magic potion to the land of success.

Caution is necessary for survival. It takes courage to be
cautious especially when risk has its rewards.

Taking risks without plans are suicidal.

Why would you be cautious?
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How big is the digital world?

Very often when you present something digitally oriented,
inevitably someone will act as a defractor. *Oh, my target
market isn't there.” “They don’t use it.” And you will hear a
cacophony of reasons why digital should not be deployed.

One does not need to go very far for lessons on when to
use digital. When mobile phones first became mass, many
marketers shun even simple “SMS marketing”. We had clients
that ignored us when we said the senior citizens then were
reading SMS-es and sending them. Well, that has come to
pass. You how know your grandma and old aunt sends and
reads SMS-es. But that window is now closed.

Digital is here to stay and the pervasiveness of smart
whatever gadgets just mean digital mediums have touched
everyone.

It's whether you want to ride the wave or wait it out. To ride
the wave you must spot when the wave starts to build. Not
when it peaks.

How small is the analog world? P ; « @
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What we do

We are a brand consultancy.

If you are looking for a brand consultancy that listens to
your challenges and works directly with its partners and their
team, then you may have come to the right place.

We are not an agency though we do provide the services
an ad agency and design house do and more. We dislike
the word "agency” as it defines us as an “agent” and by
definition makes money from commission. We work on a fee,
based on a defined scope of work. Hence, your interests are
being taken care of objectively.

We are a brand consultancy that provides “hand-made”
customised solutions to your unique challenges.

We are concerned with ideas. |[deas are cenftral to stories.
Andideas need not be in the form of an ad. Crafting the story
based on an idea that solves your marketing challenge is
what we do best. We are concerned with the “effectiveness”
of a campaign, not “creative awards”. Again, your interests
are core to what we do.

Here are some of the work we do as a brand consultancy:
Branding & Marketing Strategy

Infegrated Marketing

Marketing Communications and Advertising

Brand Development and Positioning
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Of course, we do other things too. As and when clients’
requirements crop up like promotions to contest management
to small website design. Like we say, we “hand make” your
customised solutions.

We love to have fun at what we do best and we look for
great marketing clients to do this with. We have forged many
great relationships with our clients. We intentionally keep our
client list short because we like it that way.

We believe it is more important to stay frue to our principles
and attract like-minded people to create great work
with. And have fun doing it along the way. A small brand
consultancy like ours allows us to be flexible and work directly
with you.



46 Roar Point

What we don’t do

We do not pitch.

We much rather work on a small project with you if that's
what it takes to know us better. We believe that it is a much
better way of understanding how you and us can work
together. Pitching in our opinion is like getting married after
one blind date. We understand your company may have
policies to adhere to and we respect that. We just have an
aversion to blind dates.

We are not an assembly line.

We are a brand consultancy. Yes, we do ads as most of our
clients require it. Yes, we rush things out for our clients when
the need arises. But we are not an assembly line. We do not
run three shifts by slapping some images and words together
because we are allergic to it.

We don't do cheap.

We are equipped with years of experience from international
agencies. We are proudly small and purposefully so. Some
prospects construe small as cheap. Our clients see small as
handmade for them. They pay us fair money and they get
more than their value's worth. When fed well, we do great
work.
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The Roar Point Business
Philosophy

What is your philosophy?

Be it a personal philosophy, business philosophy or a brand
philosophy. Ponder on that question. Because people
want to do business with other people who have their own
philosophy. | didn't say this. Scott Ginsberg, The Nametag
Guy said this. (Thank you, Scott Ginsberg). It is your take of
the world. It is your own uniqueness.

Here's our Business Philosophy:

. Plans do not work. People DO.

. Continuous execution breeds excellence.
. Truth builds trust.

. Authenticity leads to credibility.

. Decisions, not deliberations.

. Impact, not activity.

. Everything has a story that needs to be told.
. Meaning before marketability.

. Sound questions lead to right answers.

. Conversations not condescension.

ONVoONO~UTh~hWN —
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Philosophy keeps you grounded. It provides a compass. It
becomes the principle with which you conduct yourself. In a
world where we are overwhelmed by information, it allows
you to reflect and gain wisdom. You take responsibility for
your actions and you add depth into your work. It gives the
work you do meaning. And it helps people relate to you and
you to the world.

Have you written your brand philosophy yet?2
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How is your plan working out?

Plans do not work. People DO.
This doesn't mean planning is not important. It is. You must
plan the work. More importantly, work the plan. What has
been planned must be done.

Productivity comes from doing. Results come from doing.
When sweat hits the ground, plans start working out.

What have you done today?
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What have you learned
today?

Continuous execution breeds excellence.

If you cultivate a habit to plough, pick, and pluck, you
are learning. Season after season you become better and
better.

What better way to learn than to dig, shove and plant?2 The
secret is in not being afraid to walk out to the field. No ifs and
buts. Only how. Brave the sun and the elements. Eventually,
the fruits become juicier and juicier. The vegetables are big,
bold, green.

You will be the best farmer around.

“Knowingis not enough; we must apply. Willing is not enough;
we must do.” — Johann Wolfgang von Goethe.

What can you harvest today?
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What did you just say?

Truth builds trust.
Seems so simple. It's easy to forget.

That's why it needs to be written. Spoken. Given more credit.
Propagated. Evangelized. No matter what is your position
of influence. You have a responsibility to the world. Moral
obligation, | think it’s called.

