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Brand Building
Brands increasingly have become the surrogates for value. Peter Drucker asked a great question in his book, Management: Tasks, Responsibilities, Practices, “What is value to the customer?  The customer never buys a product, by definition; the customer buys the satisfaction of a want.  He buys value.”
How you think is everything
--Investors Business Daily 10 Secrets for Success
In previous Legacy Viewpoint articles we have mentioned the process of changing results begins with changing one’s thinking.  This isn’t easy to do for institutions or individuals.  It is difficult to throw away what has worked in the past X years.  On the other hand, we don’t know what we don’t know. 
Strong branding is the result of a firm’s strategic thinking that has been implemented to produce a product or service the same way every time.  By contrast a mediocre brand produces a slightly to a greatly different result each and every time.
How does this happen?
To a great extent it rests on the question, are you self-employed/owning a job or do you own a business?
Self-employed people tend to be hard-core perfectionists. In their mind they are the best in the world at what they do.  If this group had a theme song, it would be I Did it My Way.  They are perfectionists.  If you hire a brain surgeon, you want to hire one with the most experience and training, but more importantly is the meticulousness in the technique and being fully prepared when you are on the table with your life at risk.  We all hire professionals – hire the best.
This group has a hard time hiring other people to do what they do –simply because no one is up to the task. It is rare for a technician to be skilled in teaching, coaching and mentoring.  Additionally, it is difficult to replicate the perfectionist’s discretion for changing or adapting to variability in situations – changes in one or more factors that impact the solution.  Each project becomes a customized product or service. If it is customized, by definition there is variance in the results translating to the experience variability of the customer.  Each result is different from a small to great degree.  Increasing variability in the result yields mediocre branding in the sense that the product or service is not exactly the same each and every time.
A business owns systems that can be replicated time after time. A business can hire competent people to operate the systems.
When Ray Kroc walked into the McDonald Brothers hamburger stand to sell them a milkshake machine, he found himself looking at a miracle.  It was a hamburger stand that worked like a Swiss watch. The hamburgers were produced like he had never seen before—quickly, efficiently, inexpensively and most importantly identically. This business had a system to produce in this case, a consistent identical product every time—a strong brand.  What Ray Kroc saw was not a hamburger machine—it was a money machine – a system and the rest is history as they say.  This business system approach is the model for franchising.  In the case of McDonalds the franchising is used to replicate restaurants worldwide.  Business systems that build the company brand need not necessarily be replicated.  
Turning your thoughts into action, driving the results you envision first for your life and then your business may require changes in your thinking.  It may require abandoning some thoughts and/or practices to make the way for new beginnings.
In order for your life or business to become more than it is, try to think of it in terms of an invention.  Create a completely integrated system that works the same every time, all the time, without your day in day out personal involvement in every detail and decision.  Design the system to empower people to execute the system.  Then it becomes a management of systems more than the management of people in the business.  Ray Kroc never had the intention of working in one of the McDonald’s restaurants.  His plan from the start was to create a system that did not involve his day to day involvement in the restaurants, but to manage the systems. Work on your business not in it.