It's what you have been taught. No matter how much you
get reminded there is a tendency to get side-fracked. You
may fall into a “I am OK” syndrome. Which means you
rafionalize why what you do is acceptable by suffocating
your little voice that says, “think again”. And that's what you
sprinkle into your marketing campaign as “OK".

Perhaps, “Primum non nocere” should apply to those of us
in marketing, branding and advertising as well. First, do no
harm. But you must and you can. In small inches. In long
miles. The trust is innate in your hands, heart and head.

How is trust builte
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How real are you?

Authenticity leads to credibility.

If you want someone to believe you, you have to be real.
Real in the way you conduct yourself. Staying true to your
being.

Being authentfic means not trying to please everyone.
Express yourself in the way you feel most comfortable with
even when it carries the risk of looking uncool. When you are
uncool in your own way, you are cool.

It is a mindful reflection of knowing why you are and letting
the world know.

It is a quiet contemplation of what you will do and what you
won't do, and have the world understand.

It is the patient cultivation of give and take, letting the world
know you will be fair in your undertaking.

Can people rely on you?
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How much time do you
need?

Decisions, not deliberations.

With decisions come risk. With decisions come power. You
need to decide what are you more afraid of - the risk, or the
power that comes with deciding?

The anxiety of decisions can make you deliberate more. If
you understand - even if you lose what do you lose2 And
what's wrong in being wrong? This awareness can unchain
your courage. It will free you to decide.

The anxiety of decisions is an alert for you, an alarm that
rings when you are too comfortable with your deliberations.
Know when it is fime to decide. Don't be frightened by the
maybes, perhaps, and uncertainties. Those who are wise
have never been afraid to risk being a fool.

What are you afraid of now?
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Are you lighting a bonfire?

Impact, not activity.
Leave an impression in everything you do.

Time is finite. Resources are finite. There is only so much you
can do in a day. You need to weigh the opportunity costs.
If that's the case, evaluate it based on what single biggest
impact can you create with what you do? It applies to you
personally and the brand you handle.

Confusing activity with buzz will only take you down the
wrong road. A thousand lit match sticks do not make a
bonfire. How would you start this one?

Try doing this:

There is only one you. Are you depriving us of you?
Remember the Cause. What gives you meaning?
Focus on NOW. What future will you build?

Risk Failing. How else can you learn?

Just Do. Why haven't you started?

What impression are you making today?
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What story are you sharing
today?

Everything has a story that needs to be told. Stories humanize
you. They make people relate to you better. They have been
a tool used for communications ever since cultures began.

Every origin is a story. Every event and being is a story. Stories
need to be told. Stories give meaning. It builds meaning.

It helps people remember. It evokes emotions. Makes us cry.
Makes us guffaw. Rile us up. Pulls us down. Tears roll down,
smiles creep up.

Have you woven your story for us to wear today?2
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What is your reason for
being?

Meaning before marketability.

Know your raison d’éfre. You build better relationship when
you know why you are you. It gives you purpose and it
focuses you. You learn to be authentic and you begin to be
real. No one is confused as fo who you are because you are
clear on why you are.

People buy into your being. Why you are you. Which is why
the meaning behind a brand is important. The vision of the
brand is critical. One that is unique and distinguished. Not
the banal same old same old.

Which leads us to your brand’s philosophy. A system and
values that your brand believes in and lives by.

What is your brand’s purposeful life?
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What questions have you
asked today?

Sound guestions leads to right answers.

The right answers come when you have the correct premise.
Correct premises come from sound questions. Sometimes
you do not have the right answers because you asked the
wrong questions.

Asking questions is a manifestation of curiosity. That curiosity
propels you to have depth in your answers and lead you to
the right path.

You don’'t need more answers. You need better questions.
Naguib Mahfouz, an Egyptian author that won the 1988
Nobel Prize for Literature said, “You can tell whether a man
is clever by his answers. You can tell whether a man is wise
by his questions.”

How many questions do you have?
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How are you building affinity
today?

Conversations not condescension.

Conversations are essential in relationships. Whether you
are selling or buying. Be it personal or professional. There is
way too much one-upmanship in the business world. Watch
how this creeps into the way you talk fo your consumers. Be
mindful how this seeps into the way you talk to your business
partners. Create dialogue with them. Build a two way street.
There is no need to win every time.

How do you create conversations? For some of us, it means
to stop talking and to start listening. Yet others need to be
comfortable with the silence between words. Considerate
questions build bridges; ask to clarify and to express genuine
curiosity within yourself. Be mindful of endless possibilities
when people start talking to you or your brand.

Can we be friends today?



Discover more about Marketing & Branding with

Marketing & Branding
Accelerator Masterclass

Conducted by Long Yun Siang

Register here
https://roar-point.com/marketing-branding-masterclass/
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Long Yun Siang

Feverishly proud that he is from the smallish fown of Batu
Pahat, Long (as he is popularly known) is never short of
questions. His 16 years in multinational agencies — LB, JWT
and DDB - has tfaught him not to pretend he has all the
answers. Af Roar Point, for more than 10 years and counting,
he has penned some of the better questions for his clients.
And hopefully, with it some wise answers.




Let’s do this. Start unboxing. Stop wasting. Get going.

The path to success is scary. It's a long-winded road
with many branches, each with their dead ends. Where
do you start? With the right questions. That will lead you
to the right answers. And perhaps, get you on track to
your goal.

This book is a collection of blog entries from the blog
- Raw Points (rawpoints.blogspot.com). It's a curation
of 38 questions to provoke and inspire thoughts on
marketing, branding and business. To inspire you
to think deeper. Expand your thinking with different
perspectives and perhaps help you find answers in
building your own brand.
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